past 18 months that the “honeymoon is over”. You 
have been told that production in most appliance 
lines has caught up with consumer demand. You have 
been told that the metamorphosis from the sellers’ market 
to the buyers’ market has taken place. You have perhaps 
become a little tired of hearing that good old-fashioned 
selling methods have once again become fashionable. In 
fact, we have done our own share in telling you these 
things. 

To many dealers having difficulty in getting deliveries 
on ranges, refrigerators, washers, ironers and other major 
appliances—to say nothing of many lines of small appli- 
the warnings about the imminent approach of a 
buyers’ market may have sounded a good deal like crying 
wolf. These warnings during the past year, however, have 
been based on many aspects of our business which are not 
always apparent to the man on the firing line. They in- 
volve long range calculations which include a staggering 
diversity of statistics covering population growth, consumer 
income levels, savings, raw material supply, labor produc- 
tivity, defense and export price levels, the 
influence of new models, the impact of installment selling 
regulations, market replacement factors, saturation and a 
score of other indices. 


1 : OU have been told time and time again during the 


ances 


needs, 


HleSk warnings also have usually been accompanied 

with a definite plea to dealers to put their busi- 
ness houses in order, cut unnecessary expense, train new 
sales personnel and clear the decks for competitive action. 
As such, believe these warnings have had a salutary 
effect on the retail trade generally. In times of prosperity, 
experienced dealers have learned to get ready for times 
of adversity. But there are many new elements in the busi- 
ness whose whole experience has been encompassed dur- 
ing comparatively hoom times. Their cost of doing business 
has been low; inventories have turned briskly; credit 
losses have been negligible; they have needed fewer sales- 
men to solicit business, follow up leads and cultivate users ; 
service costs have not begun to cut into net. Profits, as a 
result, have heen proportionately higher. In a word, they 
are innocent of the facts of pre-war competitive life. 
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1949: Buyers Market 


November - 1948 


The first real indication that these industry-wide warn- 
ings have not been without foundation is contained in the 
simple figures for sales up to the last quarter of the current 
year. With the exception of ranges, refrigerators and 
washers, which all show gains over the same period last 
year, business in nearly every other category is showing 
steady declines. All small appliances with the exception of 
toasters, roasters and waffle irons, are off anywhere from 
35 to 60 percent. Ironers, cleaners and water heaters also 
show a drop. Radio sets, with the exception of television 
and FM-AM consoles, have taken a nose dive. 

In the larger metropolitan marketing areas of the coun- 
try, supply is already well in excess of demand and vigorous 
efforts are getting under way to cultivate the long neglected 
replacement market. 


Ww don't have to look far to find the reasons for this 

first real weakening in the sales pulse-beat. Produc- 
tion facilities of pre-war manufacturers were greatly ex- 
panded. In addition, many new manufacturers entered the 
appliance and radio field. The number of distributors and 
dealers in business, too, has been considerably augmented. 
Record production and sales over the past three post-war 
years have largely caught up with the backlog of consumer 
demand. Savings in the hands of consumers are rapidly 
being dissipated. Installment terms have been tightened. 
With production still running at record levels, therefore, a 
return to more intensive specialty selling is going to have 
to be the first order of business in the year ahead. The 
handwriting is on the wall ; sales in many lines are definitely 
on the decline. 

We may be sticking our editorial neck out, but we would 
like to announce that the official opening of the buyers’ 
market in the appliance and radio field will come in the 
vear 1949. 
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This astounding production backed 
the biggest advertising drive 
Westinghouse History! 
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SESSIONS ELECTRIC CLO 


SELE STARTING 


Sessions (locks 


om) 


YOU'LL HAVE the perfect set-up for lush the above... and others to help boost your Christ- 
| in dM Christmas profits if you stock and push mas sales! So don’t miss! Stock up and display your 
Sessions Electric Clocks this year, hard! Sessions Clocks now! 


Sessions Clocks were never more popular, never 
in better supply. In addition Sessions offers a full VY Ran 
line of widely different models, headed up by the om F Guaranteed by > 


finest, sturdiest, handsomest pleasant-bell alarm 
clock on the market today. The incomparable 
“Catnapper”! 

? Sessions Clocks are nationally advertised in lead- y/ k 
ing consumer publications reaching over 10,000,000 €SSI Ons OC. Ss 
a potential customers at the peak of the holiday sea- 

A son. Generous-sized, full-page, full-color ads such as SELF-STARTING ° ELECTRIC 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart; In San Francisco: Western Mer- 
— es chandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
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“Cive us the tools...” 


SURVIVE 


America Must Have Better Tools 


N THE past twenty years the United States 
has failed to provide its workers with 
enough new tools and equipment. 


To most Americans this statement will come 
as a shock — or will be doubted. We are quite com- 
placent about our industrial equipment, for easily 
understood reasons. 

Throughout the 30s we heard continuously the 
propaganda line that the United States had be- 
come a “mature economy.” The job of equipping 
America with industrial plants and tools was said 
to be largely done. 

Now, knowing that industry is spending bil- 
lions to expand and rebuild its plants, many 
people assume that the result must be a first-class 
industrial system. 

A further powerful inducement to compla- 
cency is the vastly worse industrial condition of 
most of the rest of the world. When Americans 
look abroad in almost any direction they see 
shattered plants and equipment. A natural reac- 
tion is that we are sitting pretty. 

That is a dangerous reaction. Between depres- 
sion and war, we have failed to build the tools 
and equipment we need. This condition is danger- 
ous for three reasons: 

1. From bitter experience we know that 
national security depends first and foremost on 
the capacity and readiness of our indistrial 
equipment. 

All of our plans for stabilizing prosperity as- 
sume a world at peace. The greatest menace to 
peace would be an unarmed America, unable or 
unwilling to keep herself strong and ready for 
defense — strong in spirit, in resources and in the 
all-important industrial plant and equipment. 


2. Whether Americans live well—or badly — 
depends directly on the kind and quality of tools 
used by American workmen. 

This is true for all workers, and for every 
worker—from a garage mechanic and his 
wrenches to a steel mill gang and its rolling equip- 
ment. In a monumental study of “America’s 
Needs and Resources” the Twentieth Century 
Fund found this fact: The improvement in the 
real income of the American people has more 
consistently followed the amount of power used 
in industry than anything else. What the work- 
man worked with determined, more than any 
other factor, the size of his pay envelope, and 
what it would buy. 

3. Our success in stabilizing prosperity will 
depend largely on what we do about building new 
tools and equipment. 

About 30% of our industrial workers are em- 
ployed in producing tools and equipment. Steady 
employment for them is essential to our over-all 
prosperity. 


How far have we fallen behind in providing 
new plants and equipment? 


Estimates vary. Here is one rough estimate: 
If we had built new industrial facilities during 
1930-48 at the rate we did in the prosperous ’20s, 
we would have spent at least $100 billion more 
than actually we did. 

To get a better and more complete measure of 
this deficit, McGraw-Hill is undertaking a survey 
of American Business’ Needs for New Plant and 
Equipment. 

Businessmen all over the nation are being 
asked to answer questions like this: How much 
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money would you need to put your plant in first 
class condition? How much are you planning to 
spend for new plant and equipment? Where do 
you expect to raise the money? The results will 
be reported later in this editorial series. Already 
the survey shows we have fallen many billions of 
dollars behind. 

Some shortcomings are apparent to everyone. 
They are revealed in a lot of rickety transporta- 
tion facilities and in rundown buildings. 

Many other deficiencies do not come into gen- 
eral view. They are, for example, the antiquated 
machines in our plants. Of the privately-owned 
machine tools in use in 1945 — when the last cen- 
sus of metalworking equipment was made by 
AMERICAN MACHINIST — 54% were more than 10 
years old. Their average age is higher today. 

It is true that in recent years we have hit new 
highs in total national production. But we have 
done so by putting far more people to work than 
ever worked before . . . and by driving equip- 
ment to the limit of its waning endurance, some- 
times beyond. It has not been done primarily in 
what is by all odds the best way to increase pro- 
duction—to use more and better and more modern 
tools and equipment. 


Haven’t we overcome much of this twenty- 
year deficit by rushing to build new plants since 
the end of the war? 


No. For two clear-cut reasons: 

1. The accumulated shortage is tremendous. 
The total of about $40 billion, which has been 
spent for industrial plant and equipment since 
VJ-Day, has not wiped it out. 

2. Some key industries have had difficulty in 
getting the facilities they need. Take steel, for 
example —the industry that turns out our most 
basic industrial material. Its needs for new equip- 
ment are measured in billions of dollars. To pay 
for that equipment, it should have risk capital — 
money which people are willing to invest with a 
risk of losing for the sake of gain. For steel is an 
up-and-down industry. Earnings on its common 
stocks inevitably share both ways in those ups- 
and-downs. 


Since the war, steel, in common with most of 
industry, has been unable to market new common 
stock successfully. Its outstanding stock is now 
selling for only about one-half the current net 
worth of the industry’s present assets. With in- 
vestors willing to pay only 50 cents on the dollar 
for its facilities, the industry can not readily sell 
stock to pay for new plant and equipment — at 
higher prices even than the old. 

Why can’t steel — and other industries — attract 
people who are willing to risk their money retool- 
ing America? 

The full answer to that serious question must 
be left to future editorials in this series, for it 
involves many things . . . tax reform . . . mo- 
bilization of small savings . . . anew respect for 
corporate profits. 

This first editorial seeks simply to emphasize 
two fundamentals: 

First, our standard of living improves with the 
quality of our industrial equipment. 

Second, American industry and American 
workmen badly need billions of dollars worth 
of better equipment now. 

The American people must understand that not 
only our continued prosperity but also our secu- 
rity as a nation depends upon giving American 
industry more and better equipment. 

“Give us the tools.” This was Winston 
Churchill’s cry for help to win the war. Only if 
we give American industry new and better tools 
will we have a chance to win abiding prosperity 
at home and good order abroad. 


President, McGraw-Hill Publishing Company, Inc. 


% THIS EDITORIAL, and a series to follow, will be 
devoted to a single problem — how to provide Ameri- 
can industry with the equipment needed to improve 
that envy of the world, the American standard of 
living. No more important problem confronts us to- 
day. Upon our wisdom in handling it depends not 
only the degree of our prosperity, but also our 
security as a nation. 


THIS IS THE 69TH OF A SERIES 


ELECTRICAL MERCHANDISING—NOVEMBER 1, 1948 


PAGE 35 


| | 
| 
2 
j 
Hu MA 
oe 


4 
| 
\ 
¢ 
2 - 


THE BIG COOLERATOR THAT’S 
MAKING FREEZER HISTORY 


It’s no accident that the big, 15 cu. ft. Coolerator Home Freezer leads 
the field in sales in its size and price class. Home freezer buyers 
everywhere want them big and fully-featured—to get maximum econ- 
omy through volume food purchases—to provide the widest possible 
variety of good things to eat—and still have plenty of room to store 
pies, cakes and other baked goods. 


Housewives, today, are buying home freezers for better living at 
lower cost. You can sell more Coolerators, because it’s easier to prove 
that a Coolerator will quickly pay for itself in savings. Full-page 
color ads in the nation’s top publications are selling Coolerator ad- 
vantages to your prospects every month. 


THE 


DULUTH 1, 
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COOLERATOR 


CAN YOU GET 
GREATER VALUES? 


A9.2 CU. FT. REFRIGERATOR PRICED 
AND FEATURED FOR 
QUICK SALES AND BIG PROFITS 


This value-priced and feature-packed Coolerator incor- 
porates all the advantages of a good refrigerator and 
should not be confused with a “stripped model’. The 
freezer provides storage for over 23 lbs. of frozen food 
without disturbing the ice-cube trays. Twin over-size 
CRISP-O-LATORS furnish Moist-Cold storage for 24 
quarts of fruits and vegetables. The engineered roominess 
of the food compartment, together with adjustable shelves, 
provides unusual flexibility, easy accessibility, and un- 
usual capacity. 


The big value model DU-91 refrigerator is another 
reason why Coolerator’s sales continue to soar to new 
highs each month. Call, wire or write your Coolerator 
Distributor today for complete details on the Coolerator 
franchise. See for yourself why you can grow faster with 
the one which is growing fastest. 


\ Coolerator 
arid 


THE COMPLETE ALL-PURPOSE FREEZER 


A separate compartment “quick freezes’’ 60 Ibs. of fresh food 
while simultaneously providing safe, low temperatures for over 
500 lbs. of food in the storage section. 


COMPANY 
MINNESOTA 
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THE PLUMBER PROBLEM 


ry HERE was a time not long ago 
| when many electrical appliance 
dealers in the city of Los Angeles 
were ready to stop handling electric 
water heaters, dishwashers and gar- 
bage disposers. Many more had 
already stopped putting any strong 
sales effort behind these appliances. 
These dealers were completely stymied 
by their inability to get plumbers to 
handle the installation of any piped-in 
appliances. 

Today the picture is changing. 
There’s no appliance dealer in the city 
of Los Angeles whose sales of these 
appliances need be prevented by the 
lack of plumbers to install them. And 
the Los Angeles public now is getting 
a fair break on installation costs, with 
the average price for complete electric 
sink at $125.00 for plumbing and elec- 
tric; separately it runs about $40.00 
for disposer plumbing, $45.00 for dish- 
washer plumbing, and about $40.00 for 
the electrical work. All the problems 
have not been solved, but an intelli- 
gent, mutually-profitable relationship 
between electrical appliance dealers 
and plumbers is in the making. 

A two-week study of the Los 
Angeles city market indicates that, re- 
gardless of how bad the original condi- 
tion, no city need continue under a 
situation of impasse between appliance 
dealers and plumbers. With the 
proper effort by all the people involved, 
as well as a willingness to understand 
the economics of each others’ business, 
both dealers and plumbers can get 
together and take their individual 
places in the profitable future that lies 
in the full development of the market 
for electrically operated piped-in ap- 
pliances. 


Action Was Needed 


The dealer or distributor who wants 
to see if the success in Los Angeles 
can be made effective in his locality 
through application of the same 
methods, must know to what extent 
the conditions in his area parallel 
those in Los Angeles about a year 
ago. 

When the situation was at its worst, 
Los Angeles had most, but not all the 
problems described by Tom _ Black- 
burn in “The Plumber Obstacle” in 
July Exvecrrical MERCHANDISING. 
The two factors which were not pres- 


ent were: 1. Plumber Association spon- 
sored or encouraged opposition to the 
installation of dealers’ equipment by 
member plumbers; and, 2. Evidence of 
“city-hall influence” in the granting of 
plumbing permits for the installation 
of piped-in appliances. 

Everything else was happening. As 
piped-in appliances began to arrive in 
sellable quantities, dealers started to 
fill back orders, began to promote 
sales through store displays and dem- 
onstrations, and began to use adver- 
tising. At least they started to use 
these normal methods of developing 
their electrical appliance businesses— 
but after a few attempts they found 
that their sales efforts were not pro- 
ducing profits or satisfied customers. 
A water heater with no water, a dish- 
washer with unconnected water and 
drain lines, a garbage disposer still 
in its crate—that’s what these dealers 
had sold, that’s what the customer 
still had. Neither customer nor 
dealer could get a plumber to install 
the piped-in appliances. 

The dealers met many types of 
plumbers, and each was an obstacle. 
First, and strongest and most effective, 
were the plumbers who refused to 
handle the job. 

Then there were the plumbers who 
would do the installation—at a price. 
And what a price. Sometimes it ran 
as high as the original cost of the 
appliance. Seldom did it approach a 
price that would encourage anyone 
to buy these piped-in appliances. The 
result for the electrical appliance re- 
tailer was a combination of cancelled 
orders and dissatisfied customers. 
And mixed into the price picture was 
the inevitable price cutting and cutting 
under the dealer when the plumbers 
made contact with the customer at 
the time they were supposed to be 
making an estimate. 

Then there were a few plumbers 
who would handle the job, when and if 
they got around to it and as much of 
the job as they pleased at the time. 
Particularly when the piped-in appli- 
ance was part of a complete kitchen 
or laundry remodeling job, the dealer 
and the customer were in for a series 
of headaches. The plumber might not 
show up when he was expected—thus 
holding up carpenters, electricians, 
tilesetters. Then he might get part 

(Continued on next page) 
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Efforts by large dealers, distributors and the 
utility in Los Angeles are beginning to ease the 


problem of getting piped-in appliances installed 


By HOWARD J. EMERSON 
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“WITH THE PROPER EFFORT by all the people involved . . . both dealers and plumbers can get 


together . . 


of the work done today and not come 
back for a few days. 

Those were some of the reasons why 
appliance dealers in Los Angeles were 
discouraged, why distributors there 
worried about building a_ sizable 
volume in piped-in appliances, why 
the utility wondered how it could suc- 
ceed in building the electric water 
heater load that it wanted to use as 
a level for the range peak. It was be- 
cause each of these groups wondered 
and worried that they acted, and be- 
cause they set out to do something 
about the problem it is possible to 
state that Los Angeles is approaching 
the situation where the 


hookup will be no 


plumbing 
more—as much, 

1 problem than 
is the procurement of the wiring con- 
nection 


mavbe, but no 


more 


Dealers Act 


lt was the larger dealers who first 
made headway in attacking the prob- 
it has been in other cities 
where the situation has been improved. 


1 
em, as 


They are the dealers who had more 
ammunition to put into the fight, the 


ones who knew they had to solve the 


problem if they wanted to do the 
large volume sales for which their 
org inizations were financed and 
manned, Such large Los Angeles 


1 


leaders as Electra City, Culbreath’s, 
E. A.. Bowen, Mont- 
gomery & Hellman, etc., and the 
department stores, could talk volume 
to the plumbers. These dealers never 
let up in their efforts to secure for 
their customers installations that would 
be handled on time and at a fair 
price, although there are cases where 


Hokanson’s, 
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the time and effort that went into 
solving the installation cost the dealer 
more than he made on the appliance. 

A large dealer, now doing a heavy 
volume in electric water heaters, dish- 
washers, and disposers, went through 
a long period of struggle before reach- 
ing an arrangement that is proving 
satisfactory. He has given a jobbing 
plumber shop space in the rear of the 
building where he has his appliance 
store, and has allowed the plumber 
to have his name on the window. 
This plumber works with the dealer 
in laying out plumbing specifications 
for new or remodeled kitchens, han- 
dles the installation of any piped-in 
appliances which the dealer sells. In 
return, the plumber gets his shop 
space and a discount on electric water 
heaters for the many jobs that come 
directly to him. 

In another section of town, another 
large dealer is now rolling smoothly 
in the sales of complete kitchens or 
any of the piped-in components. His 
solution is an arrangement with a 
non-display plumber located across the 
street. The plumber has agreed to 
make installations at a fair price for 
all the piped-in appliances sold by the 
dealer’s organization. In return, the 
plumber can buy from this dealer any 
of those appliances at a profitable dis 
count for the sales he makes through 
his regular plumbing business. As a 
result, the dealer can put his pressure 
on sales without worrying about in- 
stallation—the plumber can offer any 
of his plumbing customers any of the 
piped-in appliances without the bother 
and overhead of flooring the appli- 
ances. It is a compromise, but a work- 


able solution to the problem of both 
these businessmen. 

Said one of the large dealers: “I 
read Mr. Wray’s editorial on ‘Plumb- 
ing Foolishness’ and I’m glad that he 
brought the subject into the open. 
But I don’t think that we can expect 
an Act of Congress to solve our prob- 
lem. Particularly the larger dealers 
must consider it their problem if they 

“want to pioneer in the merchandising 
of the piped-in appliances. These 


. in the full development of the market for electrically operated piped-in appliances.” 


dealers have the power over a long 
period to force the issue. And when 
they do, the ball will start rolling. 
Once there are a few plumbers willing 
to handle installations, others will fol- 
low. That’s what happened on range 
installations.” 

Those are the large dealers of Los 
Angeles, the ones who can talk volume 
to a plumber, the ones who can afford 
to spend time and money during the 
period of adjustment until they have 
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installations. But how 


satisfactory 
about the small dealers, the larger 
percentage of the retailers of major 
appliances in the city of Los Angeles? 
Have they, too, been able to solve the 


installation problem by the same 
methods, by the costly trial and error 
manner that the larger dealers used? 
As a rule they have not been able 
to. But in place of action by the 
majority of smaller déalers has come 
a successful program by the Depart- 
ment of Water and Power, the 
municipally-owned electric utility that 
serves the city of Los Angeles. 
Through the efforts of this utility, 
there are now more than 20 plumbers 
in the city who have agreed to install 
piped-in appliances for electrical re- 
tailers in their working area, and at 
a price level that is considered fair to 
the trade. 


Burdick’s Problems 


Instrumental in obtaining these 
plumbers—still only a small percentage 
of the 755 licensed plumbers in the 
city—were the supervisors of two of 
the bureaus in Bob Cockfield’s Busi- 
ness Development Section. The move 
was instituted by Howard Burdick, 
supervisor of dealer relations, who is 
responsible for helping the appliance 
retailers increase their sales of major 
appliances, thereby increasing the load 
on the utility’s lines. Burdick had 
two problems—his dealer contact men 
found retailer after retailer who was 
making little or no effort to sell elec- 
tric water heaters because they had 


too much difficulty in getting the ap- 
pliances installed—and he had on his 
hands the beginning of a large pro- 
motional effort for electric water 
heaters as part of the utility’s program 
to produce added, off-peak load to its 
lines. 

Today the water heater promotion 
is in full swing and, through the 20 
cooperating plumbers, any electric 
water heater sold by an appliance 
dealer will be installed. As a result 
of this ability to get the heaters hooked 


in, electrical appliance retailers in Los 
Angeles are selling about 40 percent 
of all the electric water heaters (com- 
pared to only 5 percent of the gas 
water heaters.) Burdick effected the 
solution to his and the dealers’ prob- 
lem by cooperation with Tom Feeley, 
supervisor of the utility’s plumber 
relations bureau. By putting the cards 
on the table, and by acting as impartial 
third parties, Burdick and Feeley 
worked out a solution that is aiding 
both the dealers and the plumbers. 
Through Feeley’s plumber contact 
men, the 20 plumbers have been lo- 
cated to handle dealers’ installations. 
Through Burdick’s department, those 
display plumbers who are interested 
in actively merchandising water heat- 
ers get the same training programs 
as those prepared for the appliance 
dealers. 


Locating the 20 plumbers who so 


far are all that have agreed to handle 
installations for any dealer was no 
easy task. Each was obtained separ- 
ately by personal contact and often 
by several calls by the utility’s repre- 
sentative and a strong sales talk on the 
long range profits from such coopera- 
tion. In the heavily-populated, middle- 
class southwest section of Los Angeles, 
every plumber was canvassed without 
success in locating one that would 
agree to handle dealer installations. At 
the time of this writing, the installation 
problem was still te be solved for the 
many small dealers in that area. Al- 
though they can get a plumber, they 
have to work with those outside the 
area at a loss in time and at a higher 
cost to the customer. 


The Third Party 


The success of the Los Angeles 
utility in getting plumbers to cooperate 
with the hundreds of small dealers in 
that city should emphasize to dealers 
in every city the importance of this 
strong third party that can be an in- 
fluence in breaking a deadlock between 
dealers and plumbers. Dealers stymied 
in their sales of piped-in appliances 
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“ANOTHER large 
dealer’s solution is 
an arrangement with 
a non-display plumb- 
er located across the 
street. The plumber 
has agreed to make 
installations at a fair 
price . .. In return, 
the plumber can buy 
from this dealer... 
appliances at a prof- 
itable discount.’’ 


1948 


““A LARGE DEALER .. . has given a jobbing plumber shop space 
in the rear of the building where he has his appliance store, 
and has allowed the plumber to have his name on the door.” 


would do well to get together—as a 
group, or through their local dealers’ 
association—with the generating util- 
ity, particularly if it is an electric 
only company as in Los Angeles. The 
utilities in most cities have what the 
dealers lack—a strong and influential 
voice which can be heard even in city 
hall and in the chambers of the strong- 
est plumbers’ association. And in the 
long run, they have an equal interest 
in the promotion of any major appli- 
ance which ties onto their lines for 
operation. 

When the installation problem in 
Los Angeles was really tough, it was 
not only the retailers and the utility 
that had problems. Distributors are 
supposed to make good records that 
become required reading back in 
Brideport, Chicago and Mansfield. 
Picture yourself as George Lloyd, 
manager of the G-E Appliance Corp., 
Los Angeles, with your dealers ’phon- 
ing in to say that they could no longer 
take deliveries of electric sinks, dis- 
posals or water heaters, because they 
couldn’t get them installed. Or see 
yourself as Chadburn or Fellson who 
handle Hotpoint sales for G-E Supply 
Corp., Los Angeles, receiving similar 
calls when you had just received notice 
that you would be getting more kitchen 
appliances from the factory. Or would 
you rather be Art Shayne, facing the 
installation problem just as you were 
ready to start a $100,000 promotional 
campaign for Gough Industries sales 
effort on L&H water heaters. Which- 
ever you were, you’d do something 
about it. They did, individually and 
with reasonable success so far. 

Lloyd started off by establishing 


close contact with John Sullivan, 
manager of the Los Angeles Merchant 
Plumbers Association. From this 
group, Lloyd’s organization selected 
five plumbers who were considered to 
have the best facilities and the best 
organizations for selling, and these 
received G-E sinks, dishwashers, dis- 
posals and water heaters—no other 
appliances. 


Softening the Plumbers 


It is obvious that this step would 
tend to break down much of the 
plumber’s resistance to installing ap- 
pliances for dealers on the basis of 
“What I don’t sell I don’t install.” 
Good relations with the association 
put G-E in a favorable position to 
talk with any plumber regarding in- 
stallation. Lloyd’s organization took 
on from there, setting up a man whose 
job is to locate plumbers who will 
agree to handle the installation of any 
G-E piped-in appliance for the ap- 
pliance retailers in their neighborhood. 
As a result of this effort, Lloyd feels 
that there is a plumber available for 
the installation of any appliance sold 
by his large number of dealers in Los 
Angeles. The situation isn’t perfect, 
and there may be delay either in locat- 
ing the right plumber or in getting the 
job done, but he feels that his organi- 
zation has progressed to the point 
where no G-E sales are lost either 
through the lack of a plumber to install 
the product or through exorbitant in- 
stallation costs. 

Chadburn and Fellson at G-E 
Supply Corp. have succeeded through 
another approach. Hotpoint dealers 

(Continued on page 92) 
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MAPPING THE CAMPAIGN, George H. Lehleitner (seated) and R. J. 
Augrain, manager of the major appliance department, discuss a 
specially designed poster, created by their own artist for distribution 
to dealers in Louisiana and South Mississippi. 


LEHLEITNER SALESMEN OWN their their way to launch the home 
freezer campaign. Each of these salesmen is an expert and goes out 
equipped with plenty of material for advertising, creating window 
displays and providing help for the retail dealer. 
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HE entire state of Louisiana 
and many counties in south 
Mississippi are going for the 
home freezer like a grammar school kid 
for a lollipop. At the time of this 
writing no other major appliance, with 
the possible exception of the refriger- 
ator, is in as popular or consistent de- 
mand, There are many reasons, of 
course, but one of the first and fore- 
most is a man named Lehleitner. 
When George H. Lehleitner came 
off a Navy ship three years ago and 
picked up the thread of his appliance 
business in New Orleans, he already 
had a reputation as one of the South’s 
major distributors of Norge products. 
He spent a year in readjusting himself 
to his business, which had been carried 
on for him by expert assistants, and 
then began to look around at the new 
appliances which were coming on the 
market at a slow trickle. The one 
which held his attention and presented 
itself as a perfect piece of equipment 
for development and promotion in his 
territory was the home freezer. So 
Mr. Lehleitner and his aides rolled up 
their sleeves and went to work. 


Campaign Results Amazing 


The result of the Lehleitner 60-day 
home freezer campaign throughout 
Louisiana and south Mississippi is 
something to behold. Residents of the 
bayou sections are using freezers to 


THE DEALER GETS TOP-NOTCH help from Lehleitner salesmen, 


store their shrimp and oysters; dwel. 
lers of the Delta pack away the; 
seasonal crops in them; the hill coup. 
try folk swear by them for storing: 
meat; Gulf Coast housewives freex 
their fresh fish; New Orleanians fin 
them ideal for refrigeration in th: 
semi-tropical atmosphere of that fir, 
old city. Dealers have watched sale 
volume soar throughout the territor, 
Indeed, in this area the increase 
freezer sales over 1947, Mr. Lehleitne: 
points out, is conservatively estimate: 
at 400 percent! 

Mr. Lehleitner’s method of staging 
a home freezer campaign for his deal 
ers is a model of effective merchandis. 
ing. Planned by himself with th: 
competent help of Walter E. Hopso: 
Jr., general manager, and R. J. Au. 
grain, manager of the major applianc 
department, the freezer selling cam 
paign was no trial and error affair 
but was the result of careful planning 
all along the line. 

“Once the firm had decided to mak 
our territory home freezer-conscious, 
says Mr. Augrain, “we went about it 
methodically. We made a tie-up wit 
a local grocery chain of seven large 
stores, selling them seven Norge home 
freezers at dealers’ cost. This was 4 
sort of trial balloon to see if freezer: 
could be popularized with that seg 
ment of the general public which we 
especially desired to reach. We ran 14 


two 
of whom are shown building a window display guaranteed to tell the 
freezer story and to attract customers into the store. 
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full pages of advertising in two weeks 
and the grocery clerks sold the idea of 
frozen foods solidly. The concrete re- 
sults of the test were that the public 
took to frozen foods and dealers began 
buying more freezers. 

“This was a revelation to us. Obvi- 
ously the paramount thing needed to 
sell freezers was to educate the public 
thoroughly—not just through news- 


} paper ads—on their convenience, their 


thrift, their time and money saving and 
in other ways. That was all the inspi- 
ration we needed to go ahead and 
launch the territory-wide campaign 
jesigned to boost our dealers’ sales.” 


Sales Force Takes Field 


The Lehleitner forces, headed by 
Mr, Augrain, took the field with three 
1ims in view. First, to acquaint the 
dealer with the home freezer; second, 


| to show him how to sell it, and third, 


| actually to help him sell it. 


A series 


) of 13 dealer dinner meetings was held 


in rapid succession at points conveni- 


| ent to every dealer in the firm’s distri- 


enthusiasm. 


bution area. These meetings, accord- 
ing to Mr. Augrain, were sessions of 
Dealers not only were 
acquainted with the advantages of a 
home freezer, but were taught just 
about everything which could be 
learned about them, including prepara- 
tion, wrapping and packaging of foods, 
storage of meat, menu tricks, etc. 


Campaign angles and ideas were 
discussed next. The Norge plan of 
donating $20 worth of free foods with 
each freezer was a major sales closer. 
Arrangements were made so that the 
iood thus donated could be selected by 
the buyer from the grocer of his own 
choice, thus making boosters of local 
grocerymen everywhere, and Lehleit- 
ner & Co. agreed to stand a portion of 
the cost. New methods of finding 
prospects and new ways to improve 
sales approach, which had been previ- 
ously worked out by Messrs. Lehleit- 
ner, Hopson and Augrain, were passed 
on to the retail dealers. A_ vertical 
type and a chest type of freezer were 
brought into the meetings and dealers 
kept busy all evening asking questions, 
watching demonstrations and studying 
the equipment. The showing of the 
Norge film on home freezers wound 
up the meeting. 

The distributing firm promised its 
dealers all-out assistance in every pos- 
sible way. As the campaign got under 
way, eight Lehleitner salesmen were 
assigned exclusively to work on it. 
Their special job was to see that each 
dealer put in a first class window dis- 
play, to keep the dealer brushed up 
on selling technique, to keep him en- 
thused and to go all out in helping him 
and his sales force to sell freezers. As 
many window displays as possible were 

(Continued on page 68) 


A LEHLEITNER SALESMAN enumerates the selling points of a 


freezer to one of the firm's dealers. 


Enthusiasm on the part of the 


dealer is a big sales factor and the salesmen work to keep it up. 
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1948 


How a leading New Orleans 
wholesaler launched a cam- 
paign to make residents of two 
states freezer-conscious and 
kept his dealers working hard 
to keep up with the public 


demand 


A STEADY STREAM OF gleaming new freezers pour from the firm's 
warehouse and onto trucks for delivery to dealers throughout the terri- 
tory. The firm says demand is 400 percent greater than last year. 
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—Cars drive up to a side door of Pete Dhondt’s appliance store, and —Shirtless and as informal as can be, Pete Dhondt checks in a wash- 
people carry boxes and bundles of laundry inside. Already they can be ing over a wooden counter. To his rear is a 25 x 35’ “laundry” 


regarded as prospects for automatic home laundries. area, about one-fourth of the store sales floor. 


Pete Dhont’s appliance store 

on a side street in Canandaigua, | 
New York. You'll see cars drive into [ 
the empty lot next door. Someone, or 
a couple, gets out and carries a box 
or bundle of laundry into a side door 
of the building. 

If you follow them through that 
side door, you'll find Dhondt (pro- | 
nounced “Don’t”) standing behind a 
short wooden counter, such as you 
find in most any laundry or dryclean- 
ing establishment. In an area about 
25x35 ft. behind the counter you see 
automatic washers, an automatic dryer 
and an ironer or two, all usually quite 
busy. 

In the remainder of the store—the 
“laundry” occupies about one-fourth 
of the entire sales floor—you’ll see 
ordinary displays of appliances or 
electrical goods, everything from 
bulbs and fuses to electric ranges and 
water heaters. 

With washers and related equip- 
ment working on his sales floor, 
Dhondt pays the overhead before sell- 
ing even begins. 

He has an informal, folksy way of 
doing business, and the customers love 
it. During summer, for instance, 


THREE == washers sit in a row along one wall of the store “laundry.” Some customers like to run the when everyone’s warm and complain 


S ree across the street from 


machines themselves, as this couple is about to do. They make good sales prospects, says Dhondt. ~~ about it, Dhondt sheds his shirt 
in the store and works as hard as ever. 


Appliances Pay His 
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“I just try to be practical,” said 
Dhondt. “That’s the way I got into 
the laundry business early this year, 
and since then I’ve doubled my sales 
of automatic laundry equipment. In 
addition, other appliances in the store 
have moved out faster, in proportion 
to the increased traffic. 

“I got to thinking: ‘Why should I 
have automatic washers, etc., sitting 
around my sales floor, not doing a 
thing, just as they sit in perhaps hun- 
dreds of stores around the country 
today? And look down the street— 
someone’s got a row of automatic 
washers installed, and is running a 
self-service laundry. 

“*Why not run a self-service laun- 
dry myself, with a little twist of my 
own—that of selling the very equip- 
ment that is doing the work?’ ” 

So Dhondt decided to give it a 
whirl. He cleared the sales floor area 
described above and had hot and cold 
water piped along one wall, and a 
sink installed along the opposite wall. 
Then he connected four Bendix 
washers along the first wall. An auto- 
matic Bendix dryer went across the 
room, and an electric ironer. Of course 
he increased the capacity of his water 
heater in order to feed the washers. 

He fixed up some cardboard boxes 
baskets for moving clothes 
around and sorting, put up his counter 


Overhead 
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—With a few moments to kill while the washing machine works, 
the couple wanders through the store. Often this results in addi- 
tional profit, with more merchandise ‘‘on the move.” 


and then began to tell his customers 
and the general public about his “self- 
service laundry.” 

“It’s the same as down the street,” 
said Dhondt, “but with a slight dif- 
ference. I’ve got to have these major 
appliances on my sales floor, and so 
I decided to take in washings and help 
my sales at the same time. And I do 
the best possible laundering job that 
can be done. 


Keeps Washers Busy 


“T charge more than the ordinary 
‘self-service’ place of business, but 
everyone seems to like the job that’s 
done on their clothes here, and most 
of the business is repeat—at least until 
the family buys a washer for itself.” 

Dhondt gets 45¢ for a nine-pound 
load, soaking and washing. He also 
gets 45¢ if the same amount of clothes 
goes into the automatic dryer. Then, 
for flatwork, he gets a third sum of 
45¢, for the same nine pounds. 

“For the cycle, you see, I take in 
$1.35, and that’s just nine pounds of 
washing,” continued Dhondt. “I keep 
those washers busy most of the time, 
and I’ve got additional help in running 
them now. Some times customers want 
to run the machines themselves, and 
I like that, because then I get in selling 
licks, but they can leave a bundle, if 

(Continued on page 168) 


1948 


—dAutomatic dryer and ironer sit against wall opposite washers. Here’s 
the most practical demonstration opportunity a salesman could ask 
for, and it has doubled automatic home laundry sales this year. 


—With a customer thinking of finishing up her washing with the auto- 
matic electric ironer, Dhondt hands her sales literature, goes over im- 
portant features with the aid of manufacturer’s booklet and charts. 


Dealer Pete Dhondt, Canandaigua, N. Y., has increased sales by 
setting up his own laundry service where prospects pay for the use 


of automatic washers, dryers and ironers 
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SIDELINES in Fyock’s appliance store include paints, hardware, housewares, garden 
tools and sporting goods—all in limited quantities selected for traffic-building 


T ALL DEPENDS on what you 
want, and the best way to get it. 


C. W. Fyock of Klamath Falls, 


Ore., wanted to have a full-size, A-1 
appliance store. He wanted to display 
his full General Electric line with a 


ymplete and 


kitchen laundry He 
wanted to do an appliance merchandis- 
ing job such as the big city stores do. 
3ut Fyock couldn’t double the size 
of Klamath Falls, Ore., and without a 
larger potential appliance market, or 
another business fo wmcrease his gross 
volume, he’d have to continue in the 
tiny small-town store that 


pront- 


was | 


able but uninspiring 

The opening in Ma 1948 of a big- 
time appliance store, 31 x 95 ft., de 
signed vw Supplv’s re 
expert, and including a dern store 
ront, up-to-date displays, complete 
kitchen and laundry, separate ‘Oo 
room, was the result of Fyock’s deci- 
sion to branch out. To help pay the 


rent. to build traffic, to draw the all- 


essential farm business to his applian 
store has carefully developed side- 
lines in limited hardware, housewares. 
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t 


paint and sporting goods merchandise. 

For two and a half before 
opening this new store on a corner 
location on the main street of Klamath 
Falls, Fyock tried out each of 


sidelines to 


years 


these 
extent to 
which they would serve him. by the 
ime he was ready to open his new 
store he was able to plan space for— 
1. Those items which a steady 
flow of traffic from the street; 2. Those 
lines which people buy regularly and 
Fyock’s 


shopping 


determine the 


ti 


draw 


thus make a regular stop on 
trips; and 3. Those 


have a relatively fast turn- 


items which 
ver, requiring a minimum investment 


nrvent 
ventory, 


Profitable Sidelines 


e most profitable lines tor 

k, both in building traffic and in 

par ts own way, is his line of 
DuPont paints and lacquers. He does 
ttrvt val the pa stores with a 
t nes a 1 ss ent to 

it the needs of the professional painter. 


He keeps the variety and quantity that 


ts the needs of the hon 


ne owner who 


qualities, fast turnover, low inventory. 


aw @ 


am 


Earl Sheridan, right, and Mrs. V. B. Clapp, 


arrange displays to tie-in with local ‘’clean-up’’ campaign. 


SIDELINES Help Support... 


A small city appliance store must be 


small, unless there’s added business to 


help support a good location, modern 


wants to paint a porch or lacquer a 
breakfast table. Having an accepted 
brand name and coupling it with local 
advertising, Fyock has been able to 
maintain a three-times yearly turnover 
mn his $5,000 stock of paints, with the 
standard mark-up of 35 percent. 
Again, catering to the home owner 
who does his own maintenance, Fyock 
carries an assortment of hand tools and 
home-size power tools. He displays and 
stocks one of the top quality brands of 
saws, hammers, bits, pliers, wrenches, 
etc., to provide a constant flow of male 
traffic. For men, too, Fyock 
carries the most popular accessories 
—the items that are always needed 
by one who tries to maintain an 
urban or rural home—V-belts, grind- 


these 
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ing wheels, cabinet hardware, screws 
and bolts, etc. In every case, the hard- 
ware items have been selected for their 
popularity and fast turnover. 

For that season of the year when the 
home owner has to stop painting and 
repairing something around the house 
in order to get his garden planted, 
Fyock has put in a line of garden tools 
and accessories that keeps traffic flow- 
ing into the store when the paint and 
hardware business drops off. 

And to keep the men buying during 
the two seasons of the year when their 
interest is either hunting or fishing, 
Fyock has a carefully selected stock of , 
sporting goods. Rifles, shotguns, am- 
munition, fishing poles, tackle and kits 
are the fast moving traffic items that 
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COMPLETE KITCHEN and laundry are possible in the new Fyock store which side- 
lines help to support. In limited market area, Fyock sold six complete kitchens, 


...Major Appliance Selling 


design and up-to-date displays. C. W. 


Fyock, Klamath Falls, Ore., has sidelines 


which make his big, new store possible 


he has found most suitable. He does 
not try to fill the sportman’s complete 
needs with tents, sleeping bags, boats, 
etc., because they require too much 
display space, too much investment in 
inventory for a sideline to an appliance 
business. 

Although women make up a large 
part of the trade, particularly for paints 
and lacquers, and garden tools, Fyock 
has a sideline designed particularly to 
maintain a flow of female prospects for 
his appliance business. Like many ap- 
pliance dealers he has found that a 
carefully selected line of housewares 
can be profitable. However, Fyock 
does not try to compete with the “dime 
stores” or the full-line housewares de- 
partments of the department stores. He 


has concentrated on quality lines, and 
where possible, to one brand name in 
each line so that he can feature it in 
his displays, advertise it, and draw a 
regular trade for profitable items. He 
carries pressure cookers, “West Bend” 
aluminum ware, “Flint” cutlery, Cory 
coffee makers, and supplies for ironing 
and washing. 

Altogether, Fyock’s stock of hard- 
ware, garden tools, and housewares 
represents an inventory of $8,000, on 
which he has a three-times a year turn- 
over. Nothing in his stock has been 
taken as loss-leaders to build traffic for 
his appliances—everything must show 
a profit. Above and beyond the dollar 
profit from the sidelines, however, is 

(Continued on page 100) 
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35 dishwasher-sinks, in six months. Mrs. Clapp arranges display of photographs 


of the kitchens which the store has installed. 


STOPPERS. C. W. Fyock, left, is proud of the attention-getting displays of small 
appliances arranged on low, modernistic shelves in his front window. Full-glass and 
low front of store displays offer passersby opportunity to see full length of 95-ftoot 


store, along walls to the kitchen-laundry area. 
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STORE DEMONSTRATIONS... 


BILL LONGWATER, who owns and operates the shop in partnership with his brother, believes that a thorough dem- 


onstration is the best factor yet devised in selling washers. 
demonstration and perhaps a ‘Thor party’ in her own home. 


Demonstration is the key to rolling up a big volume of 
washer sales, reason the Longwater brothers of Savan- 
nah, Ga., who have made a fine art of it 


ARRANGEMENTS FOR A HOME demonstration are made by Leon Longwater, 


center, with this young couple, after the washer is explained to them on the 
display floor of the store. 
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Should this housewife indicate interest, she will receive a 


E WASH an average of 50 
V \ pounds of clothes a day—and 

we sell an average of more 
than 60 washers a month.” 

There, in one sentence, is the suc- 
cess of the Longwater Appliance Co., 
and the reason for it. This up-and- 
coming appliance firm, located at 144 
Barnard Street, Savannah, Ga., is 
owned and operated by two brothers, 
Bill and Leon Longwater who, before 
going into business in May 1946, had 
no experience whatever in selling ap- 
pliances. Today, they are doing an out- 
standing job in selling Thor and Easy 
washers—a job which they expect will 
tot up to the sale of more than 1,000 
washers during 1948 in their city of 
slightly over 100,000 population. 

“When we started out to learn the 
appliance game,” Bill Longwater re- 
calls, “we found out that the greatest 
sales factor in the business was the 
proper demonstration of an appliance. 
We've never forgotten that—it comes 
first in the training of our salesmen, 
first in our merchandising program and 
first in our plans for the future. Dem- 
onstration is vitally important to the 
sale of washers—more so than of any 
other appliance. We have never sold 
a washer without a demonstration. 
That’s why we feel like too many hours 
of thought and experiment cannot be 
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THE LONGWATER TRUCKS and 
delivery men are constantly busy 


given to working out the best possible 
methods of demonstration.” 

And Mr. Longwater doesn’t mean 
throwing a few clothes in, turning on 
the switch and going into a fast song 
and dance—he means that his shop lays 
plans for making washer demonstra- 
tions a fine art. These plans begin 
with the salesmen, all of whom are 
required to do two things. First, they 
must be able to wash and iron clothes, 
and second, they must spend their 
spare time in studying the washers and 
ironers they sell. To meet these re- 
quirements, new salesmen are kept in 
the store for their first week of em- 
ployment in order that they may ob- 
serve and study the methods of older 
salesmen and apply themselves to learn- 
ing inside out the equipment they are 
to sell. 


Salesmen Are “Sold” 


“Our next step is to begin taking the 
new salesman out on demonstrations 
with us,” says Mr. Longwater. “In this 
way, we soon learn whether or not we 
have ‘sold the salesman’—an important 
factor. He keeps his eyes and ears 
open and if we’ve chosen the right man, 
he learns fast and soon is able to make 
his own demonstrations in the ap- 
proved manner.” 

The second plank in the Longwater 
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responding to calls from Savannah housewives for washers, 
dishwashers, ironers and other appliances. 


make 


platform of emphasizing demonstra- 
tions comes in the attitude of every 
member of the firm toward the value 
of such efforts. 

“A demenstration can be a vital sell- 
ing argument which makes and keeps 
customers, provides a real service to 
the housewife and builds future busi- 
ness, or it can be a dismal flop which 
alienates the customer and shows up the 
dealer as a man not fit to be in the 
appliance business,” Mr. Longwater 
declares. “One test of how effective 
a demonstration is, is whether or not 
extra sales result from it. Our record 
to date is an average of at least one 
extra sale from each demonstration we 
have made.” 

A Longwater innovation showing 
highly profitable results is the “Thor 
party” or “Easy party” which the firm 
stages. This consists of arranging a 
demonstration at which the housewife 
invites her friends in and the firm sup- 
plies the refreshments, usually cold 
Coca Colas, wafers and other light tid- 
bits. While the housewives sip and 
munch, the demonstrator does a full 
household washing, including blankets 
and sheets. According to Mr. Long- 
water, everybody has a good time and 
the usual aftermath is one or more 
orders, with considerable good will es- 
tablished and future prospects obtained. 
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. and HOME DEMONSTRATIONS 


AT A PARTY IN A SAVANNAH home, Bill Longwater keeps these housewives interested 
as he explains the conveniences of a washing machine. The firm’s representatives average 


washing 50 pounds of clothes a day at such demonstrations. 


There are several other selling point- 
ers which the Longwaters have worked 
out in their efforts to reach the acme 
of effectiveness in washer and ironer 
demonstrations. Most of them are 
purely psychological but all of them 
contribute to a mounting sales volume. 
Some of them are: 


The Pointers 


1. The Longwater demonstrators 
avoid recommending any brand of 
soap. Why? Well, “because women 
are peculiar.” If a housewife is using 
one brand of soap and you recommend 
another, it upsets her, says Mr. Long- 
water. His standard practice, should 
a housewife ask him about soap, is to 
inquire what brand she is using at 
present and to put his okay on that 
particular brand. 

2. The firm’s demonstrators never 
take off their coats nor roll up their 
sleeves during the course of a demon- 
stration. In the first place, they reason, 
such actions remind the housewife of 
work. Through study and practice, the 
demonstrators have worked out an ap- 
parently casual method of taking 
clothes out of the washer which elim- 
inates the possibility of getting wet, 
and their actions during the operation 
are made to seem extremely simple and 
easy. 
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3. The thrift angle is given strong 
emphasis. Mr. Longwater contends 
that most women use too much soap 
anyway, and his standard procedure is 
to use less in almost every instance 
while explaining that the machine is a 
soap-saving device. 

4. Usually a salesman accompanies 
the demonstrator when he calls to make 
a home demonstration and lends what- 
ever assistance he can. Most homes 
have small children, Mr. Longwater 
points out, and many times, the sales- 
man can take the children off to one 
side and entertain them, thus allowing 
the mother to concentrate on the dem- 
onstration. 

5. Competitors and their products 
are never discussed by the demon- 
strators in their talks to the housewife, 
even when asked point-blank. Instead, 
the Longwaters simply offer to pit 
their equipment against any other in 
actual tests. This is done by going 
with the housewife to “washerterias” 
which use a competitive brand of 
washer and comparing finished results, 
or by suggesting that the housewife 
ask for a demonstration of other ma- 
chines. 

6. A systematic coverage of the en- 
tire city of Savannah has been under 
way for some time now and the firm’s 
goal is to get two salesmen into each 


section of the city. The Longwater 
brothers believe in knocking on doors. 
They learned the value of this sales 
approach some time ago when they 
tried it out in a section of the city 
which contains three shipyards. The 
results here were astounding, accord- 
ing to Bill Longwater. Two salesmen, 
systematically canvassing every house 
in the section, pyramided a $115 sale 
into more than $6000 and residents of 
the section are still buying. The Long- 
waters estimate that approximately 75 
percent of the homes in this section 
were contacted and of the appliances 
presently in these homes, their firm has 
sold at least 65 percent. Therefore, 
they reasoned, an intense house-to- 
house sales campaign in other sections 
of the city should be just as profitable 
and the brothers have instituted such 
a campaign which will be stepped up 
if and when they can obtain satisfactory 
sales help—a headache to almost every 
dealer nowadays. 


Shirts lroned First 


7. When demonstrating an ironer, 
the operator starts right in on a shirt 
because, says Mr. Longwater, a shirt 
is the hardest thing to iron and the 
housewife knows it. If the process is 
done quickly and efficiently, the cus- 

(Continued on page 162) 
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FEATURES, CONVENIENCE, CLEANLINESS. Roy Nelson (right) talks all three 
to local residents until they're convinced of the superiority of electricity over gas. 


ATTRACTIVE AND COMPACT, Nelson’s store on the main street was formerly 


a beauty parlor. He does a good volume in power mowers, draws traffic with some 
garden tools, step stools, and even croquet sets. 
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Beating 


By ROBERT W. ARMSTRONG 


HEN Roy Nelson opened his 

V \ Wayside Appliance and Equip- 

ment Co. in a Wolfeboro, 
N. H., barn on February 1, 1947, 
he had as assets 8% years of 
experience as a district representa- 
tive for Coolerator and a _ convic- 
tion that electrical appliances could 
be sold to both year-round and sum- 
mer residents of the Lake Winnipe- 
saukee resort area. Against him he 
had stiff bottled gas competition, high 
domestic electric rates, and an illogical 
but damaging consumer distrust of the 
continuity of electric power. 

He has reached a point where he is 
now selling 75 to 100 electric water 
heaters and 40 to 50 electric ranges a 
year, not staggering totals, certainly, 
but significant of the progress that en- 
lightened merchandising can make in 
a rural community. 

To fight gas he had to have some 
sure business return. So he combined 
his appliance sales with electrical con- 
tracting. In six months his business 
was too big for the barn and he bought 
and converted a beauty parlor on 
Wolfeboro’s main street, shopping cen- 
ter for people for several miles in any 
direction. 

Today some 60 percent of his dol- 
lar volume comes from appliance sales, 
35 percent from contracting, and five 
percent from service. For the first time 
in its history, Wolfeboro has a modern, 
attractive store, devoted almost ex- 
clusively to electrical appliances, and 
dedicated to aggressive merchandising 
and good service. 


Summer People Best Customers 


About 65 percent of Nelson’s busi- 
ness is provided by the summer resi- 
dents of the lake resort area, who boost 
the permanent 3,200 population to a 
seasonal total of 12,000. He gets the 
other 35 percent from the natives, those 
wonderfully independent people who 
are as stubborn as New Hampshire 
granite and who will stand anything 
except being pushed around. Their re- 
sistance to pressure selling methods has 
ruined the self confidence of many a 
city-trained salesman. In order to 
make them buy his appliances Nelson 
has had to modify city-selling prac- 
tice. But he has done it successfully. 

Native merchants have often been 
as backward in their selling approach 


as prospects have been unreceptive to 
more aggressive tactics. These rural 
dealers have been accused of present- 
ing a whole sales message on an elec- 
tric range with the words, “There she 
is. Ain’t she a beauty?” The accusa- 
tion is distorted, but indicative of a 
take-it-or-leave-it attitude. No true 
son of rural New Hampshire ever 
wants to give the impression that it 
really makes any difference to him 
whether the customer buys. The cus- 
tomer, on the other hand, may listen 
silently to a 15-minute sales talk, ask no 
questions, and end the meeting and the 
sale with, “Well, thanks. Be seeing 
you.” 

So Nelson has, in his own words, 
“modified city selling methods to suit 
country people.” When selling a 
range he makes it a point to lead the 
prospect, avoids pushing him and never 
gives the impression of attempting to 
force a close. “We make a point of 
talking convenience and cleanliness,” 
he says. “We give the prospect the 
complete sales story and demonstrate 
all the features, and keep right on do- 
ing it until the customer either says 
‘I'll take it’ or ‘I don’t want it.’” 

Pretty much the same technique is 
used on summer people and it works 
well with them, too. 


Where Do Prospects Come From? 


As for potential customers, Nelson 
gets his prospects in several ways. He 
sends out a lot of direct mail to post- 
office boxholders, sometimes first run- 
ning an ad in the local paper and then 
using tear sheets as the direct message. 
Most leads, however, come from his 
own and his wife’s contacts. When the 
Nelsons first moved to Wolfeboro as 
permanent residents a few years ago 
they made it a point to become socially 
active members of the town’s popula- 
tion. Mrs. Nelson is active in women’s 
and charitable groups and Roy is him- 
self a member of Rotary and takes an 
active part in other men’s and business 
organizations. Between the two of 
them, they hear a lot about who is go- 
ing to do what, and can act on the 
information. 

“The most important thing in sell- 
ing electrical appliances here is to get 
in touch with the prospect before he 
has already signed for a gas appliance,” 
says Roy. “If I can reach him in 
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After two years of operation 
in a rural New Hampshire 
community Roy Nelson’s 
Wayside Appliance Co. has 
made good progress in edu- 
cating consumers to electric 
cooking, water heating and 
refrigeration and is, he says, 
winning 75 percent of all 
competitive sales 


time, I can, in 75 percent of the in- 
stances, switch him to electricity.” 

“Sure,” says Nelson, “electric cook- 
ing and water heating may cost you a 
few cents extra a month. But you don’t 
have any unsightly gas tanks outside 
your door. You don’t have the un- 
pleasant smell of gas in your house. 
You don’t have to have a stack from 
the heater to outdoors. You don’t have 
to keep watching tanks to see if they 
are empty and to replace them when 
they are. Moreover, when you have 
learned how to use your electric range, 
you will find ways to keep its cost low. 
If, for example, it takes 24 minutes 
to boil potatoes on a gas range, you 
can boil them for 20 with electricity, 
then shut the current off and the heat 
in the units will keep them boiling for 
another four.” 


Stresses Service 


As a clincher, Nelson stresses the 
good service that he supplies, and his 
old customers, at least, know that he 
supplies it. “The one thing above 
all others that we can offer the local 
people,” he says, “is good service.” 
“We are, so far as we know, the first 
dealership in Wolfeboro to keep a 
good-sized inventory of parts, about 
$1,000 worth. In the event that a 
customer has trouble with an appliance 
we do everything possible to get it in 
working order in the shortest possible 
time. We also back up and extend 
manufacturers’ guarantees. I know 
that if a summer resident bought an 
electric range from me last summer 
and it goes bad late this summer that 
she hasn’t really gotten a year’s use 
out of it so we fix it for nothing, al- 
though technically her year guaran- 
tee has expired.” 

Selling an appliance often opens ad- 
ditional wiring jobs for Nelson’s con- 
tracting business—and vice versa. The 
local utility runs three-wire service 
to the meters without charge; the rest 
of an electric range installation usu- 
ally costs about $25, money which Nel- 
son puts into his contracting pocket. 
He personally surveys most jobs, and 
often finds opportunities to point out 
the fire hazards of the old-fashioned 
knob and tube wiring still extant in 
many summer camps and even in per- 
manent homes. A fire in that area 
often results in a total loss. 
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THE ONLY APPLIANCE STORE in the Wolfeboro area with a complete kitchen, Nelson’s Wayside Appliance is an out- 


standing showplace. 


the display is worth much more than 


Although he only sells about eight complete kitchens a year he feels that the advertising value of 
it cost. 


DESPITE THE STORE’S SMALL SIZE and uncluttered appearance, the Wayside carries everything, concentrates on G-E, 


Apex, Coolerator, Electromaster, lronrite. 


conscious summer people. 


These surveys are, in part, responsi- 
ble for keeping his contracting crews 
busy during the winter months in re- 
wiring old camps or wiring new ones. 

Part of the appeal of Nelson’s busi- 
ness to the customer is that he offers 
a one-stop service. He will wire a 
house, put in the plumbing, provide, in- 
stall, and, if necessary, service the ap- 
pliances and heating system. It is not 
necessary that plumbers and electri- 
cians have licenses in this part of New 
Hampshire, only that their work pass 
inspection by the Underwriters. 

About 90 percent of Nelson’s heat- 
ing installations consist of automatic 
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oil-fired hot-air units. He says an 
average heating job like this runs be- 
tween $1,200 and $2,000. On top of 
this he sells Coleman space heaters and 
floor furnaces. 

“You can’t compare this business to 
a metropolitan operation,” he declares. 
“Our volume just isn’t that big. But 
it’s a big volume for the market area.” 
As evidenced by the accompanying pic- 
tures, Nelson has a complete kitchen in 
his store. He sells about eight of these 
a year, he claims, does all the drafting 
and planning himself. He may sell 
nine or ten automatic washers in a 
year—a good volume when you con- 


Good-will builder is his service in wiring old kerosene lamps for antique- 


sider that the water to supply them 
must be electrically pumped into the 
home. He has sold perhaps 30 home 
freezers, nearly all big ones, in a year, 
and is especially proud of the fact that 
all the local doctors have bought 16 
cubic-foot Coolerators. Paradoxically, 
very iew have gone to farmers. Con- 
venience, he says is his biggest freezer 
talking point. “You must sell the cus- 
tomer on the comfort and convenience 
of a freezer in the home,” he says. “1 
can’t think of a single instance in which 
we have soldja freezer on its money- 
saving advantages.” 
(Continued at bottom of page 170) 
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FREEZER SALES... 
A Utility Breaks The Ice 


Rochester Gas & Electric Corp., N. Y., proves 
once and for all that good promotion and ag- 


gressive merchandising will build freezer sales 


By WILLIAM J. HOFFMANN, Jr. 


UTILITY EXECUTIVE Robert E. Ginna, 
vice-president in charge of sales, Roch- 
ester Gas & Electric Corp., who, with 
his staff, planned and executed the re- 
cent successful home freezer sales pro- 
motion in Rochester, N. Y. 


HE best argument in favor of 

home freezers is to talk to the 

person who owns one. Such an 
individual definitely believes in the 
freezer market, knows what the freezer 
is for, what it can do, and is convinced 
100 percent that this new refrigerating- 
freezing device has as definite a role in 
the kitchen as the refrigerator. But 
before sales are made, manufacturers, 
distributors, and dealers are going to 
have to sell and promote freezers, and 
let John Q. Public in on just what they 
are for and how they can save time and 
money. 

It was with this attitude that the 
executive group of the Rochester Gas 
& Electric Corp., Rochester, N. Y., set 
a pattern for a national increase in 
freezer sales, according to a recent 
article by Lucy Long in McCall's 
Home Service Bulletin. Those respon- 
sible for the planning and execution of 
the campaign were Robert E. Ginna, 
vice-president in charge of sales; Irene 
Muntz, director, home service depart- 
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ment; Frank M. Houston, manager, 
domestic sales (now a district manager 
for Blackstone Corp.) ; Walter G. Mc- 
Kie, assistant manager, domestic sales; 
Harry J. Taille, manager, dealer rela- 
tions; and Arthur P. Kelly, director, 
advertising and publicity. 

As the group investigated sales of 
freezers, they realized that only the 
surface in ultimate consumer accept- 
ance had been scratched, and they set 
out to do something about it. First of 
all, in comparing freezer sales with the 
refrigerator sales of 20 years ago, they 
observed that freezers surpassed 500,- 
000 units in two years, which was only 
half the time required by pioneer re- 
frigerators to accomplish the same 
volume. However, they realized that 
freezers were following a trail blazed 
by their refrigerator predecessors, and 
that the path to maximum consumer 
acceptance had been made rocky, not 
only by resistance from potential cus- 
tomers who didn’t know anything 
about freezers and their many bene- 
ficial uses, but also by defeatist and 
sluggish sales executives. 


Freezers Need Promotion Too 


Aware of the seriousness of the 
situation, the Rochester Gas & Electric 
Corp. took a major step to end the 
chaos of ignorance and misinformation. 
That step was a sales promotion cam- 
paign of education and enlightenment 
which called for all-out efforts from 
manufacturers, distributors and deal- 
ers. Hammering away at the fact that 
freezers mean a new and better mode 
of living to all, and that its sales poten- 
tial has no limitations of climate, 
season or pocketbook, the utility began 
its May-June-July promotion. 

First, dealer schools were instituted 
in which a series of three meetings 
was held for local dealers and their 
salesmen. Included in the discussions 
were the outlining of promotion plans, 
selling points and demonstration tech- 
niques. To drive the benefit theme 
home, the average 150 people attending 
each meeting were allowed to help 
themselves to various frozen foods pre- 

(Continued on page 88) 


MORE FREEZER SALES THROUGH ... 


\ 


DEALER SCHOOLS 


ROCHESTER dealers and salesmen get a first hand taste of frozen food benefits 
in the recent home freezer campaign sponsored by the Rochester Gas & Electric 
Corp. This type of selling was among the first steps taken by the utility in 
educating the dealers who in turn sell the consumer. 


WINDOW DISPLAYS 


CONTESTS conducted by Rochester Gas & Electric Corp. for the best freezer dis- 
plays resulted in windows such as this with timely appeal to the consumer, another 
phase of the campaign. 


HOUSEWIFE EDUCATION 


DEMONSTRATIONS of practical home economics with freezers were important 
steps in educating housewifes on the benefits of the new method of refrigeration. 
Home economist Melrose Franklin illustrates a point for freezers. 
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A STAUBITZ SALESMAN, expert in his line, explains to a New Orleans house- 
wife exactly how her new kitchen will look and what it will cost her. Kitchens 
are sold as a package deal and the cost includes all necessary installation work. 


ONE KITCHEN 
Sells Another 


G. C. Staubitz & Co. of New Orleans is doing a bang- 
up job in selling packaged kitchens through a mer- 
chandising program built around five simple steps 
1 Visualization of the job . . . 2 Aid from the 
housewife ... . 9 Expert workmanship . . . 
4 A package deal... 5 Setting up the fin- 


ished job as a possible factor in selling others 
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A FEW WORDS OF ADVICE from Mrs. Amoss, the firm’s demonstrator, is heard by 


the sales staff before beginning work for the day. 
the firm, is at her left and U. B. Martinez, sales manager, at her right. 


G. C. Staubitz, owner of 
The 


topic probably is kitchens, in which the firm specializes. 


AN EXCELLENT TRAFFIC FACTOR is the department of kitchen needs, placed 


conveniently close to the kitchen department itelf. 


Here, housewives can shop 


for small items while still getting a close-up look at new kitchen equipment. 


\ HILE many another appliance 
dealer throughout the nation 
worries about the shortage of 
experienced salesmen during this boom 
appliance year, G. C. Staubitz of New 
Orleans, La., isn’t worried in the least. 
“I’ve got the best salesmen obtain- 
able working for me,” boasts Mr. Stau- 
bitz. “I don’t pay them a cent and I 
get 100 percent returns from them. 
My best salesmen are the all-electric 
kitchens I’ve sold and installed in the 
New Orleans area. One kitchen sells 
another.” 

Mr. Staubitz, who heads the firm 
which bears his name at 4118 So. Car- 
rollton Ave., is doing a bang-up job 
in selling kitchens. He has installed 
kitchens in almost every section of the 
Crescent City from the big homes on 
the west side to the quaint, shuttered 
residences of the French Quarter. His 
revenue from kitchen sales is fast ap- 
proaching a record figure and he sells 
with equal ease all kinds of kitchen 
equipment such as sinks, cabinets, 
dishwashers, home freezers, ranges and 
refrigerators. This facility of selling 


stems from two facts. First, Mr. Stau- 
bitz knows how to sell, and second, he 
has a definite program of merchandis- 
ing. 

“T have been marketing and selling 
all my life,” Mr. Staubitz says in dis- 
cussing his background, “even in 
grammar school days and in the years 
when I worked my way through law 
school. Much experience was gained 
during a long period when I worked as 
general manager of Sears, Roebuck & 
Co., here in New Orleans, and more 
was added when I served as Chief of 
Army Exchange Service in the An- 
tilles Department and in the China- 
Burma-India theater.” 


Program Has Five Steps 


There are five distinct steps in the 
Staubitz kitchen selling program. 
These may be listed briefly as (1) vis- 
ualization of the job; (2) aid from the 
housewife; (3) expert workmanship; 
(4) a package deal and (5) setting up 
the finished job as a possible factor in 
selling others. Broken down, these 

(Continued on page 172) 
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GILBERT L. SEAY, right, operator of the firm which bears his name, located at SELLING FROM LITERATURE put out by the manufacturer is a standard pro- 


15 Church Ave. in Roanoke, Va., trains his salesmen to sell from promotional cedure at Seay’s in Roanoke, Va. As a demonstration is conducted with an 
material provided by the manufacturer. He knows that the best brains and ironer, a salesman carefully points out the steps to a housewife from the manu- 
( talent go into the make-up of sych literature facturer’s folder on ironers. 


WORKING WITH planning materials developed by General Electric to aid its 
dealers in laying out all-electric kitchens, Mr. Seay has found them to be an in- 
valuable aid in planning and selling kitchen equipment. 


MRS. SEAY, the firm’s home demonstrator, explains to a salesman how easy it is 
to sell all kinds of kitchen equipment from refrigerators to disposal units, by 
utilizing promotional material and literature developed by the manufacturer. 
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The best brains 


and talent available go in- 
to the make-up of sales 
promotional literature, and 
Gilbert L. Seay of Roanoke, 
Va., believes the dealer 
who doesn’t use it properly 
is missing a good bet 


EET my _ best salesman,” 
M says Gilbert L. Seay, of 
Roanoke, Va., handing you 

a piece of manufacturer’s literature. 

Mr. Seay, one of General Electric’s 
foremost dealers in southwest Vir- 
ginia, isn’t kidding. He has been rely- 
ing on promotional material and liter- 
ature sent out by General Electric for 
the three years he has been in business 
and he attributes at least half. of the 
sales his firm makes to wise and ef- 
fective use of such material. 

“Many dealers receive new promo- 
tional matter, look it over idly and dis- 
card it,” he points out. “That's like 
throwing money into the wastebasket. 
After all, the best selling and promo- 
tional aid a dealer has is the literature 
and sales helps put out by the manu- 
facturer. 

“Look at it this way—the material 
gotten up by the manufacturer is com- 
piled, written and illustrated by the 
best brains and talent in the business. 
Every selling angle, every outstanding 
serviceable feature, every possible ap- 
peal to the eye and to the desire of the 
buyer is emphasized and exploited by 
the best writers, photographers and ar- 
tists in the game. How can a dealer 
expect to improve on such material ? 

“Then again, the manufacturer guar- 
antees and backs up everything he 
prints—he has to. If a dealer repeats 
it that way, he can never be guilty of 
misrepresentation or fraud; he is pre- 
senting the best possible sales talk on 
an appliance (which the manufacturer 
spent many years and much money in 
developing), and he has the best pos- 
sible drawings, illustrations or photo- 
graphs to depict his sales talk in a 
graphic manner. What better help can 
you get—anywhere ?” 

Mr. Seay’s method of using manu- 
facturer’s promotional material to get 
the best results from it, falls into three 
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LOCATED IN THE HEART of busy downtown Roanoke, Seay’s is a busy appliance store. 


Manufacturer's literature, which 


aids the salesmen in demonstrations and selling, is scattered at strategic points throughout the shop. 


divisions. First, he believes that every 
customer, prospect or “window shop- 
per” who comes into the store should 
not be allowed to depart without a piece 
of literature in his possession—prefer- 
ably a brochure on the appliance or 
appliances which apparently attracted 
him into the store. Mr. Seay knows 
from his own experience at fairs and 
other exhibits, that the brochure will 
go home with the prospect and prob- 
ably will be read at some later leisure 
moment. 

The second method of using manu- 
facturers’ material which Mr. Seay 
uses is to indoctrinate his salesmen 
thoroughly in it and to insist that they 
use it in their selling efforts. 

“A good salesman can find every- 
thing he needs in the folder put out by 
the manufacturer,” Mr. Seay points 
out. “When he makes a flat statement 
to a housewife—say, for example, that 
a dishwasher pre-rinses, washes, rinses 
twice, then air-dries dishes free from 
lint or other refuse—she has only his 
word. When he backs it up by opening 
the folder and showing her these suc- 
cessive steps, printed and illustrated, 
she has the solid word of a reliable 
manufacturer also, and realizes it isn’t 
just a sales talk. 


Literature Is the Base 


“Our salesmen carry the manufac- 
turer’s literature out with them. They 
build their sales talk around it and they 
leave it with the prospect when they 
finish presenting their proposition. 
When they make a statement that an 
automatic ironer is as far advanced 
over the old hand iron as the auto- 
mobile is over the horse and buggy, 
they see to it that the customer gets 
visible evidence to keep the impression 
on his mind.” 

Nor is the store-shopping customer 
overlooked. Scattered at strategic 
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points throughout the shop are tables 
containing well displayed folders and 
literature on almost every appliance of 
the General Electric line. As the sales- 
man talks, he is trained to reach cas- 
ually for a folder on the appliance he is 
discussing, open it casually and work 
it into his talk, then just as casually 
pass it on to the customer, who retains 
it when he leaves the store. 


“Trainer for Salesmen 


The invaluable material contained in 
manufacturer’s literature for training 
salesmen is not to be overlooked, ac- 
cording to Mr. Seay. If the printed 
matter and folders describing the ap- 
pliance are studied along with the ap- 
pliance itself, fledgling salesmen can 
learn all they need to know about the 
products they are to sell, he says. 
Manufacturers’ manuals of operation 
delve into such special problems as 
water softening, fancy fabric ironing, 
rare food cooking, short wave radio re- 
ception and other angles which an alert 
salesman may add to his storehouse of 
knowledge to help him in selling. The 
many “backstage” merchandising aids 
which the manufacturer has created to 
help the dealer are a business building 
factor, Mr. Seay declares. 

He has found one of his best aids in 
selling all-electric kitchens’ to be the 
scale model “Applianset” developed 
by General Electric. This is a minia- 
ture kitchen rigged up on a sliding 
scale basis, with appliances and cab- 
inetss built to scale on a midget size. 
Kitchens of any size or arrangement 
can be set up and then photographed. 
The result is a photo of the kitchen 
just as it will look when completed. 

“Most housewives are amazed at the 
photographs produced,” Mr. Seav says, 
“and recognize them as pictures of 
their own kitchens with new equipment 
in them. To make the illusion more 


perfect, we use photographs of Vir- 
ginia territory as window backgrounds. 
Needless to say, the device is a great 
kitchen salesman.” 

Third and most successful of Mr. 
Seay’s program of utilizing the manu- 
facturer’s literature is his direct mail 
campaign, Every week, a steady stream 
of letters goes out to a selected list of 
names in the Roanoke County area. 
These letters, typewritten and signed 
by a salesman, suggest to the reader 
that the firm would appreciate the op- 
portunity, at his convenience and with- 
out obligation, to discuss or demon- 
strate a particular type of appliance 
with him. Each letter contains a folder 
on the appliance mentioned and the let- 
ter itself is built on the facts contained 
in the folder. Thus a letter to a house- 
wife on a home freezer points out such 
appealing points as the retention of 
freshness in vegetables and meat, the 
convenience of operation, the abun- 
dance of space and the saving of time. 
The folder repeats these points and il- 
lustrates them with appealing pictures. 

“If we can get the customer inter- 
ested enough to come into the store to 
see a demonstration, in nine cases out 
of ten we can sell him. That’s why we 
let the manufacturer go to work for us 
in getting the customer interested,” 
says Mr. Seay. ‘Usually, we follow up 
the mail campaign with the telephone 
from the store here, then follow that up 
by mailing out more literature.” 

When Mr. Seay opened his new shop 
last March he passed out certificates 
to those who attended the opening, 
having a value of $5 toward the pur- 
chase of any electrical appliance in the 
store regularly priced at $100 or more. 
To date, he has redeemed more than 
300 of the certificates. 

“T like people, so I like to sell,” says 
Mr. Seay, “and T like the manufacturer, 
because he helps me sell.” End 
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FREE for DRYERS 


Automatic washer 


owners prove open. 
minded to new devices. 


By TOM F. BLACKBURK 


is something you only use on 


\ ANY people think that a dryer 
4 


a wet or stormy day. § 
strongly is this idea implanted, that the 
sales of dryers by manufacturers a q 
the present moment follow this pattern. 


January ....... Sect 10 percent 
March ....... 
4 
3 

August 5 
September .. 16 
October .... in 
November .. 


Naturally, the industry is making a 
valiant effort to iron out this uneven 
graph. 

The fact is, the dryer is a production 
line machine, a device that greatly cuts 
down the amount of time a housewife 
has to spend in doing her home laun- 
dry work. It makes ironing much more 
easy as it will deliver all the clothes 
with a uniform amount of moisture de- 
sired for ironing, eliminating sprin- 
kling. 

Owners of dryers use them at al! 
times, sunny, cloudy, wet, stormy— 
simply because the dryer does such’ a 
good job and they get through so 
quickly. 

When L. F. (Jack) Worth, who is 
sales manager for the dryer division 
of Bendix, made 91 cold turkey calls 
ringing doorbells he found out the illu- 
sion that exists in the minds of the non- 
owners. The uninitiated public doesn’t 
want to put money into something that F 
it considers good for wet days only. ( 
It doesn’t want to try out anything 
when it has a lot of sunshine running 
around loose. In 27 cold turkey calls 
on a door-to-door basis, Jack Worth 
was able to place only two dryers on Fe, 
trial. This was not considered success- ( 
ful, so the straight canvass plan was f_, 
dropped. mt 

“The families who have already pur- 
chased automatic washers have dem- 
onstrated they are willing and open fF; 
minded to ideas that are somewhat J. 
revolutionary, such as the automatic [ 
washer was when introduced,” he said, 
“so we developed a selected prospect 
plan with the idea of calling on owners 
of automatic washers only. Naturally 

(Continued on page 180) 


THAT UPSTAIRS CLIMB WITH THE CLOTHES 


Remind a woman of that, and it seems to 
put her in a mood to try out a clothes dryer. 
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tkey calls Park Ridge, Ill. (Pop. 12,063). keep going. He realizes that the big 
ck Worth For this little firm, whose frontage stores downtown and the chains are 
dryers on on Main Street is about 30 feet, and breathing down his neck, and that if 
d success- whose store runs back to the alley, did he doesn’t nudge his customers and 
plan was a volume of business last year of $250,- give them the idea of buying the new, 
000, a half of it electrical contracting. pioneering appliances, somebody else 
eady pur- You can go in and buy wiring supplies. will. In short, the dealer who does not 
ave dem- _ There is a Hoover salesman who works promote specialties has a swell chance 
and open FF in connection with the store, and three of having the ball taken away from him 
somewhat | Service men tackle about every type of by some nearby hardware shop or by 
automatic fF appliance. Up front Emil Novak, and some big outside outfit. 
” he said, his brother, Joseph J. Novak, the own- That was why Emil Novak was 
| prospect er, or Mrs. Helen Meredith will sell bright-eyed when the project of put- 
on Owners you anything from a brush to a toggle ting out clothes dryers on trial was 
Naturally switch. first broached to him. He had been EMIL NOVAK has been building up a list of acquaintances since 1923. With 
80) But Emil Novak, who has been with (Continued on page 181) this free trial proposition, he feels he is in a position to cash in. 
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PEOPLE WHO OWN automatic washers have already proved themselves open to revolutionary processes. 


Free trial on clothes dryers is giving 


Novak & Parker experience for the day 


when selling becomes necessary. 


F all the people in the world 
whom you would think do not 
need to do any demonstrating, 
that firm would be Novak & Parker of 


the store since about 1923, knows that 
the appellation, “Electrical Headquar- 
ters,” with its ensuing walk-in trade is 
not enough for a firm that wants to 


It is not hard to get them to take a dryer on trial. 
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You can give yourself extra profit on extra Christmas sales 
simply by being sure that your gift-hunting customers know... 


i e That General Mills Home Appliances are truly welcome gifts. 


2» That the Tru-Heat Iron, Steam Ironing Attachment and 
* PressureQuick Saucepan each have unusual features that 
make household chores simpler and easier. 


Ps 3 That each has exclusive advantages which save a woman’s 
* time . . . give her more leisure. 


‘ That they’re sponsored by Betty Crocker, America’s best- 
* known, best-loved home service authority. 


’ That they’re packaged in gay red-and-white polka dot 
**®* cartons which say “Merry Christmas and Happy Home. 
making”’ all through the year. 


How to choose | 
a dift for alady | 


General Mills try Heat tron 


Steam Ironing Mtachmens 


Betty Crocker is a trade name 
of General Mills 


Big, full-color ads like this one will appear at Christmas 
buying time to give your appliance gift business a real push, 
They’ll run in: 

Saturday Evening Post BACK COVER, Better Homes and 
Gardens, Woman’s Home Companion, This Week Magazine. 
Also leading newspapers . . . Nancy Sasser and Jessie DeBoth 


shopping columns... Betty Crocker Magazine of the Air— 
ABC network. 


Flan now fo pul addediding power 70 work for you Chit 


Copyright 1948, General Mills, Inc., | ie 
Minneapolis, Minn, 
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By indoctrinating sales- 
men in the art of cook- 
ery, the Quattlebaum 
Electric Co., of Charles- 
ton has made a record in 
merchandising electric 


cooking equipment 


PAUL QUATTLEBAUM, JR., (left) and 
J. Lloyd Peecksen, treasurer of the firm, 
put their heads together over the results 
of a campaign in range selling which has 
kept demand far in excess of supply 

A BUNCH OF TOUGH GUYS—that’s the sales and service staff of the Quattle- 
baum Electric Co., every member of which is a qualified cook on an electric range. 
Paul Quattlebaum, Jr., (kneeling left) and C. E. Sims (next to him), Westinghouse 
distributor’s representative, are responsible for this cooking school for salesmen. 


ING 


S FAR BACK as 1621, Robert 
AX Barton in his The Anatomy of 
Melancholy exclaiming, 
“Cookery is become an art, a noble 
science; cooks are gentlemen!” Mr. 
Burton was right, of course, and under 
the Westinghouse “tuff guy” plan— 
built on the idea that any appliance 
salesman who can’t cook is a sissy— 
plenty of electric ranges are being sold. 
Take the sales staff of the Quattle- 
baum Electric Co., in Charleston, 
S. C., for example. Every mother’s 
son of them—including the boss—can 
broil a steak, make biscuits and gravy, 
cook ginger bread, fry chicken to a 
luscious golden brown or whip up a 
tantalizing plate of spaghetti and 
vienna sausage on a moment’s notice. 
\s a consequence, Quattlebaum is sell- 
ing all the electric ranges the firm can 
get its hands on. 

Paul Quattlebaum, Jr., head of the 
firm, believes that the Westinghouse 
plan for indoctrinating salesmen in 
‘ookery is a sound idea, and his sales 
record in ranges and other kitchen 
equipment proves it. 

“The salesmen like it too,” he points 
out. “They have fun and at the same 
time heavily increase their commis- 
sions by being able to keep a step or 
two ahead of the housewife in almost 
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any phase of cooking she wants to 
discuss.” 

The “tuff guy” plan evolved by West- 
inghouse’s Julia Kiene, director, Home 
Economics Institute, and R. M. Beatty, 
manager of the Range Sales Depart- 
ment, calls for a thorough indoctrina- 
tion of appliance salesmen in the art 
of cooking on electric ranges. When 
the salesman has been through the 
course and is able to provide the an- 
swers to a questionnaire, he is awarded 
a card which certifies that he is a tuff 
guy who don’t have to take no back 
sass from nobody when he’s talking 
about electric cooking.” Salesmen have 
found that housewives love the idea 
and would much rather talk to a man 
who knows whereof he speaks than to 
one who doesn’t. 


Cooks Aren’t Born 


The plan, as exemplified by the 
Quattlebaum firm, begins with the es- 
tablishment of a cooking school for 
salesmen, put on under the direction 
of the South Carolina Power Co. home 
economists. Using menus provided by 
the manufacturer, the economists pitch 
right in to make cooks out of their lis- 
teners. Every salesman gets a chef's 
cap, an apron and personal instruction 
from an expert who explains that cook- 
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ing is as much of a business as car- 
pentry, surgery or painting. Emphasis 
is placed on the book which comes 
with each Westinghouse range so that 
the salesmen may become thoroughly 
familiar with the contents of this man- 
ual, one of his stand-bys when he later 
goes out into the field to sell ranges. 

“The value in learning through the 
cooking school is that the salesman not 
only learns how to cook,” says Mr. 
Quattlebaum, “he also learns the ca- 
pacity of the range and how to talk the 
housewife’s language. For example, he 
finds that coffee made in a certain 
way will stay hot for an hour if 


covered; he learns that a shallow pan 
is sometimes better than a skillet; he 
learns that certain vitamins may be 
retained by cooking a shorter length 
of time than usual and so on. When 
he finishes the course in cooking, he’s 
really prepared to discuss almost any 
angle of cookery. And he’s prepared 
to sell a range in the best sense of the 
word. Furthermore, he inspires the 
housewife with confidence in his ability 
to show her just the right thing in 
other needed household appliances, be- 
cause cooking is the basic factor in 
all homemaking.” 
(Continued on page 164) 
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From Service 
Sales Force 


When A. A. Appliance Co., Miami, Fla., 
expanded its repair operation to include 


selling it also taught its servicemen how 


to sell. 


UNIQUE major appliance deal- 
ership in which appliance re 
pairmen calling on customer's 


homes do 


A.A 


a large part of the selling 
Appliance, Radio & Refriger- 
ation Co., 1261 S. W. Eight St., Miami, 
| lorida. 

In business in Miami for 13 vears 
proprietor Edwin H. Stein is midway 
in his first year of active appliance re 
tailing. Before that, the company dab 
bled in appliance sales only as a sick 
line, concentrating on domestic refrig 
erator, 1 small electrical 
Sefore the war, the 
the busiest 
the city, 
“rolling shop” appliance service trucks, 
covering a huge territory from Holly 
wood, Florida, 17 miles north, to 
Homestead, 13 miles south. Stein was 


Tange, an 
pliance repairs 

firm was one of 
organigations in 


repair 


operating 6 


an authorized repair depot for half a 
dozen leading lines of refrigerators and 
electric ranges, and when Pearl Harbo: 
came along, had a staff of six mechan 
ics, two shopmen, and a gir] dispatcher- 
During the 
war, the mechanics staff dropped to 
three, but A. A. Appliance, Radio & 


Retrigeration Co. kept right on giving 


bookkeeper on the payroll 


s customers excellent service. 

We're extremely proud of the fact 
that during the war we did not disap- 
point a single customer,” Stein said 
“Even if it meant working late int 
the evening | We did a $50,00( 


hours. 
volume of service each year during the 


ine 


Results have been worthwhile. 


realized it was high time to get into th« 
new appliance merchandising field.” 


Built Modern Showrooms 


The result was the eye-appealing 
modern showroom shown, which Stein 
constructed at a cost of $10,000. With 
a 40-foot angled-glass showroom, 
which gives maximum visibility from 
either direction, the showroom is built 
of “rainbow slump” brick, which will 
never require surfacing or finishing of 
any kind. Stein studied appliance 
merchandising carefully during the 
war-years, and has included a lot of 
innovations in the showroom design 
which attract attention even in a city 
already crammed with “glamorous” 
buildings. For one thing, a five-foot 
stone marquee runs all the way around 
the showroom, in which are concealed 
three “swivel-mounted” 300-watt spot- 
lights, which may be pointed through 
the glass, to highlight “from the out- 
side” any particular appliance display 
Combined with seven 300-watt incan- 
descent spotlights in the ceiling of the 
showroom, these drown out any reflec- 
tions on the glass whatsoever, so that, 
night or day, motorists whizzing by in 
front can clearly see appliances on dis- 
play. The showroom has a terrazzo 
floor, is air conditioned with its own 
15-ton package system, and a sound- 
proot ceiling among other things. 

lo firmly entrench himself in all 
angles of the appliance business from 


THIS IS the open air refrigerator reconditioning shop at the rear, which 
handles 10 to 15 per week completely rebuilt, guaranteed and refinished. 


ready held service authorizations, plus 
a string of valuable washing machine, 
range, automatic laundry equipment 
and radio franchises. Backed up by his 
eight-man service department, a shop 
capable of rebuilding and refinishing 
any appliance, he went confidently 
ahead selecting only those major appli- 
ance lines which the shop could service 
most expeditiously. 


How They Made the Grade 


In the period since V-J Day, Stein 
sent all six of his mechanics “to school” 
for sales and vocational training. All 
learned the fundamentals of appliance 
selling, approach, closing sales, etc. 
Out on the street daily, averaging from 
6 to 10 repair calls per day, the service 
crew is a potent selling force. Stein 
pays each man a straight 5% commis- 
sion on every refrigerator, range, 


war, and in the course of watching ow servicing to selling, Stein lined up a washing machine, etc., he sells—and it 
customer's appliances grow older, w Kelvinator franchise for which he al- is not unusual for an A. A. mechanic 
» 
- ‘ 
HANDSOME SHOWROOM. Note marquee with spotlights outside the glass for interior illumination. 
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to earn upwards from $150 per week. 
All of them take advantage of the time 
spent in the housewife’s kitchen to 
point out the desirability of new refrig- 
erators, electric ranges, etc., and con- 
tacts of this sort quite often turn into a 
“plus-business” sale. “We keep the 
service crew neatly uniformed, courte- 
ous, and well-informed on the appli- 
ances they service and sell,” Stein said. 
“They have a better entry into the 
home than the salesmen can usually 
achieve, and they’re welcome to spend 
as much time as they wish per prospect 
in attempting to close a sale.” 

In addition to his versatile appliance 
repair crew, Stein has one salesman 
inside on the floor, and two more out 
canvassing, following up Dodge re- 
ports, and other leads. The two spe- 
cialty men are paid a straight com- 
mission on appliance sales, and one of 
their responsibilities is to follow up 
“half-sold” prospects originally con 
tacted by servicemen on repair jobs 
“A good service reputation is the best 
calling card a salesman can have,” 
Stein says. “Therefore, for the most 
part we're concentrating on those cus 
tomers we have already served with 
repairs of some type. We find that 
the customer whose refrigerator has 
been maintained by our shop is far 
nore likely to believe us when we tell 
her that she would be wiser to replace 
it with a new one, rather than continu- 
ing to pay repair bills.” 

With the beautiful showroom, shop 
and an experienced crew of mechanics, 
A, A. Appliance, Radio & Refrigera- 
tion Co. is prepared to tackle right now 
many of the problems which have been 
put off for “future consideration” by 
other dealers. Typical is the matter of 

(Continued on page 179) 
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DISING 


More Frigidaire Refrigerators 
serve in more American Homes 
than any other make 


®@ Frigidaire Twin-7 Refrigerator Tandems—Two ‘7 cu. ft.” 


De Luxe or Master models connected by special ‘‘joiner’’ attach- 
ment kit. Provides a total of as much as 15.4 cu. ft. of refriger- 
ator space; 4 single, 2 double-width Quickube Ice Trays; 2 
full-width Hydrators—all in an attractive “‘single’’ package. 
Provides economical, large-capacity refrigerator with many new 
advantages for large families, institutions, clubs, etc. Joiner strip 
is all metal, finished in matching white dulux. Entire joiner 
attachment set retails for only $19.75. 


trigidaire Electric Range Tandems, too! A 40-inch de luxe > 


range combined with a 21-inch apartment range. Both have 
matching appointments— provide up to 3 ovens and broilers — 
and 7 surface cooking units (or 6 and Thermizer Cooker). The 
21-inch range is also available with 4 surface units. Here is a 
“grouping” that virtually doubles capacity for electric cooking, 
baking, roasting—in only half again as much space. 


You're twice as sure with two great names 


FRIGIDAIRE 


MADE ONLY BY 


General Motors 
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Further examples of the 

leadership which gives outstanding 

selling advantages to 
Frigidaire Dealers 


Now Frigidaire dealers have another important market ‘ 
opened to them—a market that offers two plus ad- 
vantages in addition to all the other advantages that 
go with a Frigidaire franchise. 

First, this market is bound to yield sales that 
otherwise might not be secured. For every large 
household is a prospect for Frigidaire Twin-7 Re- 
frigerator Tandems and Frigidaire Electric Range 
Tandems. 

And second, this sales increase will be extra prof- 
itable. For no increase in range or refrigerator in- 
ventory is needed. Salesmen need no additional 
training. 

It’s just one more bit of proof that—you can de- 
pend on Frigidaire to do things right! 
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FAST TURNOVER 


FASTEST COOKING SPEED 


and better control. 

With new Super-Heat, 
easy-to-clean, Monotube 
Thrift Units. 


LARGE TRU-BAKE OVEN 
with new Push-Button 
Automatic Pre-Heat 
Cut-Out and Automatic 
Recessed Flood Light. 


OVEN with automatic 
time-and-temperature 
control for baking, 

roasting and stewing. 


3 THERMO-CHEF AUXILIARY 


AMAZING 
AUTOMATICOOK 


for “absentee” 
cooking and baking. 


OVERSIZE, THERMOSTAT- 
6 CONTROLLED WARMING 
CABINET — the only cabinet 
large enough for both 
food and dishes. 


TEL-A-SWITCH PANEL 
6; WITH SIGNALITES 
simplifies selection 
of proper control, 
avoids wasted current. 
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YOU HAVE NOT JUST ONE...NOT TWO...BUT [in 


SIX SENSATIONAL SALES-CLINCHERS 


IN UNIVERSAL’S No. 7808 


FOR QUICKER TURNOVER—TURN TO UNIVERSAL 


For hard-hitting, competitive 
selling, you've never had an elec- 
tric range in your store that gives 
you so much “reserve” selling pow- 
er, such a wealth of sales ammuni- 
tion. With just three sensational 
features . . . its super-fast “Super- 
Heat” Units, its time-and-tempera- 
ture-controlled “Thermo-Chef” and 


IT’S THE NATION’S FASTEST RANGE! 


NOVEMBER 1, 


= 


large “Tru-Bake” Oven... you'll 
have competition on the run. Then, 
you can really “pile up the score” 
with one sensational feature after 
another. Push this sales- making 
Universal Speedliner Electric 
Range —in your ads, in your win- 
dows, on your sales floor—and “‘out- 
feature” your competition. 
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IN RANGES...IN WATER HEATERS 
FOR “PLUS” FEATURES 


IT’S UNIVERSAL ALL THE WAY! 


MODEL FOR MODEL, you’re way out in _— features to talk about. You have the 
front with Universal. In every range, one line and the only line that enables 
from the sensational Bantam“Plug-In” you to sell all of the market... nine 
Range right through to the big Uni- _— feature-packed ranges that meet the 
versal de luxe Two-Oven Range, you demands of every customer, every 
have more quality, more value, more home, every pocketbook! 


..- You'll Be Way Ahead In Selling Power, Too, With 
AMERICA’S MOST COMPLETE WATER HEATER LINE! 


PROVE IT TO YOURSELF. Com- streamlined cabinets... 300 Ib. 
pare Universal’s Automatic test Monel Metal tanks...cost- 
Electric Water Heater Line saving heat trap... immersion 
with any line on the market. type Super-Heat Elements... 
Compare it for length. You cold water baffle plate... and 
have Round and Square types, for longer life, Universal 
High Boy and Table Top Mod- Water Heaters equipped with 
els, Capacities from 20 to 86 the sensational new rust-pre- 
gallons. You really have the venting Magnesium Anodic Rod 
features, too... rustproof, carry a 10 year Warranty. 


UNIVERSAL SPEEDLINER 
TWO-OVEMN RANGE 
Ne. 7809 


---And Universal backs you year ‘round with 


HARD-HITTING CAMPAIGNS AND PROMOTION THAT REALLY WORKS! 


® Big, Attention-Pulling Ads in Top National Magazines e Broad, Strong Newspaper Coverage 
e Consistent, Penetrating Radio Advertising e Complete, Full-Powered Point-of-Sale Support 


UNIVERSAL 
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MAURICE L. MANN mixes plumbing, electrical con- 


tracting, appliances and air conditioning in one store. 


HIS HOME his Show Room 


M. L. Mann of Lawrenceville, Ill., believes in 


showing groups the comforts of modern living 


T is said in southern Illinois that 
Maurice L. Mann cultivates the 
kind of people who appreciate the 


good things of life. 

The other day over at the basement 
in his home, he had just concluded a 
demonstration on an automatic washer 
before a dozen housewives. He said: 

“I just wanted you folks to come 
here and see some of the comforts that 
are possible in modern living. You see 
improvements coming on the farm, in 
business. I want you to know there 
are equally great comforts and im- 


provements possible for the home. 
They save your strength, preserve 
your health and make living much 


more pleasant and agreeable. This is 
the reason I invited you ladies out to 
my home. There is no obligation in 
coming, I merely wanted you to see 
with your eyes, at close hand, 
what these things will do.” 

Up rose old Mrs. O'Brien. “That 
automatic washer is mighty nice, Mr. 
Mann, but the price is too high.” 

“I’m glad to hear you say that, Mrs. 
O’Brien,” replied Mr. Mann. “For if 
I remember rightly, when I demon- 
strated your washer to you 20 years 
ago I believe you said the price was 
too high then. Was it worth it?” 

“Yes,” meekly replied Mrs. O’Brien. 

“I told you that I would save you 


own 
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1 hours a week and I believe I did 
that. With this automatic I will take 
only five or ten minutes of your time 


once or twice a week. Isn't that worth 


something ?” 


Group Demonstrations 


Grouped around in chairs in the 
neat, gray painted basement of the 
Mann home were about ten women. 
They came from one of the churches, 
one of the lodges or some group. Mr, 
Mann likes this kind of a crowd be- 
cause all know each other and are not 
airaid to ask questions. He pays any 
organization that will send over a 
group of this size $1 a head. “It's 
advertising money for me,” he says. 
“Il get to demonstrate to a group and 
there is bound to be a reaction from 
some of them.” 

When ELectricaL MERCHANDISING 
called, Mr. Mann was sitting in his 
office at 510 Main St., in Lawrence- 
ville, Ill. (pop. 6,200), which is shaded 
by a huge tree and is out of the busi- 
ness district. He was talking to Miss 
Margaret Hudson, who is at the Farm 
Bureau working for the government 
plan of developing leadership among 
country women. 

“IT don’t care if the groups that come 
in don’t have running water,” he said. 
“The fact that these women paid dues 


HERE IS the Mann home where the real selling job is done with groups of visiting women. 


IN THE PERFECTLY equipped Mann basement at home, visiting groups of around 
ten women are entertained by demonstrations of the latest appliances. 


of $5 for membership in your organi- 
zations indicates they are the more pro- 
gressive class. Bring them in in groups 
of ten, a couple of times a week, after- 
noon or evening as you prefer. Over 
at the house they will get to see water 
heaters, water softeners, ranges, wash- 
ers, dryers, ironers, home freezers. 
About two carloads makes the right 
number for a presentation. People who 
see these things operate and have a 
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chance to ask questions are in the best 
position to make an intelligent invest- 
ment of their money. They will not be 
asked to buy.” 

Maurice Mann got into the washing 
machine business early and declares 
he has sold $3 million worth of wash- 
ers in 12 years time. The catch came 
in the depression when he suddenly 
got 150 reverts in each of which he had 

(Continued on page 178) 


1948—ELECTRICAL MERCHANDISING 


‘ 
q 
\ 
\ 
"4 


of around 
2S. 


in the best 
rent invest- 
will not be 


he washing 
id declares 
h of wash- 
catch came 
e suddenly 
hich he had 
178) 


NDISING 


= 
| 4 
Pde, = 
fs \y — £3) Z 


ELECTRICAL 


* Py Electrical merchandise sellers can take a tip 
7 from the sequence of seasons. For as Summer 
\ follows Spring, the electrical appliance order 


follows the builder. Of significance, therefore, is 
the building material classification . . . weather 
4 vane to washer prospects, tip off on toaster 
candidates, forecaster of future appliance sales. 


In the first half of °48, SuccessruL FARMING 
published more page equivalents in the building 
7 material classifications than any farm magazine 

.a total of 61 pages. 

The farm wife with a new home wants the 
newest electrical appliances ...a deep freezer 
to save town trips.. 
and washer . . 


. the labor saving ironer 
. radios in attractive cabinets to 
z, match the woodwork . . . vacuum cleaner, coffee 


CONSTRUCTION MATERIALS 
The Aladdin Co. 
Bird and Son, Inc. 
Butler Manufacturing Co. 
Johns-Manville Corp. 

— Keasbey & Mattison Co. 
Lewis Manufacturing Co. 
Martin Steel Prod. Corp. 


INSIDE FITTINGS 

Aermotor Co. 

Allen Manufacturing Co. 

American Gas Machine Co. 

American Radiator & 
Standard Sanitary Corp. 

Arvey Corp. 

Clay Equipment Corp. 


Follow the building contracts... 


SUCCESSFUL 


Building Material Advertisers... first six months of 1948: 


Jabsco Pump Co. 
Jacobsen Mfg. Co. 
Jacuzzi Brothers, Inc. 


perker, waffle maker, toaster, pressure cooker, 
mixer, all the small appliances to give her larger 
leisure, greater enjoyment. 

) 


Best class market in the U. S. today for 
electrical goods is the nation’s best farms in the 
15 Heart States.. 
FARMING, whichconcentrates more than 1,200,000 


. penetrated by SuccessFuL 


circulation among farmers with the best soil, best 
brains, best income (°47 without government 
payments) averaging $9,890, $4,000 above the 
U. S. farm average. With savings of the seven 
best years in agricultural history, peak production 
and profits, the SF audience merits top preference 
on national schedules... SuccressFuL FARMING, 
Des Moines, New York, Chicago, Detroit, Atlanta, 
Cleveland, San Francisco, Los Angeles. 


i+ 


FARMING 


Flint & Walling Mfg. 
Company, Inc. 
Goulds Pumps, Inc. 
International Steel Co. 
Iron Fireman Mfg. Co. 


Rheem Manufacturing Co. 
Security Mfg. & Cont. Co. 
D. B. Smith & Co. 

George E. Thompson Co. 
U.S. Machine Corp. 
Wayne Home Equip. Co. Inc. 
Webster Electric Co. 
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Kohler Co. 
Libbey-Owens-Ford 
Glass Company 


A. Y. McDonald Mfg. Co. 


Masonite Corp. 
National Steel Corp. 
Peaslee—Gaulbert Corp. 
Reynolds Metals Co. 
Ruberoid Co. 
U. S. Steel Corp. 
Universal Zonolite 
Insulation Co. 
West Coast Woods Co. 
Weyerhaeuser Timber Co. 
Wheeling Steel Corp. 


Clopay Corp. 

Coleman Lamp & Stove Co. 
Crane Co. 

Dearborn Stove Co. 
Decatur Pump Co. 
Deming Co. 

Dresser Industries, Inc. 
Evans Products Co. 
Fairbanks, Morse & Co. 
Flex-O-Glass, Inc. 
General Electric Co. 


D. W. Onan & Sons, Inc. 


Oshkosh Filter & Softener 
Company 

Plainwell Products Co. 

Power Aire Corp. 


1948 


F. E. Myers & Brothers Co. 


Orangeburg Mfg. Co., Inc. 


FENCES 

Continental Steel Corp. 
Keystone Steel & Wire Co. 
Street Gate Co. 

U.S. Steel Corp. 

PAINTS 

The Eagle-Picher Co. 

The Glidden Co. 

Pillsbury Plate Glass Co. 
Reyam Plastic Products Co. 
Sherwin-Williams Co. 
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CONVEYER SYSTEM installed by the Arnold Wholesale Corp., Cleveland, 
makes storage and shipping of major appliances easy. 


Modern Methods Pay 
At Arnold Wholesale 


The Arnold Wholesale Corp. of 5209 
Detroit Avenue, Cleveland, Ohio, a 
wholesale distributor of major appli- 
ances and radios, recently completed 
the installation of a system of mechan- 
ized belt and roller type conveyers in 
their warehouse. It has proved most 
satisfactory in solving many of the 
problems presented by bulky appliances. 

Averaging from 300 to 500 pounds, 
such material has always involved 
much time and labor in storage and 
shipping. Refrigerators and ranges 
are heavy and unwieldy, and yet ex- 
treme care must be given them in 
handling to prevent their being 
scratched or the porcelain surfaces 
damaged. Though lighter in weight, 
washers, ironers, kitchen cabinets and 
sinks present similar problems. Ex- 
treme care must also be exercised in 
the case of console radios in order not 
to damage the mechanism or the de- 
luxe finish of the cabinets. 

After careful analysis, a completely 
engineered system of conveyers was 
installed. Use of elevators has been 
completely discontinued. For ease in 
handling, five foot lengths of 24 inch 
width roller conveyers were selected. 
These are used in conjunction with 
45 deg. and 90 deg. curved sections. 
They are placed directly on the floor 


without additional supports of any 
kind. Appliances move on the rollers 
from the receiving dock to the perma- 
nent floor to floor belt conveyers, 
either to second floor or basement 
storage areas where they again con- 
tinue by the portable floor conveyers 
to final storage space. The process 
is reversed to deliver them to the 
truck loading dock. 

The benefits of the system are nu- 
merous and increasingly apparent. 
Damage to goods is eliminated. Much 
time and effort is saved. Possibility of 
injuries to employees is greatly re- 
duced, since hand injuries and strains 
from lifting can now be avoided. 
Housekeeping is much improved and 
the warehouse has never looked as 
neat and orderly as it does now. 

These benefits directly effect the 
dealer. Goods are received in A-1 con- 
dition, and deliveries are faster. R. C. 
Hager, president of The Arnold 
Wholesale Corp. has expressed his 
complete satisfaction. It is estimated 
that the cost reductions achieved will 
pay for the installation in six months. 

The conveyers were made by the 
Rapids-Standard Co., Inc., of Grand 
Rapids, Michigan, and installed by 
their Cleveland representative, the 
Morrison Co. 


Picture File for Window Ideas 


When Vern Brown of Brown’s Appliances of Ogden, Utah, 
sees a picture which interests him in a magazine or a catalog, he 
cuts it out. This is not from any general aesthetic urge, however, 
but definitely with the windows of his store in mind. These pic- 
tures he files away under appropriate headings and later on when 
he wants an idea for an effective washer display, for instance, he 
glances through the folder under that heading until he comes 
across a photograph or a drawing which appeals to him. He 
then has the picture “blown up” by a commercial artist and uses 
it as a background or a cutout figure for his window. Clever 
ads by manufacturers in trade or popular magazines often make 
very effective windows. If used at the time the ad is running, the 
effect is to get the value of the tie-in. If used later, Mr. Brown 
frequently gets the credit for a very clever idea from a public 
which has forgotten the original entirely. 

Incidentally, he is very prompt to disclaim any originality for 
his windows and always gives credit where it is due. The specific 
appliances each have their own file, which is supplemented by 
one of general ideas, containing suggestions for particularly 
effective color schemes or lighting and the like. It is no wonder 
that the Brown store has acquired a local reputation for its 
windows. Quite typical was the recent case of a woman who came 
in to inquire about an electric water heater. She had been attracted 
by the window which showed a monkey and a “monkey stove” in 
contrast with more modern methods, an idea which came from 


Mr. Brown’s file. “Such a cute window,” she said—and bought 
the heater. 


WHY NOT INVITE THE STAFF IN for an occasional session with the home 
service specialist? Both salesmen and service men can learn a lot from her 
about the equipment they handle and also a lot about the housewives they 
are going to have to deal with. Here, Joe Pollard (seated, left), of Jackson, 
Miss., and his staff listen to some expert advice from Mrs. Eloise Taylor, 
the firm’s home service expert. 


Fine Print Strains Out 
Good Home Freezer Prospects 
Ordinarily, fine print is something that a lawyer puts at the 


bottom of a contract, and you find out what it means after you 
have signed. 


Free Goods for Watching Demos 


Believing that it is worth 25¢ or ‘more to the company if a 
man or woman stops and watches a demonstration, the Health- 
Mor Co. is running a compaign in 27 stores in Chicago in which 
a free metal waste basket is given to anyone who stops and 
watches a complete demonstration. A punch by the demonstrator 
on a card—presented, filled out, by the prospect—completes the 
deal and gives vacuum cleaner salesmen a potential lead. 

At the same time in Galveston, Texas, Lewyt cleaner men gave 
away 500 dust pans on much the same basis. It is reported that 
500 dustpans caused the sale of 20 vacuum cleaners. 
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Up in Milwaukee, McGovern Radio, 904 Milwaukee Ave., 
South Milwaukee, is successfully using fine print as a means of 
finding out who is really interested in home freezers. He uses 
it this way: Postcards, printed solid with 6 point type, are mailed 
to prospects. If they are interested fhey plow through the tiny 
reading matter and discover that the Electric Company (utility) 
Home Service Bureau is putting on a home freezer class. By 
attending, and turning in the card, the prospect is eligible for a 
door prize. Result, declares the firm, are prospects more than 
ordinarily interested in owning a home freezer. 
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typical of the durability built into every Blackstone Product. 


machined from a close-grained, gray iron blank. 


lV The teeth of this gear are helically cut to provide 
a greater strength and quieter operation. Then the 
gear is ground to precise tolerances to minimize 


back-lash and to assure perfect meshing with its matched 


will last many times longer. 
This meticulous adherence to better methods, materials 
and workmanship in the construction of Blackstone 
Home Laundry Equipment guarantees you a 


quality product at all times. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 
America’s Oldest Washer Manufacturer 


) Take this washer drive-gear, for example, which is 


It is not die cast from some soft alloy. Instead, it is 


pinion. Finally, it is case hardened to make it tougher 


than any alley tom cat. And...what's more important, it 
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Side-by-side comparison with models costing $50 
more proves this the easiest selling AM-FM radio- 
phonograph for price and quaiity-conscious buyers. 
Its low price includes a plug-in attachment for long- 
playing records—or, at low-cost, the changer below. 


Just plug it in, push a button, and get a great picture right away. 
That's the matchless demonstration you can make with this closed- 
front beauty with built-in antenna and push-button tuning. And it 


/ retails for about $75 less than comparable models! 


All consoles will have it. Sing» 
orm chonger plays long-play’ 
or standard records inter-mixe 
shuts off current after last reco 


Big Christmas Advertising Program 
sends all prospects to your door 


Wouldn't it be wonderful to offer gift buyers a small, long- 
range 3-way portable in jewel-like plastic at the price of an 
ordinary table model? Here it is—for plug-in or battery or 
AC-DC current—a self-selling “natural” for the Christmas tree. 


Advertising-wise, Bendix Radio is 
pouring it on” during the Christmas 


buying season. And here’s what 
that means to you. As the only Bendix 
Radio dealer in your community 
you will get all the benefit of our 
national advertising. Every prospect 
interested in these matchless 
1949 models is directed straight to you. 


SEND THIS COUPON TODAY, REMEMBER—THIS FRANCHISE IS 
AVAILABLE TO ONLY ONE SELECT DEALER IN EACH COMMUNITY 
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BIG NAME—TOP QUALITY 


Television 


Radio 


\WPRICED TO MEET ANY COMPETITION 


It’s a neat trick—but Bendix Radio — way. These are only the highlight advan- 


dealers can do it! They offer nationally 
advertised radio and television—backed 
by a famous self-selling name and repu- 
tation and built to Aviation Quality 
standards—at figures competitive with 
price-built private brands. And they can 
do it at a fine profit that’s protected in every 


tages of our new, power-packed direct- 
to-dealer merchandising plan. There's 
still time to get in on it and capitalize on 
the big Christmas search for better 
values. But hurry—this protected-profit 
franchise is available to only one select 
dealer in each community. 


HOW CAN YOU MISS WITH A PROGRAM LIKE THIS! 


The appointment of only one dealer in each community * Direct factory-to-dealer shipments ® Freight prepaid to 
stination e Low consumer prices competitive with national chains and mail order houses ® Liberal dealer discounts 
Nationally advertised retail prices protected by your exclusive franchise *® Radio and television built to Bendix Aviation 
vality standardse A complete line of radios and radio-phonographs including famous Bendix Long-Range FM ® The most 
vanced television created by the acknowledged leaders in radar and radio engineering ® Consistent national advertising 
at builds store traffic for you e Compelling point-of-sale promotion helps © Special promotion models to meet competitors’ 
off-season” distress sales e Plus many new profit-building features soon to be announced. 


A N D T ELEVIS 1 ON DEPT. K QVIATION CORPORATION l 

Please send me all the facts about your new direct-to-dealer, (menor Rawr | 

radio-television merchandising plan. 

/¥ omy FIRM == | 


MISING 
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| iggs Stratton 

Engines - 
Americas Choice 
for 


Thirty Years 


For 30 years Briggs & Stratton 4-cycle air- 
cooled engines have proven their value, 
performance, and dependability under the 
most exacting conditions. 


Users. manufacturers, and dealers know 
that equipment powered with these engines 


is powered RIGHT. 


This public confidence has resulted from 
the engineering leadership, unending re- 
search, and the skill of Briggs & Stratton 
workmen — all directed at making the 
world’s finest single cylinder, 4-cycle gas- 
oline engines. 


BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wisconsin, U. S. A. 
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R. J. AUGRAIN (right), manager of the major appliance department of 
Lehleitner’s, is in personal charge of the firm’s project to make residents of 


its sales territory home freezer-conscious. 


Mr. Augrain is a veteran in 


merchandising and knows just how to appeal to buyers such as this New 


Orleans couple. 


The Distributor and the Home Freezer 


installed by the salesmen themselves, 
who worked for a uniformity of ap- 
pearance and to carry out pretested 
ideas of display. Valuable advice and 
assistance were given them by the 
Norge district representative, who 


| joined whole-heartedly in the cam- 
| paign. 


Home Fires Stoked 


“On the home front, we kept the 
fires burning,” says Mr. Augrain. “We 
selected 20 daily newspapers in the 
territory and ran a total of 170 ads 
ranging in size from 10 inches to 48 
inches, scheduling them to appear at 
least every third day in each paper. 
We had printed a total of 225,000 
handbills for dealers in the rural com- 
munities which were mailed out to 
every route in the territory. Postmen 
put one card in each rural box and 
each mail address got three separate 
and different cards. 

“Orders began to roll in. We had 
special nine-color posters printed for 
use in window displays, as well as a 
printed place card describing the foods 
obtainable under the free food gift 
plan. Literature and promotional ma- 
terial went out to all our dealers in a 
steady stream. And to back up the 
campaign solidly, we sent out 15 to 25 
freezers to each of our dealers so that 
their supply of merchandise would be 
complete.” 

The net result of the campaign, ac- 
cording to Mr. Augrain, was that the 
firm’s dealers sold approximately $85,- 
000 worth of freezers (or about seven 
carloads) in the 60-day campaign 
period. In fact, the campaign was so 
successful that Lehleitner & Co. has 
extended it for an indefinite period. At 
this writing, the demand for home 
freezers shows no letup. 

“We are continuing the selling pace 
which was established during the cam- 
paign,” says Mr. Augrain, “by con- 
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tinuing to back the dealer 100 percent. 
Our efforts are concentrated on new 
iids for him—new posters, new dis- 
plays, new advertising, new selling 
helps. The firm maintains its own 
artist and copywriters, so that we can 
get anything into the ads we desire or 
feel is necessary. This also enables us 
to design ads for our dealers to fit the 
particular locality which he serves. We 
have an unending stream of literature 
and promotional material going out to 
him and our salesmen are spending 
long hours with him. And in return— 
he’s selling home freezers.” 


Long Experience Counts 


Totting up, it is apparent that most 
of the success of the campaign must be 
attributed to the men who engineered 
it. Every key man in the firm is a 
veteran of more than 20 years in the 
appliance business. Mr. Lehleitner 
himself has been in the game for 24 
years and in addition, is widely known 
and active in the civic life of Louisi- 
ana. Mr. Augrain and Mr. Hopson 
also are old-timers in the field who 
know just about every possible angle 
in both wholesale and retail merchan- 
dising. Another factor which must be 
considered in the success of the cam- 
paign is that hardly any other appli- 
ance is as well suited to the Lehleitner 
territory. Down there, home freezers 
are a “natural”, and it was astute 
reasoning for the heads of the firm to 
recognize the possibilities of the appli- 
ance. Another factor is the alert and 
intelligent dealers whom the firm sup- 
plies, most of them men who recognize 
and follow wise leadership. 

The big building occupied by Leh- 
leitner & Co., at 4640 So. Carrollton 
Ave., is a well located one, containing 
display rooms, offices, storage and 
service department spaces. Many of 
the spaces are air-conditioned and fluo- 
rescent lighted. End 
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Approved by 
American Gas 
Association 


Only Florence Offers This Amazing New Feature 


Now for the first time you can give your 
customers the comfort and convenience of 
a swing-door broiler in a Dual-Oven range! 
Broiling pan and grille swing out on sturdy 
oven door away from the heat, at just the 
right height for easy turning and basting 
of meats. Pan and grille adjustable to three 
positions. Deep broiling pan drains all fats 
away from heat zone into a covered bast- 


GAS RANGES + LP-GAS RANGES 


ing well . . . no more smoke. Talk about it. 
Show it. Demonstrate it. And watch your 
sales increase! 


IMPORTANT! Be sure the combination 
range you sell is a DUAL-OVEN. It bakes 
with oil or gas or both at once. (Or, with 
coal or gas or both at once.) Your customers 
get more for their money with a Florence 
Dual-Oven Range. 


* ELECTRIC RANGES + OIL RANGES ~ 
~DUAL-OVEN Combination RANGES + OIL-BURNING HEATERS 


@ FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Western Sales Offices 


and Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N.Y.; 
1459 Merchandise Mart, Chicago; 53 Alabama Street, S.W., Atianta; 301 North Market Street, Dallas. 
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INTRODUCING THE 


NEW 1949 FLORENCE 
RANGES 


DELUXE MODELS 
FEATURE EXCLUSIVE 


You can sell Florence Dual-Oven 
Combination Ranges for 
SOFT COAL (or wood) AND GAS 


HARD COAL AND GAS 
OIL AND GAS 


All Models Are Available for 
LP-Gas (bottled or tank) and City Gas 


RANGES AND HEATERS 


Famous for Over 70 Yeors 
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West inghouse } 
Lamps | 


te nane you LAL PS 


Westinghouse 
> GREATER SEE-ABILITY FOR 


Wertinghovse displey material, plus lemp cartons, make eye-catching windows thet SELL. 


= 


Big 55" x 16" full-color WINDOW STREAMER . fies In with Westinghonse 


Lig 


Large, full-color, easel-back DISPLAY CARD 
for window or counter. Size: 22" x 28" 
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LAMPS 
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Season 


BUILD WINDOWS LIKE THIS WITH 


THE NEW WESTINGHOUSE FALL 
PROMOTION MATERIAL 


FREE—to all Westinghouse 
Lamp Dealers—just fill in and 
mail the coupon below for the 
Fall promotion display material 
you need to build customer-stop- 
ping, sales-boosting window and 
counter displays. 

Now is the time to take advan- 
tage of the natural desire to bay. 
Autumn time is lam p-selling time 
~—and, because light bulbs are 
bought on impulse, the more you 
disvlay them, the more you sell, 


ADDRESS 
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COMPANY... 


Use this new display materia! 
in your windows and store int«- 
rior. Many of the pieces are in 
full color and all are attractively 
designed to coordinate your dis- 
plays with Westinghouse national 
advertising. Included with cach 


set of display material are sets of — 
two-color price tickets, Lighting — 
Guide Chart and Excise Tax 
Card. Order today. 
Division, Westinghouse Electric — 


Corp., Bloomfield, N. J. 


NOTE: Send this coupon to your Westinghouse Lamp dis- 


tributor or to... 


WESTINGHOUSE ELEcTRIC CorP., 
Lamp Division, Bloomfield, N. J. 


Please send me, no charge, the Fall Promotion 
Display material. 
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Mats to fit every range... 
A mat for every appliance! 


for bigger sales 
checks... 


and that ADDED PROFIT! 


Display your electrical appliances on Aristo-mats, and see how 
much smarter and brighter they look! They sell faster that way, 
too! Then suggest an Aristo-mat to brighten and protect 

your customers’ table and presto—you've added a tidy sum 

to your sales check and a nice, easy profit to your day's business. 
For finest quality and beauty of product, look for the name 
ARISTO-MAT. Specify Aristo-mats when you order. 
Immediate shipment—1 doz. to carton, 25 lb. wr. 


Kant-Kut Korner—an exclusive, pro- 
tective feature! "Quad-Coat” Process— 
guaranteed not to chip or peel! Many sizes 
— round, square, oblong—for every need! 


Be sure it's ARISTO-MAT—the only 
NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see your local 
jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


1315 West Congress Street + Chicago 7, Illinois 
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COMPLETE SERVICE RECORD of an appliance is on the front of this card, 
incidental notes on the back. It avoids doubt about repair history. 


Tag with Notation Shows 
Complete Service Record 


This St. Louis firm found an easy way 
to avoid most of its repair headaches 


N unusually complete “service rec- 
A ord” on every appliance brought 
in for repair by customers, has shown 
many advantages for Fred A. Schmidt 
Electrical Appliance Co., at 6200 West 
Florissant avenue, Florissant, Mis- 
souri. 

Operating a large electrical repair 
department for more than 17 years, 
Fred A. Schmidt, head of the store, 
has built up one of the heaviest re- 
pair volumes in the city. For example, 
during the war years, when records 
were kept on the individual numbers 
of appliances brought in, the store 
turned out 9,000 repair jobs in 24 
years—ranging all the way from irons 
to washing machines. 

One of the most consistently both- 
ersome problems encountered by the 
store has been minor arguments with 
customers over “free repairs” which 
the customer feels she should have. 
Often, a customer will bring in a fan, 
iron, etc., for repairs, stating that the 
store had repaired it only a few 
months ago, and it had broken down 
again. Before the current system of 
recording all service work was devel- 
oped, the store had to give away hun- 


dreds of hours of valuable time in 
making adjustment repairs of this 
kind. “Of course, we will always 


maintain every appliance during its 
warranty period,” Mr. Schmidt said, 
“but it was obvious to us that many 
repairs were being turned out gratis 
when the appliance had long exceeded 
its guarantee period.” 

Another problem was the fact that 
now and then a small appliance in for 
repair would become “lost” in the 
“hold” or “repaired” sections of the 
shop. 


Exhaustive Record 


Both of these problems and many 
others have been solved by a complex 
form which Fred A. Schmidt Electrical 
Appliance Co. has developed. As 
shown, this is divided into two sec- 
tions, with a reinforced hole on the 
claim check which customers may use 
to hang the check up where they can 
see it daily in the kitchen, basement, 
etc., reminding them to come and pick 
up whatever appliances have been 
brought in. Spaces are provided at 


NOVEMBER 


1, 


the top for the name, address, esti- 
mated cost, actual repair cost, date 
and the complaint which the customer 
made. Numbers are printed in block 
red letters on both halves of the check. 

On the record which is filled out at 
the time the appliance is turned in, are 
spaces for the name, address, tele- 
phone number and zone number of the 
customer, with a “pickup date” if the 
item is called for, the estimate, actual 
repair cost, a box for a “recheck” by 
the head of the shop, and whether the 
appliance is in guarantee, or a “paid 
job”. Parts, tax, service charges, and 
the total are printed on the right-hand 
column, with the date called for and 
date of delivery on the bottom of the 
card. 


Customer Stands By 


One of these is always filled out 
whenever an appliance is brought in 
or picked up, in the customer’s pres- 
ence, and her signature written across 
the bottom. Customers’ attention is 
painstakingly called to each entry, 
pointing out that the appliance will be 
rechecked by an expert, and that any 
details of the job will be written out 
on the form. The object of having the 
customer look on while the card is 
filled out is, of course, to make certain 
that she remembers details. Going a 
bit farther, the salesperson at the serv- 
ice counter turns the card over, and 
writes on the back some personal ref- 
erence to the transaction—such as the 
customer mentioning that she is having 
several guests in for a waffle party, 
when a waffle iron is to be repaired, 
that her son had returned from college, 
etc.—anything of this nature which 
will help to fix the date firmly in the 
customer’s mind. 

The tag accompanies the appliance 
through the repair department, with 
each entry made as the job is filled, and 
the tax when the item is delivered 
back to the customer. It then goes into 
a numbered file, running from 1 to 10,- 
000, to serve as a permanent record. 


Use It Often 


“We make use of the file record al- 
most every day,” Mr. Schmidt said. 
“First, we use it regularly for direct- 

(Continued en page 76) 
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MIMAR SUPER AIR FLOW (Mode! #312-8) 


Hot or cold air circulator for summer or winter. Twelve-inch 
fan with overlapping blades operates at a whisper... has low, 
high and intermediate speeds. This model delivers up to 1200 
cu, ft. of cooling air per minute. For heating, fan slows down 
to 500 r.p.m. and coils produce 5400 B.T.U.'s of circulating 


warmth per hour. Guaranteed, 


MIMAR DELUXE (Mode! #212-A) 


It’s a summer fan and winter heater in one space-saving unit. Summer fan oper- 
ates at 2000 r.p.m. Eight-inch overlapping blades produce a mass of cooling, 
circulating air. Change-over to cold weather comfort-control is accomplished by 
a simple flick of the switch, MIMAR Deluxe heater coils give more warmth per 
hour than any other air circulator — regardless of price. When used as a heater, 
fan speed is automatically reduced. Unit is tiltable...can be directed wherever 


air flow is desired. Guaranteed, 


MIMAR SENIOR (Model #116-C) 


The Senior is exclusively a heater. It is thor- 
oughly unique because it produces two concen- 
trations of heat from the same coi!ls—warm and 
warmer. This MIMAR model is really two heaters 
in one. Case never gets hot because fan draws 
air over the glowing coils and distributes the 
heat throughout the room. Guaranteed. 


MIMAR PRODUCTS, INC. - BROOKLYN 5, NEW YORK 


EL MONTE, CALIFORNIA CHICAGO, ILLINOIS 
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© The advertisement shown here will be working for you right in 
your own neighborhood. These two full pages of living color in 
LIFE, COLLIER’S and SATURDAY EVENING POST will stop, 
interest and start your customers looking for RCA Victor instruments. 

Your follow-through . . . with RCA Victor window displays, mail- 
ing pieces, floor and counter displays and mats for your own news- 


ICTOR 
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paper advertising ... brings the customers to you. 


And when they see, hear and compare the compfete line of superb 


RCA Victor instruments, you've made another sale. 


ELECTRICAL MERCHANDISING—NOVEMBER 1, 1948 


ou bu 
@Only when vo" 
A» ot you alec the 
Owner 


jefion, anda yest 


you realize 
BIGGER-DOLLAR PROFITS 


through faster turnover! 


Here’s another profit-maker for you .. . 
the RCA Victor Show—"“The Music America 
Loves Best” on 163 NBC stations. Listen 


to it send customers to you next Sunday 


on your favorite NBC station. 
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Now Telechron timers are available to radio manufacturers 
for building plus value into radio sets. 


A set doesn’t have to be costly to offer this popular extra. 
The Telechron C-40 clock switch timer is priced low enough 
to be built into moderate-price sets. It can be set to turn on 
the radio at any time during an 11-hour period. 


The C-28 Pre-Selector switches a set both on and off... 
lets the owner select any number of programs 10 hours in 
advance. All he has to do is pull out a metal key for the 
desired quarter hour. The set comes on automatically and 
switches off when the program ends. The C-28 is also being 
used on the new tape and wire recorders 


The accuracy of these switch timers is assured by the 
dependable, long-life Telechron synchronous electric motor. 
Lubrication is sealed-in to provide years of proper oiling 
and lengthen motor life. 


Telechron timers are built by the largest producers of 
timing devices for over 25 years. There’s a model for 
every type of household appliance ... every one Under- 
writers Laboratories approved. Write or wire for details to 
Industrial Sales Division, Dept. G, Telechron Inc., Ashland, 
Massachusetts. A General Electric Affiliate 


C-28 Clock Pre- Selector C-51 Clock Switch- Alarm Timer C-40 Clock Switch Timer 


Turns radio or wire-re- Switch timer with (Round dial.) Turns on 
cording set on and off tlarm signal available radio sets automatically 
automatically. Each key with circular dial simi- any time during 11-hour 


controls 15-minute pe- lar in 
riod, 10 hours in advance 


period. C-39 is identical 
but turns set off. 


ippearance to 
the C-40 switch timer. 
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in 
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Tag Shows Complete Service Record 


mail bombardments on small appli- 
ances, major appliances, television, 
spring appliance tune-up programs, 
etc. Next, when the customer comes 
in and complains of the breakdown of 
any appliance, we can quickly zip out 
the card, and tell her when it was last 
repaired, whether it was in guarantee, 
or not. If the customer insists that 
our figures are wrong, and that it has 
only been a short time since the first 
repair was made, we turn the card 
over, look for the personal reference, 
and can remind her that at the time 
she brought the appliance in, she was 
planning a waffle party, etc. Quite 
often, a customer who sincerely 
thought she was in the right, will pull 
up to a halt when this reference is 


CONTINUED FROM PAGE 72 


made—explaining briefly that she ha 
not realized the passage of time.” 
That the system works out may be 
seen from the fact that there are fre- 
quently several cards on the same cus- 
tomer, or covering the same appliance 
in the file. When three or four accu- 
mulate on any particular appliance, 
repair and maintenance cost is high, 
the Fred A. Schmidt Electrical Appli- 
ance Co. frequently uses this as a 
“clincher” to encourage the customer 
to buy a new appliance. “They can 
quickly recognize the fact that an old 
appliance is costing them too much to 
operate,” Mr. Schmidt said. “There- 
fore, we classify the cards so that the 
‘repair history’ is readily recogniz- 
able.” End 


STRING PERMITS following steps of housewife in old and new type kitchens and 
proving the advantage of the modern one. 


Promoting 


Planned Kitchens 


Electrical Living Show plus demon- 
stration gets idea across in St. Louis 


When the Union Electric Co. of St. 
Louis first contemplated the idea of the 
planned kitchen, it felt that the utility 
had no place in its promotion. 

According to Robert L. Coe, residen- 


| tial sales manager, the saturation pic- 


ture in St. Louis shaped up something 
like this: 
45,000 ranges 
2,000 electric sinks 
350,000 refrigerators 
4,000 water heaters 
200 complete kitchens 
It would have seemed from this dia- 
gram that the advice for the shoemaker 
to “stick to his last” was good also 
for the utility. But on the other hand, 
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there was clear evidence that the com- 
plete kitchen, though non-electrical, 
tied in the interest of the family toward 
an objective which ultimately led to the 
purchase of electricity consuming de- 
vices. 

“It was thought that it might be a 
good idea to put an objective in the 
mind of the customer,” said Mr. Coe. 
“To show him by means of a complete 
kitchen what might be done in his 
future.” 

A step by step chart was developed 
which permitted demonstrating how a 
modern kitchen saved steps and time. 
Every woman, for example, knows 

(Continued on page 78) 
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The appliance industry has played an 
important part in making the American 
living standard the highest in the world. 
Time and work saving appliances have 
made lasting contributions to the health 
and comfort of all. That record is a source 
of great pride to Delco Products, one of the 
pioneers in the development of appliance 
motors. Today, Delco Products produce quiet, 
compact motors designed to meet the specific 
torque and service requirements of the par- 
ticular application . . . to turn the drive 
shafts efficiently and dependably. Delco 
Motors are built in sizes from '4 to 50 h.p. 

Deleo Products Division, General 

Motors Corporation, Dayton, Ohio. 


Ailes SEE YOUR LOCAL AUTHORIZED 


DELCO MOTOR DISTRIBUTOR 
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Planned Kitchens 


Meet your prospects HAL 


what she goes through when she per 
forms various tasks. 

The home service girl by opening a 
chart and taking a piece of string in 
her hands would have the woman re- 
cite how she traveled about the kit- 
chen. The string was wound about a 
peg at each part of the kitchen affected. 
Then the job was done using a well 
planned kitchen. When you took the 
string off each peg, it showed that in 
the antiquated job the housewife 
walked about twice as far or more as 
she did in a modern setup. No better 
way had been found in St. Louis to 
get the thought over of what it all 
means. 

Union Electric has 24 stores, and 
each had its kitchen planning training. 
Cards are kept and a low pressure 
effort is made to help people who are 
interested arrive at some conclusions 
with their planning. 

If the customer is seriously inter- 
ested, Union Electric offers to drait 
it and give the customer a rough plan, 

but not developed to accurate dimen- 
sions. The company has three packages | 
on the subject and these are delivered 
personally by the residential service 
| man. 

This activity stops right here. Union 
Electric does not give out the pros- 

| pect’s name to the trade. It is up to the 
customer to make his own selections 
and arrange for his own installations, 
which leaves the utility out of it. It 

' has done an educational job and is 
satisfied. 


The public is reached in the Elec- : 

| trical Living Shows which are put on | 

from time to time. One of the most 

effective is a pantomime showing an : 

\ cs Pe antiquated kitchen in which a service 


| girl portrays the difficulty of making | 
a cake. During a blackout the modern 
equipment, which is on rollers in the 
wings, is pushed on to the stage and 
when the lights come on again the 
| housewife has the modern kitchen. 
| Dealers in St. Louis are aware of 
the plan, but have no tie-in with the 
activity. They are on the mailing list 
and know what is going on but it is 
up to them to swing their own deals. 
Asa result, Union Electric is a leading 
exponent in promoting kitchen plan- 
Z ning in St. Louis, with none of the 
Are you meeting these prospects...when they turn to the | headaches that might ensue if they took 
‘yellow pages’ (classified section)? Every day, many thousands 
of telephone subscribers refer to the ‘yellow pages’ for the | 


buying information they want. 


Most of your best prospects are listed in the alphabetical 
section of your telephone directory (the white pages). 


| 


When you use the ‘yellow pages’ to tell your community 
about your business—what merchandise and advertised 
products you sell, what services you offer—you'll find the 


‘yellow pages’ of your telephone directory ideal for meeting 
prospects face-to-face .. . for turning more prospects into 
customers. 
. “OH, ALICE, TELL ME MORE ABOUT THIS AP- 
For further information, call your local telephone business office. PLIANCE SALESMAN!” 
PAGE 78 
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Here's the New Eureka 
With Dry Sh 
Demonstration Salesman merely flips Even the dirt gets “‘ex- ta Does It. te FAST— 
See how it sells! le sapnocetirony ie ‘ cited” 2 feet away! greasy dirt smudges Attachment of above- 
8 rug, 
f. 


i Eureka cleans faster, (in demo. use shoe the-floor cleaning tools and with FULL PROFIT 
cleaning by itse better, easier. 


The Sale is Made! 
Eureka Walking 


olish) in a flash. } ; is simple, easy. 


«CLOSES HIGH PROFIT SALES FAST 


Sensational Sel li ng - WALKING CLEANER 


Demonstration 
STOPS ’EM-SELLS 
on the SPOT! | 


Demonstration Table 
and Rug NOW 
Ready for YOU. 


AUTOMATIC 
Performance for | E 
AUTOMATIC 


SALES! 


Contact your Eureka Distributor or Branch 
for full Details of this sensational new Eureka 
Selling Plan. Everything you need to use this 
profit program is ready Now! And it’s backed 
by hard hitting national advertising and 
local promotion activities. Start getting your 
share of local cleaner profits! 


EUREKA DIVISION, EUREKA WILLIAMS CORPORATION 
Bloomington, Illinois 
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SEE HOW IT WORKS! 


° Gets 18% to 55% more embedded dirt! 
¢ Picks up more lint, thread, and hair! \ 
e Yet with 13% to 58% less carpet wear! 


For the first time in 45 years, one vacuum cleaner proves it can do 
the work of two—both that of the upright for rugs, and the tank- 
type for above-the-floor cleaning—and do it better! 


U.S. Testing Co. report reveals Lewyt best of 5 big-name 
vacuum cleaners—including a famous upright with motor- 
driven brush. *(Reports #787301-2-3-4, June 14-16, 1948) 


1. ON THE FORWARD STROKE, 


the AUTOMATIC 
COMB-VALVE gently 
grabs threads, lint, and 
hairs that other vac- 
uum cleaners miss! In 
addition, it parts the 
nap—thus loosening 
dirt embedded in the pile 
of the rug, so it is more 
readily removed by the 
powerful cyclonic suc- 
tion! 


2. ON THE BACK STROKE, 


3. READY FOR NEXT STROKE! 


the AUTOMATIC 
COMB-VALVEswings 
forward and upward, 
bringing lint, threads, 


the Lewyt No. 80’s 
AUTOMATIC 
COMB-VALVE is 
clean . . . embedded 


and hair to its high- 
pressure chamber ... 
concentrates terrific 
suction power through 
its comb-like slots . . . 
thus cleaning itself! 


dirt has been removed 
from the pile of the rug 
-surface lint, 
threads, and hair have 
disappeared into the 
Lewyt...it’s like magic! 
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Lewyt DOES JOBS 


UPRIGHT CLEANERS 
and doe 


them 


WHY SHOULD YOU STOCK BOTH TANK 
AND UPRIGHT CLEANERS NOW? 


WHY SHOULD ANY WOMAN BUY BOTH 
TANK AND UPRIGHT CLEANERS NOW? 


You need only one—Lewyt! She needs only one—Lewyt! For 
with its revolutionary new No. 80 Carpet Nozzle, Lewyt does 
every suction-cleaning job in the home as no other vacuum cleaner 


. can! Call in your local Lewyt Distributor—he’ll be glad to show 
ACT NOW, Write, wire, phone you the Official Report. 
your local Lewyt distributor! Add all this to features like No DUST BAG TO EMPTY . . . IT’S 


QUIET—NO ROAR . . . TRIPLE FILTER DUST CONTROL . . . CYCLONIC 
SUCTION . . . LIGHTER, EASIER TO USE. . . SPACE SAVING STORAGE! 

Back the whole operation up with the MOST AGGRESSIVE AD- 
VERTISING CAMPAIGN, and the ONLY COMPLETE MERCHANDISING 
PROGRAM in the entire industry—and you can’t help but know 
why LEWYT is the fastest growing name in the appliance 
industry today! 

To sum it up, that’s why Lewyt Cleaners move, while others 
clutter up your inventory! Your Lewyt distributor will be 
happy to answer your questions—call him in! 


VACUUM CLEANER 


LEWYT CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 11, New York 
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Pin your Profits on the VOSS line of 


fine washers—your Profit Leader in the 
washing machine market. A VOSS sale 
is a CLEAN Sale. No installation worries 
— no frequent service calls to make. A 
VOSS is ready to “go to work” when it 
leaves your floor. 


Time TESTED 


Write “Today! 
For Full Dealer 
Information. 


Since 1876 


and only 
Voss 


provides all 
these features 


Tangleproof Floating 
AGITATOR—"Spark- 
ling White Clothes” 
“The World's Only 
Electro-Safe PRES- 
SURE EXTRACTOR" 
Auto-Type TRANS- 
MISSION—'"'Freedom 
from Trouble" 
Double Walled Cor- 
rugated TUB—Porce- 
lain or Stainless Steel 
Streamlined BEAUTY 
—"Easy to Clean" 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 
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Overcoming Fear—Chief Job | 
of Oil Space Heater Men 
| 


Fuel shortage scare being met by 
Chicago dealers who deliver oil 
supply contracts with space heaters 


NTO the white, hillside cottage of 

Mr. and Mrs. Christopher Bren- 

nan, south of Chicago, were 
proudly rolled last fall two shining new 
oil space heaters. The neighbors called 
and admired, and all was lovely until 
there came a nippy day and the Bren- 
nans found it impossible to buy any 
oil! 

Their wails of anguish spread the 
story about, and it did the oil space 
heater no good to see the old couple 
forced to rustie up a coal burning stove. 

Frankly, such situations were un- 
usual. But, this kind of advertising, 
plus the publicity given the oil short- 
age, caused the sales of new space 
heaters and oil burners, for that mat- 
ter, to plummet in the Chicago area. 
Some estimate 50 per cent. 


The Resistance of Fear 


For the first time the appliance in- 
dustry has been confronted with an ele- 
ment of resistance that is new to it— 
fear. Fear that the family will be un- 
able to obtain fuel, and so will be cold. 

One of the greatest talking points in 
the stove business is that it is a bread 
and butter affair. It is sure pay. A 
family cannot afford to permit an oil 
space heater to be repossessed, for fear 
it will freeze. Today, the shoe is on 
the other foot. Often a family dreads 
giving up the antiquated heating device 
it owns, lest it be unable to obtain oil, 
and suffer. 

There is irony in this, because for 
the first time the American family is 
showing signs of being thoroughly sold 
on the virtues of the space heater. It 
is the poor man’s friend, and supplies 
automatic heat to the stove heated flat 
or the little home without a basement. 
It is comfortable and clean, and the 
working man has come to feel that it is 
worth the premium that it costs. 

In fact the rapid jumping in the cost 
of fuel oil has been about in line with 
the increased price of coal. The Oil 
Heat Institute of America, 30 Rocke- 
feller Plaza, New York, figures it this 
Ww ay 
If the per 
gallon cost 


f oil is: 


6¢ 8¢ 10¢ 12¢ 
Then the per 


14¢ gal. 
ton cost of 
coal should be: $7 $9 $11.50 $13.40 $15.50ton 


“The only thing the oil industry 
missed on was the increased acceptance 
of oil heating,” said a spokesman for 
the Standard Oil Company of Indiana. 
“In fact nobody has its possibilities 
pegged yet—then this thing had to 
come along and happen.” 


Plan to Restore Confidence 


From his third story office at 18th 
and Michigan, Harry Alter, veteran 
Chicago distributor, surveyed the scene 
from an appliance sales viewpoint. 
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Something would have to be done t 
restore confidence, he argued. 

He studied the oil situation. 
cracking, petroleum may be trans 
formed into varying amounts of mar 
ketable products, in proportion to de 
mand. The production of petroleun 
was increasing, and the hot market for 
distillate, or stove oil, was certainly 
guarantee of increased supplies, onc 
the oil producers changed their plar 
ning. It was reasonable to expect more 
fuel for 1949 

Furthermore, it rarely follows that 
two cold winters come in a row. Harr; 
Alter felt that the oil could be had. His 
job was to restore confidence. 

With every two oil heaters bought 
by dealers, he sent a package. Mr. 
Alter was convinced that about half the 
heaters sold were to replace worn out 
or obsolete models, and this half of the 
customers already had a source of oil. 

On a dubious new prospect the dealer 
flashed an important looking oil supply 
certificate. This, while not legally guar- 
anteeing delivery, pledged the word oi 
the Bell Oil Co. that it would supply 
him with oil. On the reverse side was 
an outline map of Chicago, giving the 
customer’s location. 

The buyer was instructed to fill out 
a registration card and mail at once. 
The Bell Oil Co. agreed to acknowl- 
edge these cards and send the purchaser 
a sufficient supply of registered order 
cards to care for him during the 
1948-49 heating season. 

“It was put in effect in July, and we 
noticed the jump in the sale of heaters 
at once,” says Harry Alter. 


The Oil Situation 


Declares Sheldon Coleman, execu- 
tive vice-president of the Coleman Co., 
who himself is an oil producer as well 
as a heating appliance manufacturer : 

“There is no disputing that the con- 
sumer has been influenced to delay 
purchase of oil heating equipment be- 
cause of the scarehead publicity given 

(Continued on page 84) 
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5 — RADIOS and TELEVISION SETS 
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NICHROM 


is chosen by 


Westinghouse 
Automatic 
Pop-Up Toaster 


As imaginative planning and skilled en- 
gineering cransform the American kitchen into 
a more and more pleasant place — attractive, 
functional, easy to care for, with cooking drudg- 
ery banished—the name Westinghouse claims 


the approval and confidence of millions. 


Fot Westinghouse brings a wealth of skill 
and experience to the production of appliances 
that offer exceptional performance, style and 
utility. Products that typify a new upsweep in 
the standard of living. 


And for all-important heating elements, 


Westinghouse employs Nichrome electrical re- 


sistance wire, because its “‘consistently main- 


Westinghouse 


| to assure peak efficiency 
and dependability 


Westinghouse 
Two-Unit 
Electric Hot Plate 


tained high standards of quality and uniformity 
permit the development of appliances of ae. 
vanced engineering design and peak efficiency.” 


Make sure that you, too, profit by these 
outstanding advantages of Nichrome. If your 
manufacturing sources are not already using this 
superlative alloy, ask them to do so—for 
Nichrome is the hallmark of quality and trouble- 
free operation, the very heart of good electrical 


appliances everywhere. 
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Oil Space Heaters 
Overcoming Fear of 


CONTINUED FROM PAGE 82 


to the fuel oil shortage of the last heat. 
ing season. Current sales of oil space 
heaters are running substantially be. 
hind last year. 

“On the optimistic side is the fae } 
that the fuel oil situation is looking q cee 
little better. Production of fuel oil dis. a 
tillates for the first 22 weeks of 1948 iz 
is 32 percent above the same period 
last year, and reserve stocks on hand * 
at the close of the 22-week period were * 
up 15 percent over a year ago. 

“Oil companies generally estimate ‘ 
an 8 to 10 percent increase for the 4 
coming heating season. In contrast to 34 ; 
the shortage of last season which many HM 
estimate was less than 4} of 1 percent, 
there is every reason for the retailer 
to look forward to some betterment in 
the oil situation.” 

One of the remedies being suggested 
to ameliorate future shortages is the 
use of aluminum storage tanks. City 
codes prevent placing of much more 
oil than at present in home basements. 
Buried steel tanks rust out. It is be- 
lieved that the aluminum industry is 
on the eve of promoting the sale of 
their tanks with the idea of giving 
home owners a greater capacity. These 
can be filled in the summer when there 
is little demand for oil, and take the 
rush load off the peak season. 

A. T. Atwill of Quaker is one manu- 
facturer who is encouraging his dealers 
to sell tanks. 

“The people in the low income 
bracket read the newspapers,” he says. 
“They knew all about the oil shortage. 
I hope they are equally well informed 
as to the recent statement from Don 
Warning of Standard Oil of Indiana, a 
big factor in the Middle West. He says 
this year will see 9 per cent more heat- 
ing oil, and 13 per cent more stove oil.” 

While a lot depends on the weather 
and the individual operation, Mr. At- 
will says that the latest oil space heat- 
ers on the market make possible a 15 
to 20 percent saving in oil. It is eco- 
nomical for owners of early models to 
make the swap at a time when fuel is 
scarce and costs so much. 

The effect of the oil scare will slowly 
subside, of course. As the public re- 
gains confidence, it is going to be the 
dealer who is firm and positive, as well 
as active, who is going to reap what 
promises to be the peak of the oil space 
heater business. End 


“JUST THINK—WITH THIS SET YOU MAY WIN 
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.--FIRST OF THE NEW WESTINGHOUSE 


Here’s what your customers have been waiting for 
—a top quality table model teleset with the sharpest, 
steadiest picture they’ve ever seen . . . a really good 
looking mahogany cabinet . . . and engineered by 
Westinghouse, pioneer in STRATOVISION, today’s 
most talked-about method of Television broadcasting. 
Demonstrate the amazing Westinghouse 196! Show 
your customers the outstanding clarity of its big 


52-square-inch picture! Then ask them to compare 
the 196 with telesets at twice its moderate price! 
Mr. Dealer, you’ve made a sale! 


NOTE TO RADIO AND TELEVISION DEALERS: More models in the 
Westinghouse STRATOVISION LINE are coming soon, along with 
an all-new group of great Westinghouse radios and radio- 
phonographs. If you don’t handle the profit-packed Westinghouse 
line, ask about a franchise now. 


HOME RADIO DIVISION 
WESTINGHOUSE ELECTRIC CORPORATION 
SUNBURY, PA. 


2. PLACE THE NEW CORY COFFEE TABLE 


DISPLAY BESIDE THE CASH REGISTER 


OR IN SOME OTHER HOT TRAFFIC SPOT 


IN YOUR STORE! 


It packs a real wallop of selling power 


into less than 2 square feet of counter space! 


1. FEATURE THE NEW CORY GIFT 
PACKAGE ON YOUR COUNTERS AND 
SHELVES AND IN YOUR WINDOWS! 
It has the look and feeling of quality 

that convinces shoppers 

“CORY is the gift to buy today!” 


CORY FOR BETTER LIVING, BETTER GIVING | 


AUTOMATIC-—Brews 


sad it hot, auto- 


CORY BUFFET QUEEN—Brews up to 
16 cups of delicious coffee o Ps. 


$27.75. 


FOR 
USTO. 
DUEST! 
THE N 
OFFEI 


Try this 
during 


Season. 


sales af 
sales — 
tomers 
into gi 
of CO) 
your 
for de 
Coffee 


CORY COFFEE SERVICE—Features CORY ELECTRIC COFFEE GRIND 


Rubberless Brewer, sugar and —Coveted by coffee connoiss 


creamer set, tray. Retails at $13.95. Gives freshly-ground coffee 4 
flick of switch. Retails at 


It’s as simple as 
: 
4 
a 
2 ; a 7 \ 


| sales | 


).FOR 30 DAYS—ASK EVERY 
USTOMER THIS SIMPLE 

QUESTION: “HAVE YOU SEEN 
THE NEW CORY RUBBERLESS 
OFFEE BREWER?” 


Try this CORY plan 
during the Christmas 
Season. See how this 
sales approach steps up 


sales — interests cus- 
homers — puts new life 
into gift sales of all types 
by of CORY products. See 
your CORY distributor 
for details of the CORY 
Coffee Table deal—now! 


CORY 


SHARPENER 
_ newest, most exciting 
home appliance sharpens 

ny knife quickly, easily, 
safely. Feature it on the 
inviting CORY Self-Demon- 
Strator, which includes a high 


dulling blocktokeepknifecl- ¢ Oo R P R A ¥ N 
ready for"show-down” ~“ Executive and Sales Offices: 221 N. LaSalle St., Chicago 
tests by customers! Ask your 
CORY Distributor for details. Sales and Display Offices: 4 
Cory Electric Knife Sharp- New York Chicago tos Angeles 

retails or $11.95. % Export Sales: A. 3. Alsdorf 


RINDE 


THE NEW 


— | 


=. 


— 
— 


SUSPENDED UNIT 
(above) 80,000 BTU 
and larger, for com- 
mercial and industrial 
buildings. 


FORCED AIR FURNACE 
(left) 85,000 BTU For single 
and multiple dwellings. 


IMAGINE THESE DISTINCTIVE FEATURES ALL COMBINED IN 
A SINGLE, COMPACT, SELF CONTAINED HEATING PLANT! 


Fully automatic @ Space saving compactness @ Pre- 
cision formed silent heating elements @ Stainless steel 
flash proof burners @ Resilient mounted heavy duty 
motors for silent, long life operation @ Handsome, 
harmonizing baked enamel finish with sparkling chrome 
trim @ Plus all the safety features that make these 
heaters absolutely fool proof. 


And look! FULL FREIGHT PREPAID on carload ship- 
ments. 50% freight allowance on L.C.L. shipments. 


Yes, the Palmaires are headed your way, and are designed 
to bring you added profits and “on the double”. 


Now it’s up to you. Act to-day. Mail coupon or write for 2 
your Palmaire literature and sales details without delay. 


MFG. CORP., Phoenix, Ariz., Dept. M-11 ! 


Freezer Sales ... A Utility Breaks the Ice 


We are Distributors Dealers 1 
Please send sales details on Palmaire heaters. I 
| 
i 
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served in the freezer—a first hand ex- 
perience of just one of the many points 
they would be expected to make in 
their sales presentations to customers. 
W. Paul Jones, vice-president, refrig- 
erator division, Philco Corp., presented 
at the first meeting a talk on—“The 
Freezer Market and How To Sell That 
Market”. 


Good Old Showmanship 


Next, a dealer window display con- 
test was held with prizes of $50, $35, 
and $25 for first, second and third best 
displays awarded to dealers as an in- 
centive for active participation in the 
promotion. The awards were based on 
originality, attractiveness, neatness, 
and selling features. Any make home 
freezer could be shown, and all had to 
be on display for 15 days. Themes such 
s “Nuts To The High Cost of Food” 
and “Enjoy Foods That Are Garden 
Fresh All Year Round” began to ap- 
pear in various windows as the cam- 
paign picked up steam. Distributors 
cooperated by offering prizes them- 
selves to dealers with winning 
windows. Norge through Erskine 
Healey, Inc. and General Electric 
(Gould-Farmer Co. Inc.) were par- 
ticularly effective in doing this, spur- 
ring the salesmen on the road to better 
and bigger sales. Beaucaire, Inc., 
Philco distributor, tied right in with 
the Rochester Gas & Electric promo- 
tion and added a theme of their own 
“to get freezer dealers off their seats 
and on their feet” as Frank Beaucaire 
put it. Customers who purchased Philco 
freezers received gratis $25 worth of 
frozen food, delivered right to their 
door by a local frozen food distributing 
company. As the campaign progressed, 
it gained momentum with everyone 
racing to get on the bandwagon. It had 
all started from the utility’s campaign 


| promotion, which was simply and ef- 
| fectively 


to sell 
people about them. 


freezers by telling 


Consumer Contests Too 


Now that the dealers and distributors 
had been shaken out of their lethargy 
and into action, Rochester Gas & Elec- 
tric Corp. began to appeal to the con- 
sumers directly. A consumer contest 
open to any member of the 160,000 
families served by the utility was 
held. Three prizes of home freezers 
were offered to over 4,300 participants 
who were asked to complete the 


CONTINUED FROM PAGE 50 


How Rochester “Unfroze” 
Its Freezer Market 


1) Dealer Schools 

2) Dealer Window Display Contest 
3) Distributor Tie-ins 

4) ConSumer Contest 

5) Newspaper & Radio Ads 

6) Direct Mail Activity 

7) Home Service Activities 

8) Window and Floor Displays 


iollowing sentence in 25 words or less: 
“I want a home freezer because. . . .” 
Results were so favorable and the com- 
petition so keen, an honorable mention 
prize of $25 to a woman runner-up to 
third prize was awarded because the 
judges had such a hard time in picking 
the winners. Miniature model freezers 
were made, and all sorts of ideas and 
descriptions were received from com- 
peting applicants. 

A study of the entries showed some 
very definite reasons why women want 
freezers, just what they are thinking 
about when they consider buying this 
new mode of refrigeration for their 
kitchens. Mrs. Housewife believes 
freezers mean better food. That answer 
was given twice as many times as any 
other. She also believes in freezers 
meaning economy, convenience, and 
saving of time and work. These were 
all very close in being the second 
main reason to buy a freezer. Ease-of- 
use and good nutrition were tied for 
third place, according to the women, 
and they were not unmindful of the 
benefits of a wider variety of foods as 
well as always having foods on hand 
for entertaining purposes. 


More Drum Beating 


Newspapers and advertisements sup- 
ported the campaign vigorously. Deal- 
ers joined in with the utility to bring 
the message to the public by atr and 
through print. A five minute radio 
program on home economics developed 
by Irene Muntz, heme service director, 
gave eager housewives many interest- 
ing and practical tips on home freezing 
of seasoned foods. 

Direct mail also was utilized as the 
R. G. and E. Monthly Messenger car- 
ried home freezer messages on subjects 
such as the “Why I Want A Freezer” 

(Continued on page 90) 
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PROSPECTS 


See this sensational — 


Forty-two million prospects! A greater 
audience than the total population 
west of the Mississippi! That's the audience 
FILTER QUEEN reaches during the 

big Christmas selling season. Hard-hitting 
national advertising in the Ladies Home 
Journal, American Weekly, Woman’s 
Home Companion and Better Homes and | ao 
Gardens will tell the FILTER QUEEN 
story. Millions of homemakers will read 
about the vacuum that has no dirty 

bag to empty! Millions of men will be urged 
to give their wives this perfect gift for 
Christmas. You can tie-in with this 
powerful program. Display and promote 
FILTER QUEEN .. . the vacuum of 


tomorrow for homemakers of today! 
SS 
4 
SPECTACULAR 
PROMOTION 


_/ BUILDS HUGE 


art 


4 


INCREASES SALES... 


PROSPECT LISTS! 


Traffic builds sales! And this new promotion builds traffic! You give 


away a beautiful all-metal wastebasket absolutely free 


woman who will watch 


there is to i 
on this sensational profit-making deal. Contact him today. 


FULLY PROTECTED BY U.S. PATENTS 


to any 


a FILTER QUEEN demonstration. That's all 


t! Your distributor has full details on how you can cash-in 


FILTER QUEEN 


America’s BAGLESS Vacuum Cleaner 


It's wonderful! There's no bag inside . . . no bag outside .. . no 
bag at all! Just a simple, disposable paper filter that traps dirt and 
dust in the large metal container. Once a month, you empty your 
FILTER QUEEN .. . as easy as emptying a waste-basket. Just 
insert a new filter and you're ready for another care- 
free month of time-saving, work-saving clean- 

ing that keeps your whole home free of dust and 
dirt. You'll agree “it's wonderful!” 


Floor to Ceiling Sanitation 
Blinds, moldings, tables, lampshades . . . they all 
come clean with FILTER QUEEN. Complete 
attachments for all your off-the-floor cleaning. 


No flying dust to resettle on your furniture. 
It's marvelous! 


Rugs Stay Healthy-Clean 


Powerful suction that picks up deeply- 


imbedded dirt while self-cleaning 

on brush zips up lint, litter and hair. 
¥ < Your rugs are easier to clean . . . are 
t safer for tiny tots when you 


ay own a FILTER QUEEN. 


It's sensational! 


a Helping Hands for Housework 


Complete attachments to wax your floors, shampoo your 
rugs, clean your upholstery, paint your walls . . . even 
demoth your wardrobe! Attachments snap-on and lock 
ught ina jiffy! And the powerful motor is sound- proofed 

so quiet you can listen to vour radio. See this amaz- 
ing new kind of vacuum at your dealers or mail the 
coupon below for the free picture story of faster, easier 
| home cleaning that helps safeguard health! 


FILTER QUEEN 


Fully Protected 
By U.S. Patents 
| HEALTH-MOR, INC. 
: 203 N. Wabash Ave 
ACCEPTED BY EXPERTS | Chicago 1, Hil 
Please send the free picture story of FILTER QUEEN 
and the na fom d ler 
i 
Good Housekeeping = 
: 
' 


Product of 
HEALTH-MOR, Inc. 
203 N. Wabash Ave. 
Chicago 1, Ill. 


i 7 Bloor St. W., Toronto 
doa: Walters Appliances, Ltd., 5 
pin A. J. Alsdorf Corp., 221 N. LaSalle, Chicago, Ill. 
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SELL THIS WINNER for BIGGER WINTER SALES 


--- The New Carrier Home Humidifier! 


Humidifiers sell best in fall and winter — and this 
one gives your customers the last word in com- 
plete “comfort conditioning” ... gives you a fast- 
moving profit-maker. 

Completely new, better looking and more effi- 
cient than ever. it was designed and built to be a 
leader by Carrier, leader in the air conditioning 
field. Supplying just the right amount of moisture 
for comfort and health, it’s a natural for homes 
and offices where conventional heating dries out 
the air. 


Features? Just to mention a few. the new model 


AIR CONDITIONING 


PAGE 90 


is self-regulating. easily installed. economical to 
run. Compact as an end table .. . light enough to 
be moved from room to room . . . attractive — the 
metal cabinet looks like fine two-tone walnut. And 
the price is right — only $69.50 retail. 

Backed by powerful advertising and promotion. 
the new Carrier Home Humidifier can give you 
immediate volume and handsome profits, as well 
as pave the way to worth-while contacts for air 
conditioning sales next spring. Substantial dealer 
discounts. For information, write Carrier Cor- 
poration, Syracuse, N. Y. 


- REFRIGERATION - INDUSTRIAL HEATING 


Freezer Sales... A 
Utility Breaks the Ice 


CONTINUED FROM PAGE 33 


contest, and why families should go 
out and buy one. Correspondence was 
| maintained with local dealers, keeping 
| them up on the latest developments, 

The home service end of the promo- 
tion was not limited to Miss Muntz’s 
radio activities. As a matter of fact, 
freezer promotion had been undertaken 
by this department for a considerable 
amount of time before the current 
campaign, which meant that the di- 
vision would merely have to continue 
what it had already been doing. In 
addition to helping the pre-campaign 
dealer schools, the division held in- 
structive schools for the company’s 
salesmen. The public was also invited 
to weekly programs held in the com- 
pany auditorium as the role of home 
freezers and the preparing of frozen 
foods were highlighted during cam- 
paign months. 

Special freezer demonstrations were 
given to select groups continuously 
with salesmen demonstrating frozen 
food techniques with a first rate line 
of sales chatter to interested customers. 
Follow-up calls were made by the staff. 
Miss Muntz feels this method to be 
| particularly effective in spreading the 
promotion of freezers. Says the home 
economics director, “Home freezer 
education must be basic and funda- 
mental, yet withal must have good 
| promotional appeal.” 

Organization education and promo- 
tion were not overlooked, and Miss 
Muntz pounded away at the freezer 
theme in her weekly newspaper column 
“Kitchenaide”. Signs and displays all 
over the company carried the freezer 
message right out in the open. 


| The Results 


What was the payoff on this cam- 
paign in the Rochester area? Norge 
freezer sales are more than double a 
year ago; Philco sales skyrocketed 300 
percent; Frigidaire shot up 70 percent 
Deepfreeze, Kelvinator, and 
| freezer sales are soaring to new sales 
highs. Rochester Gas & Electric, too, 
has sold four and one half times more 
during the initial six months of 1948 
as compared with the same period last 
year, with total June sales alone being 
almost double the total for the entire 
vear of 1947. 

This freezer campaign. like most 
good promotions, was nothing new, but 
was well-planned, good old-fashioned 
showmanship. End 


“| UNDERSTAND THE FIGHT IS BEING TELE- 
VISED BY A HAT SPONSOR.” 
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+ Now a new and complete line of 


and Modernization 


Electric Range Surface Units 


With Cutler-Hammer 2-Way Heat Flow 


Here is the one outstanding develop- 
ment in range surface units since the 
advent of the rod type element. It is 
the Cutler-Hammer Pyroflex 2-Way 
Heat Flow Range Surface Unit. A com- 
plete line is now available for replace- 
ment and modernization purposes. 

The obviously better design. better 
performance and better construction 
of these units make prospective pur- 
chasers of all but the most recent 
buyers of electric ranges. 

1. The unique 2-way heat flow de- 
sign provides a more even distri- 
bution of heat over the entire 
cooking utensil bottom. 

2. Hence these units provide obvi- 
ously better cooking where 90° 
or more of all electric range cook- 
ing is done. 

3. These units afford maximum speed 
of heating. 

4. These units are easy to install and 
almost without exception will fit 
any existing range. 

5. The Inconel heating elements are 
self-cleaning and the reflector pan 
automatically tips up to lift out 
and wipe clean. 

6. These are LONG-LIFE elements 
that STAY FLAT ... The free- 
expansion elements are anchored 
at 18 points. 


7. These range surface units are pro- 
duced by a manufacturer whose 
trademark has been advertised for 
years in the Saturday Evening 
Post, Time, Newsweek, Better 
Homes & Gardens, House & Gar- 
den, etc., etc., ete. 

These units are quickly interchange- 
able with those on electric ranges now 
in use. Only 8 adaptor rings are needed 
to stock the complete line. There is a 
tremendous market in replacements 
and especially the modernization of 
old style ranges. There are some im- 
portant Cutler-Hammer distributor- 
ships still open. Get your inquiry in 
now, and ask for the new book that 
fully illustrates and describes the new 
C-H PYROFLEX Range Surface 
Units. CUTLER-HAMMER, Inc., 
1280 St. Paul Ave., Milwaukee 1, Wis. 


. and hot outer edge 


THIS is 2-WAY HEAT FLOW 


and it assures better distribution of heat over 
the entire utensil cooking surface and elimina- 
tion of cold spots. 


MEDIUM-HEAT ELEMENT 
(Cutler-Hammer Design) (Conventional Design) 


two-way 


NEAT FLOW 


Hot in center 


WOT THIS/ 


OWE WAV HEAT FLOW 


Hot in center 
cold outer edge 


LOW-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 


THIS THIS / 
Heat flows both ways Hot outer edge 
from median position cold center 
of C-H multiwave ele- 
ment 


BOTH ELEMENTS TOGETHER 
(Cutler-Hammer Design) (Conventional Design) 


CK. 


CUTLER’ HAMMER 
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Any well-built surface cooking unit provides good heat distribu- 
tion when both elements are used together. But such high heat 
is rarely used for cooking. 90% or more of all cooking is done 
at a controlled-heat switch position using only one of the two 
elements. The four vital cooking heats where C-H design pro- 
vides obviously better heat distribution for better cooking are: 
1. Low-Heat Element At Full Voltage. 2. Low-Heat Element at 
Half Voltage. 3. Medium-Heat Element At Full Voltage. 4. 
Medium-Heat Element At Half Voltage. 


Some Important Distributorships 


Still Open 
SEND IN YOUR INQUIRY AT ONCE, 
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HERE’S HOW GRAND IS TELLING THE TWO-OVEN STORY IN ONE OF — 
THE INDUSTRY'S GREATEST NATIONAL ADVERTISING CAMPAIGNS | 


The sketch of the advertisement does not show the color 
or the size, but this advertisement—the second in the | 
Fall series—is appearing in BIG SPACE (1/2 page and 
2/3 page, two-color insertions) in 7 MAGAZINES 
reaching 14 million of the prime prospects for high-grade 
gas ranges. 


Tie your store in with this great continuing campaign 
which is making Grand Gas Ranges, more and more, the 
first choice of women who want the best. 


EVERYTHING you samt ma 
cooking applance — plus convensem 
beyond your dreams — are tound 
the 49 Grand. TWO OVENS — bag 
buke oven and a bug. separate meat 
oven, CHARCOL ATOR BROILER chat 
rouse eth infrared rays 
lke charcual Gre, SAPE- TEE KEE thae 
shuts off gas to all burners (winner 
1948 of the Lewes & Conger Naormal 


Home Safety Award), Smack Grd 
furnished as an extra), glass oven 
door, fluorcs ent coukung top light, 
clectre clack and 9% hr inter 
val omer, automa laghung 
of both (oe CP models 
See 4 — you'll want « 

to beautify your kutchen and 
to lighten ard brighten every 


hour you spend there 


GRAND HOME 
APPLIANCE CO. 
| CLEVELAND 4, OHIO 


Werte seme row (rend 
and of page bootie: 


Ths emblem on Gand mene: thet bes 
the FEATURES women wan! renge 
FULLY AUTOMATIC OVER OPERA 


fp. 
| 


NEW CATALOGUE ON REQUEST 


A lavishly-illustrated, fully descriptive catalogue of the 
Grand line for 1949 is ready for mailing now. Ask for 
Catalogue No. 31. Compare styles, features, values— 
consider the advantage of selling a line backed by a 
steady campaign of big-space advertising in leading 
magazines; then get in touch with your distributor and 
get set with him to... 


GET ON THE GRANDWAGON NOW! 


This emblem on a GRAND Gas Range means 
6 that it has the 9 BIG FEATURES women 
~ wantin a range, including FULLY 


AUTOMATIC OVEN OPERATION! 


GRAND HOME APPLIANCE COMPANY | 
2323 E. G7th Street . Cleveland 4, Ohio 


PAGE 92 


Solving the Plumber Problem 


CONTINUED FROM PAGE 39 


are beginning to get their appliances 
installed atter a long period of diffi- 
culty. Instead of going out to locate 
plumbers who would handle the in- 
stallations, these men have relied on 
the dealers who have their own 
installation facilities and the plumbers 
who have been located by other dealers. 
For instance, if Jones Appliance Co. 
has worked out satisfactory installa- 
tion arrangements with Smith Plumb- 
ing, G-E Supply makes that plumber’s 
name available to any Hotpoint dealer 
who has been unable to get installa- 
tion. Or, when a Hotpoint dealer 
has his own staff plumber and elec- 
trician—Ritz Service is one of these 
—other Hotpoint dealers can turn 
their installations over to him. 

Art Shayne of Gough Industries has 
underway a $100,000 campaign to pro- 
mote L&H water heaters through 215 
newspaper advertisements, over five 
radio stations and with a special tele- 
vision show, so he had to straighten 
out the installation problem ahead of 
time. At the time he was franchising 
and training the many merchant 
plumbers who were to take part in 
the L & H campaign, Shayne located 
a number of these plumbers who agreed 
to handle their water heater installa- 
tions for any of the appliance retailers 
handling L&H heaters in that area. 
In return for the cooperation from the 
plumbers, Shayne located a number 
of display contractors who agreed to 
handle the wiring for any heater sold 
by the plumbers or dealers. Shayne’s 
office works as a clearing house for 
these services. 

From the results seen in Los 
Angeles, it was obvious that the ap- 
pliance distributors must take an active 
role in solving the installation prob- 
lem in their areas—preferably before 
it becomes too serious. These whole- 
salers, like the utilities, are a strong 
force in their areas, with economic 
influence far beyond that of the aver- 
age dealer. most cases, 
they franchise both the appliance store 
and the merchant plumbers, they are 


Because, in 


in close touch with both parties, have 


a good knowledge of the economic 
problems of both businesses. The 
distributors are in a favorable posi- 
tion to effect a compromise wherever 
the sales of their piped-in appliances 
are in danger because of the lack of 
available, efficient, fair-priced installa- 
tion, 


The Plumber Reacts 


How well the actions of the Los 
Angeles dealers, distributors and 
utility would work in other areas in 
the country where installations are a 
problem, would depend much on the 
type of plumber, strength and attitude 
of the plumbers association, political 
tie-in, and the influence of regional 
trade papers. Not a small factor in 
the success of the electrical industry’s 
efforts to solve the installation prob- 
lem in Los Angeles was the character 
and make-up of the plumbers’ as- 
sociation. 

There is a general feeling, shared 
by much of the electrical industry 
there, that the Los Angeles plumbers 
are the most merchandise-minded 
group in the country. Witness the 
name of their organization, to which 
about 60 percent of the licensed 
plumbers belong—it is the ‘‘Merchant” 
Plumbers’ Association. Many a 
plumbing concern in Los Angeles has 
a location, showroom, display, sales 
force, and service organization that 
would make many appliance dealers 
envious. A great many of the mer- 
chant plumbers there have been as 
active in selling the piped-in appliances 
as any of the electrical dealers. 

Two outstanding reasons for the 
sales-mindedness of the Los Angeles 
plumbers are John Sullivan and John 
B. Reeves. The former is head of the 
issociation, the latter is editor of a 
regional trade paper, Western Plumb- 
ing and Heating Journal. Both these 
men have expressed their opinions on 
the installation problem—Sullivan in 
in interview with this writer, Reeves 
through the editorial columns of his 
publication. 

(Continued on page 96) 


“WELL, OUR SHOW WORKS A LITTLE IN REVERSE—IF THE CONTESTANT MUFFS THE 
QUESTION, HE OR SHE MUST BUY A WASHER, REFRIGERATOR OR OTHER APPLIANCE.” 


Glueck: 
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Strength! 


STRONG! 


The chains with each link inter- 
locked with its neighbor are 


Links which are taped or tied to- 
gether are useless as tire chains. 


INTERLOCKED...means strength... That’s why it is important 
to know that only the New OLIN radio “B” batteries have INTER- 
LOCKED flat cells. Other brands of radio flat cell “B’”’ batteries are 
bound or linked together with paper tapes or other type wrappings. 


FLAT CELL™'B” BATTERIES...with Activated Chemicals 


Exclusive Pat- 
ented U. S. Pat. 


There’s Nothing Like Them...They’re the = ge 
ONLY Radio “B” Batteries in Which Each Cell Interlocks with Its Neighbor 


THEY ARE BETTER IN 6 DISTINCT WAYS 


] Only OLIN INTERLOCKED flat cells are Triple Sealed under FIXED PRESSURE 
.. (a) insuring against power leakage 
..(b) gives each battery dimensional stability not found in other brands— 
this feature is vital. 


Each Cell Holds More Power-Producing Chemicals. 


No Waste Space. 


Olin Industries, Inc. 

Electrical Division 

New Haven, Conn. 

Dept. E-2. 

Mail me at once—no charge—Counter Display and 
Window streamer. [] BOND-OLIN or (] WINCHES- 
TER-OLIN. (Check brand desired.) 


91% Less Soldered Connections ...Really Reduces Battery Failure. 
Result of WAR-TIME Electronic Research. 


Tested and Approved by Leading Radio Manufacturers. 
Available only in the 


ou & WS N 


of OLIN INDUSTRIES, INC., Electrical Division, New Haven, Conn, (L——~—~~~—~~~~—~~-~~-~-—~—~-~—~-~-—-—-~~-~--~--~-—-— 
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Your big chance catch 


estimated sales figure 
for this year’s electric 
blanket business 


General Electric Automatic Blankets offer great Christmas 
opportunity to finish the year in a burst of selling glory! 


Tie in with big magazine and radio campaign—use specia! 
Christmas sales helps! 


ie yEAR, retailers boosted their total sales figures way up with a 


whopping big Christmas gift business on General Electric Automatic 


Blankets! 
This year promises to break all past records! 
7 So, beginning right now—today—get in on this big chance to make 
x r . 
Fe your end-of-the-year blanket sales mount. You've got everything it 
fi takes to help you get your share of that tremendous “top” figure quoted 
above. Just look... 


3K Quoted in Retailing Daily 
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4-color magazine pages, 
including special gift ad! 


Through the fall season, eve-catching full-page advertisements in four 
colors have been telling the world about General Electric Automatic 
Sleeping Comfort! Appearing in top-circulation magazines like Life, 
Good Housekeeping. House Beautiful, National Geographic. 

And just in time for Christmas gift hunters, there's a special G-E 
Automatic Blanket ad headlined, ~Gift idea that'll get thank-yvou’s all 
winter long!” 


Available Now... 
Christmas Portfolio— with 
gift-selling helps! 


Included— A beautiful counter card featuring 
a timely four-color gift ad on General Electric 
Automatic Blankets. Christmas window ban- 
ner. Direct mailing pieces (four of them). 
Christmas-gift mats in a series of four (for 
local newspaper ads). Batch of radio spot eee 
commercials. Order now from your G-E Auto- 

matic Blanket Distributor. 


A product that’s been tried and 
found wonderful! 


General Electric made its first Automatic Blanket in 1936—now has more 
than half a million users singing the praises of this grand way to sleep 
snugly under one light cover! Offers a complete line—one- and iwo-control 
models, double and twin-bed size. Four lovely pastel colors. 

Get full information on how to make the most of this great sales-builder 
from your General Electric distributor now. General Electric Company, 
Appliance and Merchandise Department, Bridgeport 2, Connecticut. 


November 22 Is 
Automatic Blanket Week on 
“The General Electric House Party” 
Yes, for one whole week, General Electric’s famous 
coast-to-coast radio program, “The General Electric 
House Party.” will feature Automatic Blankets; also. 
frequent and timely mentions throughout the peak 
Fall sales season. 
This is your opportunity to cash in on this nation- 
/ wide sales effort. Plan on: window displays, local 
: tie-in advertising during “The General Electric 
House Party” Automatic Blanket Week. 
| 
“Covering Sleep-happy America’ 
i Approved by Underwriters’ Laboratories, Inc. 
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THE FIRST AUTOMATIC ELECTRIC WATER HEATER 
LEADS WITH SALES APPEAL 


gives you a big, 4-foot HOT- 
CENTER CONVECTOR extend- 
ing the entire length of tank. Scien- 
tifically designed for convection 
action. Heats water continuously as it 
swings upward along full length of 
HOT-CENTER CONVECTOR. De- 
livers more 150° water faster! Re- 
duces liming and scale formation. 


> 
Only in epco 


specifically for water heater use. 


do you find patented Snap-Action Immersion 
Thermostats designed and made by SEPCO 


and Only 


has the unique Helical Diffuser that 
breaks up surge of incoming cold 
water, spirals it gently to proper 
heating position. Avoids premature 
mixing. Guarantees maximum with- 
drawal of hot water for all tank sizes. 


Immersed 


in water for instant, positive reaction to tem- 
perature change. Assure plenty of hot water 


at the right temperature. 


Add these famous features to the SEPCO 
voltaic Magnesium Rod for longer tank life, the 
easy-to-reach drain valve, the 3” Fiberglas 
insulation, and the SEPCO 10-year guaran- 
tee and you have a sales array that can’t be 
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Specialists in Electric Water Heaters exclusively 
.. « FOR OVER A THIRD OF A CENTURY 


matched in the electric water heater market 
today! 

Get the facts about matching—and beating 
—water heater competition in your territory 
every step of the way. Write today. 


NOVEMBER 1, 


Solving the 
Plumber Problem 


CONTINUED FROM PAGE 92 =m 


Reeves has kept constant pressure 
| on his plumber readers to watch care- 
fully the cost of installing equipment 
for other dealers. ‘Two years ago he 
offered $100 as a prize to the plumber 
who could show that his overhead on 
repair or remodeling work was less 
| than 35 percent. He stjll has the $100, 
| and in July he reinstated the prize for 


| the first plumber whe could pay 
| journeyman rates and furnish the 
| labor to install some other dealer’s 


fixtures and materials at the prevail- 
| ing service charge of $3.50 an hour. 
A month later no plumber had yet 
| claimed the prize. Said Reeves in an 
| editorial in his July issue, 
| plumbers doing service work are in a 
| tough spot, and . . . it is almost im- 
| possible under present conditions to 
| raise service charges to the point 
| where they will show a decent profit. 

The best they can hope to do is to try 
to break even on labor and make a 
decent profit on the sale of material. 
The point is, why take the profit you 
make on the sale of material, in your 
regular trade, and lese it by installing 
material on which yeu had no oppor- 
tunity to make any profit?” 


There’s a Solution 


John Sullivan, who was instrumental 
in getting that association to change 
its name from “Master” to “Mer- 
chant,” says that this cost factor can- 
not be overlooked in the discussion of 
why many plumbers will not handle 
installations for other types of dealers, 
but, unlike so many men in positions 
similar to his, Sullivan does not think 
the situation is hopeless and he believes 
that there is a solution that will be 
mutually profitable to both the plumb- 
ing industry and the electrical dealers. 
He said that the question of a mer- 
| chant plumber installing other dealers’ 

equipment must take into considera- 
| tion these cost figures—the journey- 
man plumber’s scale is $2.50 an hour; 
the accepted overhead for the con- 
cern is 35 percent; the normal profit 
is 10 percent. Put together it means 
that the merchant plumber must charge 
| $4.55 an hour for all work in which 

he does not make a profit from the 
| sale of the equipment and materials. 
This is too high a price te charge the 
customer. 

What does this head of an active 
| merchant plumbers’ association think 

the appliance retailer should do in 
order to get piped-in appliances in- 
stalled? He recommended that the 
appliance retailer work out an arrange- 
ment with a small, local, jobbing (non- 
display) plumber, preferably one that 
does mog¢ of the work himself. Work 
out an arrangement with this plumber 
that makes each installation profitable 
to the plumber and reasonable to the 
public. But make the arrangement 
with the plumber a serious and long 
range business deal. Do everything 
to throw other plumbing business to 
him. Work with him as one business 
man to another, and you both can look 
to the development of the piped-in 
appliance business as something that 
will profit both. 
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Next, show how bakelite handle is 
equally comfortable for right- or 
left-handers. Then demonstrate thumb- 
tip temperature dial with choice of heats 
from RAYON to LINEN, plus OFF. 


LOOK! THE EASY WAY TO SHOW AND SELL 


make 


No other iron has this fool-proof, swivel-attached cord that fol- 
lows every stroke perfectly, avoids tangling. So demonstrate this 
exclusive Manning-Bowman feature first, and tell customer, “See? 


The Iron-That-Wags-Its-Tail !” 


Be sure to call attention to the neat 

point and beveled edge that iron 
smoothly around buttons, pleats, seams. 
Note the attractive chrome finish—per- 
fect balance—even, automatic heat. 


4 | Then tell your customer about the 
rest of Manning Bowman’s quality 

family: toasters, percolators, broilers, 

automatic grills, waffle bakers, heating 

pads. You may make another sale! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. @ In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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edvertising cempaign is 


ving ut of every 3 custom- 
your commenity, reaching LOCAL NEWSPAPER ADVERTISING 
at the peak of the Christmas Te 
season. Make ~®M~’s national ad- 


vertising your advertising! 
Tie in when the big 
advertisements break—fea- 
/ ture fast-selling, nationally- 
/ known ~“KM~ appliances in 
your local newspaper adver- 
tising. -KM~ supplies all the 
mats you need—free! 


Bring powerful ad- 
vertising even closer to your 

customers—build eye-catch- 

ing window and store dis- ( 

plays featuring the 
- appliances that more people 
in your community will be 
looking for this Christmas 
season! 
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WINDOW AND STORE DISPLAYS 


‘THESE MAGAZINES REACH THOUSANDS 


| 


in yourown town! Full-color 
pages in Saturday Evening 
Post and This Week—more 
big advertisements in Good 
Housekeeping, Better Homes 
and Gardens, Ladies’ Home 
Journal, House Beautiful, 
House and Garden—reach- 
ing millions of homes across 
the nation! 


DEMONSTRATIONS 


of “KM~’s kitchen miracle- 
worker, the unique 
Liquidizer—the Speed 
Iron with the famous Magi- 
kurve—the “KM~ Steem-R- 
Dri Iron—the Waffle 
Baker. Your distributor will 
help you arrange demon- 
strations. 


KM: BEAUTIFUL MAILING PIECE 


Packed with gift sugges- 
tions! Send it to your cus- 
tomers—remind them that 
you have the “KM~ appli- 
ances they’re reading about 
in their favorite magazines. 
“KM~ supplies this mailing 
piece at co-op rates—and 
there’s a space for your 
imprint! 


TIE IN Now! Start early—to build Christmas 
sales and profits with the -—KM~ line! Write —KM_, 
or see your KM~ distributor, for the material you 
need to make this campaign your campaign — for 
your biggest Christmas profits ever. 


KNAPP-MONARCH CO. 
ST. LOUIS 16, MISSOURI 
World-Wide Distributors 


Philco International Corporation 
50 Broadway, New York 


Exclusive distributors in Canada: 
Crown Electrical, 
Brantford, Ontario 
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IF SERVICE EXPENSES ARE 


Get a Direct Dealer Franchise for 
WOMAN’S FRIEND WASHERS 


BUILT BANISH 
BREAKDOWNS 


® Exclusive solid brass 
agitator post 


® Bronze bushings at 
constant wear points 


*No pot metal 
working parts 


© Steel cut gears 


®Heavy cast iron 
transmission case 


e@ The ONLY washer witha 5 year guarantee! 


@ Famous for QUALITY for over 47 years! 


WASHER 
FINDLAY OHIO 
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Sidelines Help Support Major Appliance Selling 


the 100 percent increase in store traffic 
which Fyock estimates he has obtained 
since he added the various sidelines. 


Displaying Appliances 


With his carefully-selected sidelines 
helping to pay the rent for his Main 
Street location, Fyock has been able to 
have an appliance store that would do 
justice to a large city. 

Two-thirds of the nearly full glass 
front of the store is used for appliance 
displays, the other third for one of the 
sidelines. A complete G-E kitchen and 
laundry line the left wall of the store, 
with low display counters in the center 
so that traffic to the paints, hardwares, 
etc., located on the right, can get a full 
view of the appliances. Housewares 
blend with the traffic appliances in the 
center of the floor. Traffic to the office, 
service department, etc., passes straight 
through the store, with appliances on 
the left, paint and hardwares on the 
right, and a modern radio room to the 
left rear. 

Fyock has made a specialty of radio, 
featuring it in a 13 x 17 ft. room with 
an eight-foot ceiling. In this carpeted 
room, with living room style of decora- 
tion, comfortable chairs, floor lamp, 
mahogany table, Fyock presents the 
G-E line of radios including the ex- 
clusive G-E Musaphonic combinations. 
Because the limitations of his mar- 
ket area, snuggled between two of 
the Oregon mountain ranges, don’t 
justify a full display of Musaphonic 


' models, he supplements his limited dis- 


play with framed photos of the various 
models shown in appropriate living 
rooms. 

Although rural homes make up a 
large part of Fyock’s market potential, 
he has been doing an excellent and 
profitable job of selling G-E kitchen 
equipment. Utilizing the kitchen de- 
sign service offered through G-E Sup- 
ply, Portland, he sold six complete 
electric kitchens and 35 dishwasher 


sinks during the first six months of 


CONTINUED FROM PAGE 45 


SPECIAL ATTENTION to radio, with this 
13 by 17 foot area in living room style, 
has helped make Fyock’s G-E and G-E 
Musaphonic radio lines profitable. Photos 
on wall, left, show Musaphonic styles in 
living room settings. Bookkeeper Ceona 
Gaston turns on a Musaphonic to provide 
music background for store, draw atten- 
tion to radio room. 


1948, and expects to go far beyond that 
record during the last half of the year. 
It is big business for a store in a 
limited market area, with an appliance 
inventory of about $16,000, but it has 
been made possible for Fyock because 
he knew what he wanted—a big-time 
appliance store—and he worked out a 
way to get it—by developing the side- 
lines that would make his Main Street 
location possible, that would share the 
rent of a store large enough to give 
adequate display to the appliances, that 
would provide him with a constant 
floor traffic of people who buy ap- 
pliances. End 


“THIS IS A REAL OLD ONE OF ME—TAKEN SHORTLY AFTER WE WERE MARRIED.” 
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RECORD PLAYER 


Plays ten 12” or twelve 10” 


Long Playing records 
automatically. ..intermixed 
th this 
ber Fully Autometic—Single Tone Arm 
~ for both standard and LP records 
yles in 
Ceona 
rovide 
atten- | 
id that 
year. 
in a The new “micro-groove” record has revolution- 
— | ized the radio-phonograph . . . made it almost 
ecause overnight into a great new instrument. 
g-time 
om 3 And once more it’s Stewart-Warner that gives you 
Fat all its benefits with PLUS value. The new Stewart- 
inn tie Warner 2-speed changer gives you up to 4 hours of 
9 give continuous entertainment from the new records... 
pote yet is quickly and easily changed to play standard 
ap- discs in the usual way. 
End 
Stewart-Warner 2-speed changer replace- 
— ment units will be available for Stewart- 
Warner combinations now equipped with 
single-speed changers. Ask your distributor 
for full information. 
‘ } 
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M. HEDGES MANUFACTURING COMPANY, INC. 


AUTOMATIC ELECTRIC 
HOT WATER HEATERS 


The 
¢-0-M-P.-L-E-T-E 


RE cther-tine of cutomotic electric 
water heaters gives you this combination of advan- 
tages: Complete line . . . the sizes and shapes your 
customers want... plus... tep grade construction, 


EL—100-D ........ 100 gallons Be 
El— 80-D ......... 80 gallons design and finish . . . all essentials with mony Mertiand NU 
66-D ......... 66 gallons extras built in by the manufacturers whe are 
Sizes for large home, large 
family, many hot water using water heater specialists plus price 
eppliances. TEL—45-D .........45 gollons structure low enough to give you a 
For medium hot water demands competitive edge. There's 
. shapes to fit location of § ; 
heater in home. @ sure fire profit set up | om 
a ot 
the Mertland decler, Not 
coupled with customer 
Smal! hot water usage, shapes to sotistaction . .. the combi- Ges 
fit individual preference. nation you're looking for. : Ath 
Not 
15 gallons Cor 
10 gallons No 
For special uses .. . offices, doc- 
' tors, dentists, summer comps or 


® This is a general indication of how the Mertland line 


is sized to meet varying needs for hot water. To figure accurately 
the size water heater to sell your customer, request the Mertland book: 
‘Why You Need a Mertland Automatic Electric Hot Water Heater."’ This book 


gives an accurate method for determining the proper size for any given family. 
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cottages. 10 gal. size plugs into 
regular 110 volt current. 
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Scheduled Meetings 
NATL. ELECTRONICS CONFER- 
ENCE 


November 4-6 
NATL. ELECTRICAL MERS. 
ASSN. 


Annual Meeting 
Hotel Traymore, Atlantic City, N. J. 
November 8-13 


SOUTHEASTERN ELECTRIC 
EXCHANGE 
General Sales Conference 
Atlanta Biltmore Hotel, Atlanta, Ga. 
November 10-12 


NATL. FARM ELECTRIFICATION 
CONFERENCE 

Congress Hotel, Chicago, Ill. 

November 17-19 


AMERICAN FAIR TRADE 
COUNCIL 
Annual Meeting 
Waldorf-Astoria Hotel, New York 
November 18 


NATL. ASSN. OF REFRIGERA- 
TION CONTRACTORS 
Annual Convention 
Hotel Sherman, Chicago, lil. 
November 18-19 


NATL. ELECTRICAL 
CONTRACTORS ASSN. 
Annual Meeting 
Roney Plaza Hotel, Miami, Fla. 
Nov. 30-Dec. 3 


NATL. MATERIALS HANDLING 
SHOW 


American Society of Mechanical En- 
gineers and Material Handling In- 
stitute 

Convention Hall, Philadelphia, Pa. 

January 10-14 


CHICAGO JANUARY MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 

January 3-15 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 

Natl. Housewares Mfrs. Assn. 

Navy Pier, Chicago, III. 

January 13-20 (not open Sunday) 


INTERNATIONAL HEATING & 
VENTILATING EXPOSITION 
American Society of Heating & Venti- 

lating Engineers 
International Amphitheatre, 
Chicago, Ill. 
January 24-28 


THIRD ANNUAL FLORIDA 
ELECTRICAL EXPOSITION 
Tampa, Florida 
February 1-12 


Edgewater Beach Hotel, Chicago, Ili. 


August Appliance Output Surges Back; 
All Lines But Refrigerators Advance 


Television hits new 


1948 monthly 


high; ranges, vacuum cleaners, washers, 
ironers and radio all show increases 


ANCE production during the 
month of August charged back 
from the July decreases as the onward 
march toward higher output resumed 
its course in the electrical appliance 


’ field. All lines except refrigerators 


displayed sizable gains with notable 
advances registered in television, range 
and washer units during the month. 


Video Output Best Yet 


The anticipated strong fall set pro- 
duction in the radio and television field 
was previewed during August as tele- 
vision set manufacturing reached a 
new record monthly high of 64,953 
units, an increase of nearly 10,000 
over the July output. This new figure 
was 428 percent ahead of last year’s 
August total of 12,283. The Radio 
Manufacturers Assn. reports that the 
average weekly production of 16,238 
telesets during August marked a boost 
of 51 percent over the weekly output 
for the first six months of 1948. The 
August set manufacture liited the 
January-August totals in television for 
1948 to 399,938 units which is 482 per- 
cent more than last year’s mark of 
68,679 for the same period. 


Radios On Upswing 


Meanwhile, radio sets of all kinds 
aggregated 870,044 units during Au- 
gust as against 627,349 sets in July. 
Combined FM-AM< set production to- 
taled 110,879 units for the month, the 
heaviest output on this type of set 
since last March. First eight month 
totals for 1948 indicate an overall pro- 
duction of 881,180 units of this kind. 
Production of automobile and portable 
radios was 256,594 and 178,323 units, 
respectively. AM sets upped to 759,165 
units during August as compared with 
552,361 during July for a total of 
8,082,736 sets during the January- 
August period, 

However, combined production on 
radio and television sets of all types 
only amounted to 934,997 units during 
August as compared with 1,265,835 
sets a year ago, which represents a 
loss of 26 percent. Overall production 
for the first eight months, likewise, 
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totals only 9,363,854 units as against 
11,031,985 for the January-August pe- 
riod in 1947, a drop of 15 percent. 
These statistics unquestionably reflect 
the shift from radio to television set 
manufacturing. Yet, the 934,997 total 
for the month was definitely superior 
to the 683,438 mark for all sets estab- 
lished the previous month. 


Ranges And Washers Strong 


Electric ranges leaped to 119,460 
units during August, according to the 
National Electrical Mfrs. Assn., for 
the third best production month of 
1948. The August total registered 34,- 
815 units higher than the 84,645 mark 
for July for an output of 119,460 units. 
This was 72 percent more than the 
69,131 figure in August, 1947. Eight 
month totals for this year came to 
875,128, which is 40 percent over 622,- 
185 for the corresponding period a 
year ago. 

Standard washing machines _in- 
creased their output by 35,988 units 
during August for a total of 362,169 
as compared with 326,181 in July, 
1948. The August total represents an 
advance of 29 percent compared with 
279,229 washers manufactured during 
August, 1947. Eight month totals in 
1948 indicate a boost of 27 percent over 
the same period in 1947, 2,948,125 
washers as against 2,315,694 last year. 


Refrigerators Dip 


Refrigerator production dropped to 
294,559 units during August from the 
370,970 total of the previous month, 
which represented the second lowest 
month in output for 1948. However, 
the August production mark was 37 
percent better than the 213,901 total 
for the same month in 1947, NEMA 
reports indicate an overall production 
of 2,682,052 boxes during the first 
eight months of 1948, which is 36.23 
percent higher than the 1,968,792 total 
for the January-August period in 1947, 

Vacuum cleaners advanced to 237,- 
194 units during August as compared 
with 222,478 produced the month be- 
fore, according to industry estimates. 
However, the August total in 1948 


was 14 percent less than the same 
month in 1947, which saw 277,280 
vacuums turned out. The eight month 
totals for 1948 aggregate 2,270,124 
units, which is five percent below the 
2,388,449 mark for the same period in 
1947, 


lroners Show Advance 


Ironer output increased to 35,203 
units in August, an advance of 8,524 
ironers over the 26,679 mark of the 
previous month. Yet the August fig- 
ures for 1948 were 26 percent lower 
than the 47,577 total for the same 
month in 1947. Likewise, the 332,451 
eight month total for this year rates 
7 percent less than the 357,797 output 
for January-August, 1947, 


Annual NEMA Conclave 
Nov. 7-12, Atlantic City 


The 22nd annual meeting of the 
National Electrical Manufacturers 
Assn., New York, N. Y., will be held 
in the Hotel Traymore, Atlantic City, 
N. J., November 7-12 inclusive, ac- 
cording to a recent announcement from 
the association. A complete program 
has been prepared and mailed to mem- 
bers. 


Perfect Housewife 


THE CROWN of “Mrs. America” and 
a Tele-tone television set are presented 
to Maria Strohmeier of Philadelphia, win- 
ner over 30 finalists at the recent contest 
held in Asbury Park, N. J. Mayor Smock 
makes the award. 
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ventilators. . 


A PRODUCT OF 


You can now sell your customers new FASCO 
regardless of whether they have 
large, average, or small size kitchens, built 
with standard, thick, or thin wall construc- 
tion. Two sizes, three models, many quality 
advantages, and amazing low price enable 
you to obtain volume sales of FASCO ven- 
tilators at an attractive proft.** 


**8” Models Sell Retail For Only $24.95 Incl. Tax. 


(SLIGHTLY HIGHER In THE WEST) 


Gentlemen: 


EM-3 


Please send complete information on the New FASCO 


Automatic Kitchen Ventilators, dealer sales literature, and 


displays. 
Name 
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Freezer Growth Painful 
But Steady, Says Smith 


Reports 800,000 units 
have been sold since ‘45 


HE home freezer industry has 

been undergoing a painful but 
steady growth, according to a recent 
review of the business by G. H. Smith, 
vice-president and general manager, 
Deepfreeze Division, Motor Products 
Corp., North Chicago, Ill. Mr. Smith 
remarked that at the end of hostilities 
with Japan, some 400 manufacturers 
had planned to enter the home freezer 
field, and that over 185 firms finally 
did begin to build units. However, he 
states that, according to recent sur- 
veys only 58 manufacturers are cur- 
rently turning out some type of freezer. 
Of this number, according to Mr. 
Smith, not more than 24 are a factor 
in the business. Furthermore, he pre- 
dicts that, in time, only those who can 
compete in design, price and merchan- 
dising will survive. 


Freezer Education Progress 


It cannot be denied that millions of 
people see no need for a service in 
the home that will improve their stand- 
ard of living, not by replacing a less 
desirable service, but by furnishing a 
completely new one. Nor can it be 
disputed that many people have had 
no experience which would help them 
understand the use and benefit of freez- 
ers. Nevertheless, despite the lack of 
orientation on freezers for many fam- 
ilies, great progress has been made in 
educating the general public. Mr. 
Smith observes that since 1945, ap- 
proximately 800,000 home freezers 
have been sold with over 1,000,000 in 
use by the end of 1947. Presently, 
the industry is selling at the rate of 
roughly 800,000 a year, chiefly in the 
larger sizes from 8 cu. ft. and over. 
Mr. Smith commented that sales were 
still being made to the top few fami- 
lies with a moneyed and educated back- 
ground. 


Most Dealers Lack Faith 


At the end of the war, most dealers 
looked upon freezers as a great prop- 
osition. The usual procedure then 
was to buy a few units, any brand, and 
sell them right off the floor to the cus- 
tomer. There were quick sales with 
good profits which greatly pleased the 
dealers who in turn ordered more 
freezers. However, the time came 
when a few were left on the floor, says 
Mr. Smith, and the dealer became 
mentally overstocked. When people 
didn’t walk right in and buy units 
which had never been advertised or 
promoted in any way, he falsely as- 
sumed that people didn’t want freezers, 
and that he had better get out of the 
freezer business. 

The truth of the matter, says Mr. 
Smith, is that the educated people, 
who have been buying freezers, are 
more sold on the item than most deal- 
ers. He says that enthusiasm for freez- 
ers by owners is at a high point, and 
that you seldom can find an owner of 
a good freezer who would not buy 
again and pay as much money for it, 
or more, if necessary. 

The interest in freezers is stronger 
than ever as evidenced by the tre- 
mendous amount of editorial space 
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given by magazines and newspapers 
this year. For example, during last 
year alone, he says that over 37 arti 
cles on freezers and frozen foods ap 
peared in leading women’s service and 
shelter magazines. 


The Virgin Freezer Field 


Actually, says Mr. Smith, the mar- 
ket for home freezers hasn’t even been 
scratched. There are literally millions 
of homes waiting and eager to be told 
a good sales story on why they should 
buy a home freezer. This means, he 
says, that freezers now have to be sold 
because the industry today is right 
where the refrigerator business was 
back in 1920. 

Although some manufacturers con 
sidered the home freezer busines; 
strictly a war time novelty, thre 
years’ experience and the sales of 175 
million dollars for 1947 have con 
vinced most skeptics that the freezer 
industry is here to stay, which cogni 
zance is taking form in extensive plan- 
for aggressive promotion. According 
to Mr. Smith, the present going rat: 
in 1948 should provide 280 million dol- 
lars at retail in home freezer sales 
alone. 

What are the future opportunities fo 
the home freezer dealer? Why should 
he handle and sell home freezers? Why 
is the home freezer business good busi 
ness? Answering the first question. 
Mr. Smith states that the freezer busi 
ness will be the source of the big new 
appliance volume the dealers need 
when the lush market is over and every 
product is back on a competitive basi» 
Furthermore, there are no trade-ins in 
the home freezer trade which is a hig): 
unit sale with good dollar product 
Furthermore, it is a product which can 
be sold to hundreds of satisfied user> 
who buy the dealer’s other products 
It also has a re-entry into the cus- 
tomer’s home with another product 

(Continued on page 108) 


Know Your Nozzle 


WALTER DAILY 
vacuum cleaner division, 
Brooklyn, N. Y., 
new vacuum cleaner nozzle to Fred Meyer, 
(left), sales manager, Chapin-Owen Inc., 
distributor, and Frank Houston, (right), 


(center), manager, 
Lewyt Corp., 
explains his company’s 


recently retired commercial manager, 
Rochester Gas & Electric Co. at a recent 
get-to-gether in Rochester, N. Y. 
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for IMMEDIATE DELIVERY LYON item is of finest custom-built quality. 


to LYON DEALERS \ When the supply of steel allows us to take full advan- 

\ tage of our production capacity, we will have more of these 
highly profitable cabinets to offer retailers. Meanwhile . . . 

\ Some dealers have found it possible to furnish us 

\ with cabinet steel— 22 gauge cold-rolled. In such cases 
we will buy the steel from you and ship kitchen cabinets 

\ promptly— pound for pound~at regular published prices. 


Stainless Steel Sink \ LYO ie METAL PRODUCTS, INC. 
and General Offices: 1121 Monroe Ave., Aurora, Ill. 
Linoleum (steel base) Sink \ Branches and Dealers in All Principal Cities 


Tops with Cabinets 
Lengths 66" — 72° — 84" — 96! 
All 25” Deep x 36” High plus 4” back 


STEEL KITCHEN CABINETS 


e As a LYON retailer, you can offer your customers virtually 
“custom-built kitchens from a package line.’’ Certainly every 


—— A PARTIAL LIST OF LYON PRODUCTS 


* Shelving © Kitchen Cabinets Filing Cabinets Storage Cabinets Conveyors Tool Stands 
* Lockers © Display Equipment © Cabinet Benches © Bench Drawers © Shop Boxes © Service Carts 
* Wood Working Benches ¢ Hanging Cabinets © Folding Chairs Work Benches © Bar Racks © Hopper Bins 
* Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases 


© Flat Drawer Files 

© Tool Trays ¢ Tool Boxes 

Desks Sorting Files 
* Stools © Ironing Tables 
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WO WRINGER IV SIGHT! WO WRINGER ATALLS 


SELLS FOR LESS THAN ANY 
OTHER SPIN-DRY WASHER 


Feast your eyes on Automatic Washer’s gorgeous When it comes to spin-dry washers, Automatic’s new 
new Press-Toe—the first really new development Duo-Spin is in a class by itself. ' 

in wringer washers in years. For one a it’s the only Spin-Dry washer offering 

You Press your Toe to a foot lever in back, and 

presto!—wringer, tub and mechanism are auto- But that’s only part of the Duo-Spin story. Its two 
matically raised, ready for work. When the tubs work together to do the average family wash in an 
washing is done, wringer is swung into proper position, hour or less. While one washes a full load, the other : 

and entire unit concealed in the cabinet again. rinses a second full load, and whirls it to ready-for-the- 

Result—a handsome cabinet washer that doesn’t /ook like Hine dryness in theese Gane. 


What's more, the Duo-Spin’s drier basket spins up to 
one-fourth more water out of clothes than any other 
method. So clothes are lighter, easier to handle, line- 


a washer when not in use. Mounted on casters, it glides 
easily to wherever convenient. Needs no bolting down, 


no plumbing connections. dry much faster. ; : 

Big capacity tub—8-sheet size. Duo-Disc agitator. Full- And the payoff is the price! Less than any other spin- 
View wringer. “Stokes” transmission. Electrically operated ee eee d expect a good con- 
pump. 36 inches high—same as kitchen cabinets. : 


~ Get the whole story now from your Automatic 
Priced to se/l—and make money for you! distributor. 


Both new models nationally advertised in color in Ladies’ Home Journal, 
Better Homes and Gardens, Good Housekeeping 
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It takes a lot of things to make a real washer value. 
Efficient design. Precision engineering. Top quality 
materials. Skilled workmanship. Husky construction. 
The right price. 

Even more important—it takes features women want! 
Time-saving features. Work-saving features. Woman- 
saving features. The kind of features that have made 
AUTOMATIC a washer BUY-word for nearly half 
a century. | 

Features like Automatic’s exclusive DUO-DISC 
Agitator that provides two washing methods. Auto- 
matic’s new and exclusive FULL- VIEW Wringer (on 


the new Press-Toe model). The “Stokes” sealed-in- 


washer value... 


with these two dynamic new models 


oil ball bearing transmission. The big capacity tub. 
The fast-draining pump. The simplicity and ease of 
operation. 

And all these other features that add up to real 
value. The husky, smooth-running motor. The rugged 
construction throughout. The handsome, streamlined 
beauty in gleaming white enamel finish. 

Value? You can’t beat it! Automatic value. And it’s 
sure to mean business for YOU. 

See for yourself. Compare the new Duo-Spin and 
Press-Toe—feature for feature—with any other 
washers on the market. See if you don’t agree too, 


they're today’s best buys in washer value. 


DUO-DISC AGITATOR 
FOR TWO-WAY WASHING 
Standard equipment on both the Duo- 
Spin and the Press-Toe, Automatic’s invert- 
ible DUO-DISC agitator provides two 
washing methods. 

SUBMERGED AGITATION. Duo-Disc 
down for fast, clean, gentle washing of 
ordinary, week-to-week family loads. 

SURFACE AGITATION. Duo-Disc up is 
unequalled for speedy, thorough, careful 
washing of blankets, spreads, slipcovers, 
draperies and other bulky articles. 


Feature for Feature —Automatic’s the Buy! 


AUTOMATIC WASHER CO., NEWTON, IOWA 


FULL-VIEW WRINGER 

FOR GREATER SAFETY 
An outstanding feature of the new Press- 
Toe model, and an exclusive Automatic 
Washer development. Open view for 
greater safety. Big, 2'2-inch balloon 
rolls have non-slip, marbleized tread. 

Fingertip start-stop-reverse control. 

Finger-touch, double bar safety release 
(both rolls stop automatically when pres- 
sure is released). New equal pressure 
mechanism, for uniform pressure at all 
points on rolls. 


Factories at Newton, lowa, and Mason City, lowa 
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“STOKES” PATENTED 

BALL BEARING DRIVE 
Simplicity of mechanism, precision engi- 
neering, husky construction distinguish the 
“Stokes” transmission. Only 5 moving 
parts—all precision machined. Lifetime 
lubrication sealed in at the factory. 

No complicated machinery to get out 
of order. No belts involved. Operates 
smoothly, quietly on pivot ball bearings. 

Another outstanding feature of Auto- 
matic’s beautiful new Press-Toe and Duo- 
Spin models. 
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MODEL 21V 
21 Cu. Ft. Capacity 


. Modern, functional design 

Heavy gauge aluminum cabinets 

. Gleaming white baked enamel finish 

. Satiny aluminum natural finish interiors 


. Backed by 25 years experience in low temperature 
refrigeration 


6. Heavy duty compressors 
7. Large range of models 
8. Priced to sell 


5-Year Food Insurance Plan. 
5-Year Guarantee. 


Write for available territories 


SUB-ZERO FREEZER CO., INC. 


MADISON, WISCONSIN 


THE COMPLETE LINE OF FREEZERS 


PAGE 


AVAILABLE: 


Freezer Growth 


CONTINUED FROM PAGE 104 


Several things must be done to build 
a solid acceptance for the freezer, says 
Mr. Smith. The very first thing is 
tor the dealer to put a freezer in his 
own home. This will enable him to 
get first hand experience on what the 
treezer offers in the way of usefulness. 
He should study all literature, pamph- 
lets and booklets furnished by the in- 
dustry as well as try every experiment 
that is suggested. The next step is to 
train his sales force, making use to the 
fullest extent of the sales training ma- 
terial available to provide an adequate 
sales story for every person involved 
in the sale of a freezer. Unfortunately, 
at the moment, the sales pitch a cus- 
tomer gets in 99 out of 100 stores is 
pathetic. Many salesmen not only are 
completely ignorant about the product 
and its features, but understand even 
less about its use in the home. 


History Repeats 


Mr. Smith recalls the educational 
job performed by thousands of door- 
to-door refrigerator salesmen during 
the late 1920’s and early '30’s when 
men were required to canvass 25 houses 
a day and make presentations on do- 
mestic refrigerators. Their work re- 
quired many call-backs in the evening 
to get both the husband and wife to- 
gether before completing a sale. The 
home freezer business, says Mr. Smith, 
needs the same technique—a return to 
the days of specialty selling. A home 
freezer, he reminds us, cannot be sold 
until both parts of the family are in 
accordance with the purchase. 

Appliance dealers usually have a 
savings story to tell on the product 
they sell. With the home freezer, they 


sions on home freezers are larger than 
on these other products, dealers will 
find the salesman passing up home 
freezer prospects to get at easy sales. 
This, feels Mr. Smith, is particularly 
true of department and furniture stores. 

In conclusion, Mr. Smith observes 
that there are 22 million mechanical 
household refrigerators in use in the 
country today. It can well be that 22 
million home freezers can be sold to 
these same people. Such an opportu- 
nity presents itself but once in a gen- 
eration. He recommends making the 
most of it. 


Rival Cuts Steam Iron 
Price By 10 Percent 


The Rival Mfg. Co., recent pur 
chasers of Waverly Products, Inc., 
makers of the Steam-O-Matic iron. 
have announced a price reduction of 10 
percent on the household iron, accord 
ing to John C. Hockery, comptroller 
The company executive stated that, 
while present production does not 
justify such a cut, the company hoped 
tu receive a nominal return through 
augmented output, adding that “every- 
one should give serious thought to 
holding the line on prices.” He ob 
served that although profits would be 
smaller, the product would not be 
priced out of the market and would be 
within reach of all consumers. 


have the finest savings story ever told | 


on any product, according to Mr. 
Smith. A home freezer will actually 
pay for itself in less than five years 
time, which means that every person 
not owning one today is paying for it 
without getting its convenience and 
benefits. Most of the home freezers 
on the floors of dealers’ show rooms 
today throughout the country stand 
idle, without food, and not operating. 
A successful demonstration cannot be 
made unless the unit is filled with 
various foods which can be frozen. 
Roasts, steaks, orange juice, vege- 
tables, pastries, all foods that go into 
the home freezer should be displayed, 
wrapped in a blanket of zero cold. 
Mr. Smith believes that no one can 
resist a live demonstration or disbe- 
lieve that which he sees for himself. 


Promotion Plus 


The use of display materials, direct 
mail advertising pieces, background 
displays, local newspaper advertising, 
radio spot announcements, and even 
television should be so used to success- 
fully merchandise home freezers. In 
fact, every known means of promotion 
added to real hard-hitting specialty 
selling is required to do the job in 
selling home freezers. 

Today, says Mr. Smith, the salesman 


doesn’t have to sell the need for an | 


electric refrigerator nor does he have 
to sell its use value. He merely sells 
the brand, the features and the prices. 
With freezers, just as once was the 
case with refrigerators, the salesman 
must give a full demonstration re- 
quiring much more sales effort than a 
refrigerator, washing machine, vac- 
uum cleaner or any other accepted ap- 
pliance. Accordingly, unless commis- 
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Westinghouse 


HAS IT/ 


THE View 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 


for pressure 
and pressure canning: 


See page 32 
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ARVIN MODEL 152-T $ 


ry 


ARVIN MODEL 243-T $ 95 * 
Red, Yellow, Green, Ivory 


Smartest colors! Latest styling! Non-breakable 
cabinet! Real su 
beauty and g tone, at a price that will sell 
lots of ’gm! 

Arvin q 
writers’ 


rhet reception with eye-filling 


isplay these gay Arvin colors and 
uality and watch profits climb! Under- 
, too! Perfect for Christmas giving! 


Model 153-T, Ivory, $24.95°* 


Hailed from coast to coast as absolute tops in its 
ea class! Gets amazing distance, sharply, clear- 

with fine tone. Stunning styling i in plastic with 
lighted dial, built-in antenna, genuine superhet 
circuit. Underwriters’ listed. A real sales-builder! 


ARVINS GREAT PROFIT PLAN 


PLUS NEW 
SALES HELPS! 


Arvin’s powerful 
make 1949 your 


ces, chrome trim; shipped 


of a hot deal—with complete sales helps—backed by big Arvin 
ads in Life, Saturday Evening Post, Country Gentleman! Mail 
the coupon now—and commence collecting! 
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95* ARVIN MODEL 160-T $ 95° 
Walnut 161-T, Ivory, $36.95" Walnut 


ISLAND FLOOR DISPLAY! 


r 
commands attention, spurs sales! Gleaming washable 
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ARVIN MODEL 253-T 


ARVIN MODEL 240-P $ 95* 
Model 254-T, Walnut, $17.95* Battery-operated Portable, 
Model 255-T, Ivory, $19.95" Ruby Red 
A joyful eyeful of bright beauty! An unbeatable 
bargain in dependable pa Ruby-red 
plastic, compact size, full tone and good range— 
a real sales-builder to lead off your portable sec- 
tion. Model 241-P, battery and AC/DC, $29.95* 
in red, brown or ivory. Model 244-P, battery and 
AC/DC, $32.95* in exquisite jade green. 


The 1949 value champion! Sharp modern styling 
in plastic with four tubes plus rectifier, built-in 
loop antenna, and superhet performance usually 
found only at a much higher price. Trade cus- 
tomers up from ebony to ivory and boost your 
profit percentage the fast, easy way! 


Compare with any other 5-tube-plus-rectifier set ) ? 


on the market, and watch this Arvin perform 
rings around it! 3-gang condenser, one stage of 
tuned radio frequency, separate tone control. Peak 
value for quality buyers. Underwriters’ listed. ~\_ ° 


*Slightly higher in Zone 2. 
Portables priced less batteries. 


NATIONAL ADVERTISING! Noblitt-Sparks Industries, Inc., Columbus, Indiana . 
rofit plan includes everything you need to Please rush complete facts on your Arvin Radio Franchise, : 
r radio profit year! New Arvin Island Profit Plan and Merchandising Helps! ry 
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A FEW COMBINATIONS 
POSSIBLE WITH ‘HEAD 
ON” FLEXO-STEP* 


These Exclusive “Features 


~ @ FLEXIBLE STEPS are quickly. easily changed 
A to fit the merchandise. No tools necessary. 
sg “Unlimited Flexibility”... see sketches at left. 


@ STREAMLINED DESIGN. Rounded corner steps 
encourages customer traffic to circularize dis- 
play islands. exposing merchandise to more 
sales possibilities. 


@ MORE SELLING SPACE. Using all steps. 
“Flexo-Step” fixtures provide over 50°, more 
selling space than conventional equipment 
in the same floor area. 


@ DISPLAYS ALL MERCHANDISE IN THE “BUY- 

— ING RANGE” where it is easy-to-see and 

easy-to-reach. Your greatest selling power 
. good display. 


@ FLEXO-STEP MAKES DISPLAY JOBS EASIER. 
Anyone can do a good job of display with 
Flexo-Step fixtures. 


@ DURABLY BUILT of strong veneers by expert 
fr fixture craftsmen. Beautifully lacquered, birch- 
sent faced veneer base. Shipped completely as- 
sembled. 


@ LOW IN COST... feature for feature, “Flexo- 
Step” is today’s best store fixture buy! 


*Also available in "Side Unit’ model—same flexibility. 


_ For Complete Details and Prices, Write: 


ADD SALES COMPANY 


714 COMMERCIAL ST.. MANITOWOC, WISCONSIN 
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G-E Haymaker Campaign 


CONGRATULATIONS are extended to A. E. Caignon, Dallas district representa- 
tive, by Webb Theleen, sales manager, Appliance & Merchandise Department, General 
Electric Co. Mr. Caignon was awarded an inscribed desk set for his district, winning 
first place in the company’s recent “Haymaker Campaign” to promote sales of heating 
pads, footwarmers, sunlamps, heat lamps and built-in wall heaters. 


Six million consumers 
added since V-J Day 


The extraordinary post-war growth 
of the electric industry was emphasized 
recently when the 40-millionth cus- 
tomer joined the power lines somewhere 
between Sept. 8-15, it was announced 
by Ernest R. Acker, president, Edison 
Electric Institute. Approximately 1,200 
other new customers throughout the 
country were connected to power lines 
during the working day hour in which 
the 40-millionth consumer joined, re- 
tlecting the fast summer rate average 
which. has helped add more than six 
million customers since the end of the 
war. 

According to Mr. Acker, new clients 
added this vear surpass even the rec- 
ord-breaking pace of 1947. The initial 
six months of 1948 have seen some 
1,123,000 new users added to power 
lines, of which 1,015,000 are rural and 
urban residential customers. Further- 
more, about 86 percent of the total 40 
million consumers are residential and 
rural users, with 13 percent being 
commercial customers such as smaller 
stores, gas stations, shops, theatres, 
and hotels. The remaining one per- 
cent, says Mr. Acker, is made up of 
large industrial plants, electrified rail- 
ways and railroads, street and high- 
way lighting, and government authori- 
ties. 


Available To 97 Percent 


A U. S. Census estimate indicates 
that, of a total 39,750,000 family 
dwellings occupied in the United States 
at the end of last year, about 97 per- 
cent, says Mr. Acker, is made up of 
percent actually take the service. Mr. 
Acker remarked that, although satura- 
tion in the electric industry might seem 
to be here, the new construction of 
homes and _ continued population 
growth should augment the number of 
customers joining the ranks during the 
coming years. 

Over 82 percent of the 40 million 


Power Industry Wins 
40-Millionth Customer 


consumers taking electric service, or 
about 32,900,000, are customers of the 
business-managed electric compafties 
with the remaining 18 percent, or about 
7,100,000, customers of various types 
of government agencies. Of the gov- 
ernment total, municipal electric oper- 
ations account for more than 4,500,000, 
or about 63 percent. The remaining 
37 percent, or about 2,600,000 con- 
sumers, are served by REA coopera- 
tives, state projects and power dis 
tricts. 

Federal projects, such as TVA and 
Sonneville, serve mostly large indus- 
trial users, a very small number of 
ultimate consumers. 


Arthur C. Ansley Forms 
Phonograph Company 


Arthur C. Ansley, founder, and fo: 
20 years president, Ansley Radio 
Corp., New York, N. Y. and Trenton, 
N. J., has announced the formation ot 
a new company, Arthur Ansley Mfg 
Co., Doylestown, Pa. He states that 
he has no connection with Ansley 
Radio & Television, Inc., Trenton, 
N. J. 

The first products of the new con- 
cern will be three portable phono- 
graphs, and four models of record 
playing equipment designed primarily 
for use by educational institutions. The 
competitively priced portable phono- 
graphs will be sold through music and 
radio dealers throughout the country 
while the school models including port- 
able, table, and console units will be 
sold directly to schools through auth- 
orized representatives in each area 
except in New York and Philadelphia 
where the service will be handled 
directly from the factory. 

The new plant, located about 10 
miles northeast of Doylestown, has 
a staff of local craftsmen, who, ac- 
cording to Mr. Ansley, Will turn out 
high-fidelity sound reproducing equip- 
ment, 
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~ABrand-New 
Deepfreeze Home Freezer 
_ with larger capacity at lower cost! — 


Ready for you to sell to your customers now. .. the new 
DEEPFREEZE De Luxe Model C-18 Home Freezer for 
farm homes and larger families. A full seventeen and 
one-half cubic feet for freezing and storage... new in 
design...smart in appearance. 


Incorporates all the famous convenience features that 
make DEEPFREEZE America’s fastest-selling home 
freezer line. Look them over! Compare! No other home 
freezer has so many! Only the DEEPFREEZE home 
freezer has them all! 


FROM 


HOME FREEZER 
HEADQUARTERS 


@ Two separate counterbalanced lids 

@ Three automatic interior lights @ Three ice cube trays with ejector arms 

@ Two positive-action lid latches with Pa 
~~ built-in tumbler locks 

S Two separate storage compartments 

@ One separate fast-freeze compartment 


@ One serving tray 
@ One visible temperature indicator 


@ One easy-to-reach temperature control 


@ Three metal food storage baskets @ Five-year warranty on compressor unit 
@ Four metal food storage dividers @ Five-year food protection plan 


PRICED AT ONLY $599.50, delivered anywhere in the United States! 


Remember this! When you sell the DEEPFREEZE home freezer, you’re 
selling the outstanding name in home freezers . . . the easiest name to sell! 


For details, see your DEEPFREEZE home freezer distributor, or write Dept. EM-118 
DEEPFREEZE Division, Motor Products Corporation, North Chicago, Illinois 


Deepfreeze — the fastest-selling home freezer line 


Deluxe ModelC-10 


De Luxe Model c-18 


installed — $449.50 
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508,700 people the area are LIFE readers! 


(So Hale Bros. ran an Advertised-in-LIFE Housewares Fair) 


1. Every week advertising in LIFE does a selling job on the 508,700 


LIFE readers in California’s Bay Area. Jack Jacoby and Oscar 


Knifsund 


right), 


who are respectively advertising and display 


managers of Hale Bros. Department Store, Oakland, California, 


2. Selecting merchandise from a list of LIFE advertisers, they built dis- 
plays in the Hale windows (above). With the merchandise, they showed 
ads from LIFE, covers, stickers, and other LIFE merchandising material. 
The function of the window was to remind shoppers that “LIFE shows 
you the gadgets your kitchen needs. Hale’s has them. Stock up!” 


PAGE 


112 


wanted to put this sales persuasion to work. Said Jacoby, “We 
planned a Housewares Fair for Hale’s which proved that the adver- 
tising and Modern Living pages of LIFE can be used, and used 
effectively, as a tool for selling at the point of purchase.” 


3. Displays inside the store repeated the reminder that these were the 


items familiar to shoppers through their LIFE advertising. Did it work? 
“Customers not only were impressed by our stock of national brands, 
but bought the merchandise then and there,” said Jacoby. confirming 
what dozens of other merchants have discovered. 


NOVEMBER 


1, 
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4. About like ‘this, Knif 


sund obse 


rved: “Today the public 


is interested more than ever in national brands. Therefore when we work 
with LIFE we have assurance that there is acceptance for the merchan- 
dise with our customers. LIFE displays stop people and interest them . . . 


LIFE carries real impact.” 


5. To complete the tie-in, the housewares department prominently fea- 
tured LIFE-advertised merchandise in demonstration booths and on 
tables. Prove to yourself, in your store, as Jack Jacoby discovered— 
“The advertising and Modern Living pages of LIFE can be used, and 
used effectively, as a tool for selling at the point of purchase.” 


Use this list to put LIFE’s local selling power to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during November 


MAJOR APPLIANCES 
1 Hoover Cleaner—spread, color 
Thor Washer—spread, color 
Speed Queen Washer—l/ pg., c. 
8 G-E Refrigerator & Home Freezer 
—page, color 
Westinghouse Appliances—pg., c. 
Norge Appliances—page 
Lewyt Cleaner—!, page, color 
Modern Hygiene Cleaner— 
Vy page, color 
. 22 Thor Automatic Washer—spread, c. 
Crosley Avco Refrigerator—pg., c. 
. 29 Hoover Cleaner—spread, color 
Westinghouse Appliances—pg., c. 


Nov. 


SMALLER APPLIANCES & 
HOUSEWARES 


1 Art Beck Meat Baster—42 lines 

Saf-T-Hed Thumb Tacks—14 lines 

8 Schick Shaver—page, color 
Sunbeam Toaster—page, color 
Sylvania Fluorescent Lamps 

—page, color 

15 G-E Lamps—page, color 
Bruce Floor Products—!/ pg., c. 
G-E Toasters—!4 page 
Clorox—¥4 page 

22 Gold Seal Glass Wax—page, color 
Proctor Electric Iron & Toaster 

—page, color 

Bruce Floor Products—28 lines 

Nov. 29 Club Aluminum Products—pg., c. 

Schick Shaver—page, color 

Ekco Cutlery—!4 page, color 

Westbend Aluminum Products 
page 

Bruce Floor Products—28 lines 


Nov. 


Nov. 


HOMES & HOME FURNISHINGS 


Nov. 1 G-E Automatic Blankets—page, c. 
Goodyear Airfoam—page, color 
Kroehler Furniture—page, color 
Pacific Sheets—page, color 
Simmons Electronic Blanket—pg. 
Fieldcrest Lace Curtains—]4 page 

Nov. 8 Bigelow-Sanford Carpets—page, c. 
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Lustron Prefabricated Houses 
—page., color 
Nashua Blankets—page, color 
Pequot Sheets—!4 page 
Nov. 15 Cannon Towels—spread, color 
Simmons Beautyrest Mattress 
—spread, color 
Lustron Prefabricated Houses 
—spread 
Glamorugs—page, color 
Fieldcrest Lace Curtains—l4 page 
Thayer Juvenile Furniture—)A pg. 
Nov. 22 Cannon Sheets—page, color 
Englander Mattress—page, color 
Kroehler Furniture—page, color 
Simmons Electronic Blanket—page 
Pacific Mills Sheets—l4 page 
Simmons Ace Springs—¥4 page 
Welsh Baby Carriage—% page 
Ostermoor Mattress—112 lines 
Nov. 29 Lane Hope Chests—spread, color 
Goodyear Airfoam—page, color 
Blue Bird Cedar Chests—'4 page 
RADIOS, RECORDS & INSTRUMENTS 
Noy. 1 Charm Records—page 
Lester Piano—lYy page 
Nov. 8 RCA Victor Instruments—page, c 
Nov. 15 G-E Radios—spread, color 
RCA Victor Instruments—page, c. 
Westinghouse Radio—page, color 
Charm Records—page 
Columbia Masterworks—page 
Farnsworth Television & Radio 
—page 
Young Peoples Record Club—pg. 
Nov. 22 RCA Victor Television—page, c. 
Bendix Home Radio—page 
Hammond Solovox—\4 page 
Nov. 29 Philco Radio—spread 
Westinghouse Radio-Phonograph 
—page, color 
Sylvania Radio Tubes—¥4 page 


JEWELRY, CLOCKS AND WATCHES 


Nov. 1 G-E Telechron Clocks—page, color 
Jacques Kreisler Watch Bands 
—page, color 
Longines-Wittnauer Watches—pg. 


1948 


Ingraham Clocks—'4 page 
Krementz Jewelry—'% page 

8 Gruen Curvex Watch—spread, c. 
De Beers Diamonds—page, color 


CAMERAS AND OPTICAL GOODS 
Nov. 1 Ampro Movie Sound Projector 
+y page 
Graflex Photo Contest—'4 page 


Nov. 


Swank Men’s Jewelry—page, color Noy, § Argus Camera—4 page 
Swiss Watch Federation—page. ¢. — Noy. 15 Ansco Film—\4 page 


Waltham Watches—page, color 


Bell & Howell Camera—'4 page 
Keepsake Diamond Rings—page 


Graflex Camera—l4 page 


Girard-Perregaux Watches— Nov. 22 Ansco Film—l4 page 
/2 page, color Graflex Camera—ly page 
Chocks page Keystone Motion Picture 
Glycine Watches—4 page Equipment—l4 page 
American Jewelers—¥ page Nov. 29 Kodak Camera Equipment—pg., c 


J B Watch Band—, page 
15 Jacques Kreisler Watch Bands 
—page, color 
Art-Carved Rings by Wood—!y pg. 
Gotham Watch—]4 page 
Westclox—l page 
Krementz Jewelry—l% page 


Revere Moving Picture Equipment 
—page, color 

Spartus page 

Graflex Camera—l4 page 


Nov. 


SPORTING GOODS AND TOYS 


Nov. 1 Brunswick Bowling Equi 
Omega Watch—& page rs g Equipment 
> —~page 
Nov. 22 Gruen Curvex Watch—spread, c. es 
7 Lionel Trains—page 

G-E Clocks—page., color 

S Nov. 8 A. C. Gilbert Toys—¥% page 
Harvel Watch—page, color 

S Nov. 15 American Toys—page, color 


Elgin Watch—page 
Mido Watch—]4 page 
Forstner Chain—4 page 
Hyde Park Watch—4 page 
Kelbert Watch—4 page 
Nov. 29 Mickey Mouse Watches—spread, c. 
Jacques Kreisler Watch Bands 
—page, color 
Swank Men’s Jewelry—page, color 
Swiss Watch Federation—page, c. 
Keepsake Diamond Rings—page 
Longines-Wittnauer Watches—pg. 
Ingraham Watch—l, page, color 
Coro Jewelry—Y4 page 
American Jewelers—l4 page 
Krementz Jewelry—l4 page 
SILVERWARE 
Nov. 1! Community Silverplate—page, c. 
1847 Rogers Bros.—page, color 
Nov. 8 Watson Sterling—]4 page 
Nov. 15 1881 Rogers Silverplate—page, c. 
Nov. 22 International Sterling—spread, c. 
Community Silverplate—page, c. 
Nov. 29 1847 Rogers Bros.—page, color 


22 Daisy Targetcer—Y4 page 
Parker Bros. Games—4 page 

. 29 Mobo-Bronco— 4 page 
Model Toys—l4 page 


NOTE: Many of these LIFE advertisers 
have ordered LIFE merchandising helps 
similar to those Hale Bros. finds so effective. 
Ask your suppliers about ADVERTISED- 
IN-LIFE merchandising aids! 


ADVERTISED 


LIFE, 9 Rockefeller Plaza, N. Y. C. 20 
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WITH 


MONEY ORDERS 


You need more customers 


to sell more goods—and 


at? 


Expres? the way to bring them in is 


to let your neighborhood 
know you handle AMERICAN EXPRESS 
MONEY ORDERS. 

Millions of people want them. Recent sur- 
veys show that, once inside your store, three 
out of four customers buy additional items 
on sight! Seeing makes them buy—but 
MONEY ORDERS BRING THEM IN. 


%* Now is the time to install a sub-agency 
for American Express Money Orders. For 


particulars write or phone: 


AMERICAN EXPRESS 


Money Orders 


F. A. FASSIG, Mgr. Money Order Div. 
65 Broadway 


New York 6, N. Y. 


Whitehall 4-2000 
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RMA head predicts great 
future for the skilled 


Television is on the way to becoming 
a big and profitable business for all 
concerned, including the radio tech- 
nician who is prepared to do his share 
of it, Max F. Balcom, president, Radio 
Mirs. Assn., recently told the Town 
Meeting of Radio Technicians in New 
York City. He remarked that more 
than 650,000 television sets have been 
manufactured since the resumption of 
civilian production in 1946. Further- 
more, the industry expects to turn out 
over 750,000 sets in 1948, which should 
mean there will be more than 900,000 
sets in the country by the end of the 
year. Mr. Balcom is of the opinion 
that next year’s output may double that 
of 1948. 

While television unit figures are 
presently far below radio, the dollar 
picture is quite different, said Mr. 
Balcom. He observed that during the 
first half of 1948, the number of tele- 
vision receivers represented only about 
three percent of the total set produc- 
tion but nearly 21 percent of the set 
manufacturers’ dollar volume. He 
added that for the repairman, it was 
like turning from the repair of bicycles 
to servicing automobiles. The arrival 
of FM as well as the Citizens’ Radio 
Service has tremendous potentialities 
for the service man who is qualified, 
Mr. Balcom stated. 


Role of Town Meeting 


He said that the RMA believes that 
municipal licensing is not the panacea 
needed to eliminate servicing abuses 
that have been practiced by a very 
small minority of servicemen. He 
described the Town Meeting as one 
of the industry’s answers to the 
charge that nothing had been done to 
rid the ranks of incompetent and un- 
scrupulous people posing as service- 
men, who, by their actions, bring dis- 
credit on the whole service trade. Mr. 
Balcom told the group that the meeting 
has a beneficial aspect beyond offering 
technical and business information 
since it brings the interests of manu- 
facturers, broadcasters, distributors, 
dealers and technicians closer together, 
producing benefits for all concerned. 

The first meeting was held as an ex- 
periment in Philadelphia last January. 
Additional meetings are scheduled for 
Boston, Atlanta, Los Angeles and 
Chicago. 


Service And Sales 


W. L. Parkinson, manager, technical 
service section, receiver division, Gen- 
eral Electric Co., told another session 
that “the sale of television receivers is 
directly dependent upon the service 
provided. Sales can only increase as 
fast as radio service industry assumes 
the service obligation. The problem 
now is not how fast can we sell tele- 
vision receivers, but how fast can we, 
the service industry, install and provide 
service”. He predicted a sale of ap- 
proximately 120,000 video sets in the 
New York metropolitan area within 
the next six months. 

Mr. Parkinson stated that the time 
is not too far off when the need for 
factory supervised service will no 
longer be necessary. He observed that 
during the past two years, the repair- 


Balcom Sees Television 
_ Bonanza For Servicemen 


man have made great gains in tech- 
nical knowledge as manufacturers have 
invested much money in_ televisior 
training for the service industry. 


Video Output 100,000 
Monthly, Says Carmine 


Output of television sets in the 
country will hit 100,000 a month by 
the last quarter of 1948, according t 
a recent statement by James H 
Carmine, vice-president, distribution 
Philco Corp. 

Mr. Carmine told the Federated Ad- 
vertising Clubs of Chicago that in 
New York City alone, sets are being 
installed in private homes at the rate 
of 1,000 a day, which number, he feels 
will increase greatly almost immedi- 
ately. Mr. Carmine remarked that, 
while New York was still the nation’s 
television center because of the large 
number of stations on the air there 
and the diversity of shows for people 
to look at, nevertheless the middle 
western television service area includ- 
ing Chicago, Cleveland, Detroit, To- 
ledo, Milwaukee, and St. Louis, will 
soon develop into a second important 
network, 

Mr. Carmine commented on Philco 
television production, which he stated 
was well over 4,000 a week or 200,000 
a year at present. This is expected 
to jump to 8,000 a week or 400,000 a 
year by the latter part of 1948. Fur- 
thermore, Philco is planning to in- 
crease production to 10,000 sets a week 
in the early part of 1949, It is ex- 
pected that the dollar volume of video 
production will exceed the company’s 
radio business within the next three 
months. At present, Mr. Carmine said 
that there were 34 television stations 
on the air as compared with 18 at the 
beginning of the year with a present 
potential audience of 50,000,000. By 
the start of 1949, he stated that 65 sta- 
tions may be on the air with a potential 
audience of about 65,000,000. 


Protecting Bill of Rights 


PRICELESS DOCUMENTS on the Free- 
dom Train are protected from moisture 
by twelve new Frigidaire dehumidifiers 
installed in three document cars. In- 
specting one of the units are Lee Clark, 
assistant general sales manager, Harry 
M. Kelley, appliance sales manager, and 
Phil M. Bratten, general sales manager, 
all of the Frigidaire Division, General 
Motors Corp., Dayton, Ohio. 
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ACQUIRES 
FROSTAIR 


1948 


America’s 


ONLY 
Duplex 


Refrigerator 


As part of a general expansion program, we are happy to 
announce the purchase of Frostair—the two-in-one refrigerator 
—a real profit maker for dealers. 


Frostair is both a refrigerator and a home freezer in one cabi- 
net. The 7 cubic foot refrigeration compartment and the 3'2 cubic 
foot home freezer are powered by a separate compressor for each. 


Millions of families will buy refrigerators this year. Hundreds 
of thousands want home freezers. Frostair gives dealers a great 
opportunity for sales in both of these big and profitable markets. 


If you are interested in selling Frostair—if you want full infor- 
mation about Deepfreeze, America’s fastest selling line of home 
freezers——if you want one of the greatest dealer propositions in 
the home appliance field, write us today. 


A few distributor franchises are also available. 


FROSTAIR FROSTAIR 


offers all these outstanding features... 


REFRIGERATION 
COMPARTMENT 
® No old-fashioned coil box 
® Cold comes from the walls 


® Controlled humidity retains 
moisture; foods can't dry out 


® Coldis motionless, no trans- 
fer of odors 


® Over 14 square feet of 
shelf space 


® Ninety large ice cubes 


HOME FREEZER 
COMPARTMENT 
®@ Holds two bushels of foods 
® Twin bins for ease of storage 


®@ Bins slide out like drawers 
of filing cabinet 


® Separate doors 


@ No need to open freezer 
when using refrigerator 


® Positive temperature gauge 


DEEDIPEEZE piston, 


Motor Products Corporation, North Chicago, Illinois 
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Beauty 


Useful, Lifetime Gift 
for Wife, Daughter, Mother, 
or Grandmother! 


Wives, mothers and grandmothers who are using American 
Beauty electric irons acquired in their early housekeeping 
days—and there are many—would welcome the modern 
American Beauty adjustable-automatic electric iron as a gift. 

Many younger women, too, appreciate a practical gift, 
such as an electric iron—especially when it is durable and 
dependable. 

And for the electric appliance store or shop recommend- 
ing the American Beauty electric iron there is created a long- 
lasting and favorable recollection. 


333-M 
ESTABtisweEeod 1894 


ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 
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Vacuum Cleaner Mfrs. 
Assn. Marks 35th Year 


Nuffer predicts high 
demand will continue 


The 35th annual convention of the 
Vacuum Cleaner Mfrs. Assn. was re- 
cently held at Hot Springs, Va. Joseph 
H. Nuffer, president, presided at the 
first session, and predicted a continued 
high demand for vacuum cleaners. 
“The dust in American homes,” said 
Mr. Nuffer, “is pay dirt for the men 
who know how to get it out. Home- 
makers of the United States have in- 
vested more than $625,000,000 for a 
total of more than 8,500,000 vacuum 
cleaners World War II, and 
sales are continuing at a rate exceed- 
ing 3,400,000 units annually.” Mr. 
Nuffer commented that kits of clean- 
ing tools used in connection with pre- 
war cleaners were considered at that 
time as a rarity, but are now looked 
upon as standard equipment. He re- 
marked that education in the relation- 
ship of cleanliness standards to the 
preservation of home furnishings, and 
the importance of dust removal in the 
protection of human health, are play- 
ing their part in keeping sales at rec- 
ord breaking levels. * There is also a 
tendency today, he observed, to have 
two cleaners in the home, one for 
heavy duty and the other for lighter 
tasks. 

Although Mr Nuffer warned 
against over-optimism concerning the 
farm market, he pointed out that wide- 
spread electrification in rural areas has 
created immense new markets for vac- 
uum cleaners. However, sales are ad- 
vancing slowly there because of either 
the unwillingness or inability of sales- 
men to invade farming areas possess- 
ing immense potentials in general, but 


since 


vhich, nevertheless, contain only one 
armhouse prospect to every quarter- 
mile or more of highway. 
Frantz Hails Industry 
\fter President Nuffer told of post- 
var production totalling more than 


the industry produced in the last seven 


re-war years, C. G. Frantz associa- 
tion secretary and treasurer for 31 
ears, remarked that in 35 years the 


product, once considered a radical new 
conception in the home cleaning field, 
has been established as an integral pat 
of the home. He observed that wit! 
the number of family units increasing 
at a rate faster than that of the tota’ 
population, and two million familie: 
still doubled up in the country, the in- 
dustry can confidently anticipate a long 
period of sales ahead of all pre-wa 
records. 

Mr. Frantz called attention to th. 
fact that although trade associations 
are decidedly commonplace in Ameri- 
can business, they are also peculiarly 
American in so far as it is the trai: 
of American business men to be trust- 
ing and friendly with competitors a- 
contrasted with the secretiveness an 
aloofness which mark most alien busi- 
ness men. He commented that the vac 
uum association has held to a lifelong 
practice of operation by the member: 
of its own group and has always beer 
used to maintain close personal rela- 
tionship between top executives 
member companies. Striving to en- 
gage only in activities serving the com- 
mon good, Mr. Frantz said that it ha- 
avoided controversial matters and thu: 
negated many subjects which often 
become association problems. 


Zenith Raises Prices 
On Certain Models 


\ price increase on certain model: 
has been announced by H. C. Bonfig 
vice-president, Zenith Radio Corp 
Chicago, Ill. He stated that the boos: 
was forthcoming because of a con 
tinued rise in costs of components and 
cabinets as well as wage hikes. Ac- 
cording to the announcement, the com 
pany attempted to offset the adde 
costs by manufacturing efficiencies an 
increased production. However, certai 
shortages, it was said, have limited the 
success of this policy. 

At the same time, it was announce 
that the company is presenting 14 
hours of music a day over WEFM, 
Chicago, the FM station without paid 
commercials 


AVCO sees Record ‘48 Kitchen Cabinet Sales 


Despite all discouragements in pro- 
curing steel, the kitchen cabinet market 
will have its biggest year to date in 
1948, according to William F. Val- 


accessories, produced in 1947, as esti 
mated by the Steel Kitchen Cabinet 
Institute, a volume of well over $100 
million is anticipated, based on the 


entin, American Central Div., Avco increase of 107 percent in the 1947 
Mfg. Co., Connersville, Ind. With output over 1946’s 1,347,500 units. 
figures of 2,790,000 units, steel cabi- Estimated steel kitchen cabinet 
nets only and not including sinks and _ sales are given as follows: 
STEEL KITCHEN CABINET SALES* 
Increase 
1946 1947 1946 to 1947 
Total dollar sales $60,000,000 $104,600,000 74.3% 
Total number of units 1,347,500 2,790,000 107.0% 
Average unit price $43.80 $37.50 — 
Undersink Cabinets only 
Total dollar sales $41,200,000 $56,600,000 37.4% 
Total number of units 680,000 1,015,000 49.3% 
Average unit price $60.00 $56.00 
All Other Cabinets 
Total dollar sales $18,800,000 $48,000,000 155.4% 
Total number of units 667,500 1,775,000 165.7% 
Average unit price $28.00 $27.00 — 


*Data covers steel cabinets only, sinks and accessories not included. 
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Mr. Chippendale would have said: 
“One of my masterpieces!” 


‘ Mrs. Customer will say: 


“Wonderful for my living room!” 


And you'll say: “Best seller!” 


The new Stromberg-Carlson Chippendale 
is exquisitely designed, proportioned 
and executed in hand-rubbed matched 


mahogany veneers. 


Che 
CHIPPENDALE . 


#1407-PFM 1) New Chromatic Tone Selectors — visual 
FM-AM Radio-Phonograph color guides to fine blending, with sepa- 


rate treble and bass controls 
The Chippendale +1407-PFM is one of 
many superb new Stromberg-Carlson instru- 
ments that are destined to write salesbook 


New Rocket Tuning for FM and AM—a 
flick of the finger to select any station 


history for franchised Stromberg-Carlson New Velvet-Action Record Changer—with 
dealers. Available for early delivery. for automatic stop and Hushed-Point “LT” 
Christmas profits pick-up 


New Signal Maximizer — adjustable an- 
tenna circuit increases signal strength, re- 
duces noise and interference 


New Finger-Touch Service Selectors— 
instant choice of services: FM, AM, rec- 
ord player 


Exclusve “Full-Floating” 12” Alnico V 
Speaker —for superlative tone quality 
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KENT—NO. 640 
24” high, 1” wide 
Retails for $1.50 


COURTLAND-NO. 641 
214" high, 1 9/16” wide 
Retails for $1.50 


TEAM THEM UP 


FOR MORE SALES! 


Sell push 


when you 
sell chime 


Not any old push button. . . but one of these 
beautifully designed, solid forged brass Ed- 
wards De Luxe models. Sell both .. . the new 


vibrating door chime . . . the Edwards Chor- Choice of finishes: 


dette III... with its three delightful musical yang 20d Chrome of 
i Actual Size: 1114” high 

signals, plus a custom styled push button of 5° wide3” deep. 

the same high quality. Retails for $7.95 


These De Luxe push buttons are even 
easier to sell than low priced ordinary push 
buttons, they please customers more, and are 
a lot more profitable! 


Here’s a natural... real related selling that 


builds extra profits and satisfied customers. 

ORDER THEM TODAY FROM YOUR DISTRIBUTOR Wf? biwis 
EDWARDS COMPANY, INC., Norwalk, Conn. , 


In Canada: Edwards of Canada, Ltd. 
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STRATFORD-—NO. 642 
214” high, 1 11/16” wide 
Retails for $1.50 


Truesdell Stresses 
Planned Merchandising 


If the dealer is to survive the rap 
idly increasing competition, he must 
have a planned and consistent mer- 
chandising program with plenty of 
displays, demonstrations, promotions 
and advertising to build and develop 
his prospects, according to Leonard 
C. Truesdell, vice-president of mar- 
keting, Hotpoint Inc., Chicago, III. 
Mr. Truesdell told 60 sales promo- 
tion managers at the recent distribu- 
tor sales promotion managers’ confer- 
ence in Chicago that the dealer thrives 
on good products nationally advertised, 
and it is the job of promotion man 
agers to help the dealer have confi 
dence in the manufacturer, its prod- 
ucts, and its franchise. He remarked 
that the cumulative effect of con- 
sistent display, demonstration, adver 
tising and promotion will mean in 
creased profits at the dealer level. 
Although fast gains have been mace 
in the dishwasher, range, garbage dis 
posal and water heater fields, Mr. 
Truesdell stated that acceptance alone 
will never replace an intelligent, well- 
planned merchandising program. Fur- 
thermore, marketing must keep abreast 
of physical plant expansion through the 
distributor and dealer. 

Edward R. Taylor, merchandising 
manager, told the conference of de- 
signing each promotional piece to fill 
a specific dealer need based on the 
belief that the strongest factory-dis- 
tributor-dealer chain will dominate the 
industry in the long-range market. 
That chain, said Mr. Taylor, must be 
linked by the distributor sales promo- 
tion manager who is the sparkplug of 
the merchandising campaigns. 

H. C. Doss, sales planning manager, 
outlined the functions of the managers 
while George A. Beise, manager of 
market research, spoke on providing 
the essential data to aid effective 
marketing programs. 


HERMAN E. KIRCHNER 


Kirchner Organizes 
Appliance Business 


Herman E. Kirchner, veteran mem- 
ber of the Appalachian Power Co., 
Bluefield, W. Va. and Va., has re- 
signed after an association of more 
than 24 years to form his own ap- 
pliance dealership in Bluefield. An- 
nouncement has also been made of his 
appointment as authorized dealer for 
Frigidaire appliances and commercial 
products for the greater Bluefield 
area, effective Sept. 1. Since his 
arrival in Bluefield 20 years ago, Mr. 
Kirchner has been prominently identi- 
fied with the business and civic life of 
the community. 
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For the first time ever! 


NOW YOU CAN SELL 


ALL THE G-E 


LAMPS YOU WANT! 


G-E LAMPS 
GENERAL ELECTRIC 
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, O need to wait any longer! Now you can 
sell all the G-E fluorescent lamps your 
customers want! 


NOW’S THE TIME to help them fill those empty 
sockets, replace blackened, burned out tubes and 
go ahead with plans for lighting modernization. 


FOR THE FIRST TIME since General Electric 
introduced this sensational new light source ten 
years ago, production has at last caught up with 
the tremendous demand. 


NEW FACTORIES now in operation are turning out =| 
G-E fluorescent lamps by the millions—all manu- 
factured to those high standards of quality that have 
made G-E the first choice of buyers everywhere. 


SEE YOUR G-E LAMP SUPPLIER TODAY. 
And, remember, lamps which 
bear this mark of quality Sell 
on Sight! 
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The thrifty “buyer’s market” is becom- 
ing more apparent each day. Dominion 
Appliances fit into this trend admirably 
because they have modern appeal com- 
bined with basically sound design — and 
the prices are right! 

There will be a greater demand for 
Dominion Appliances this Christmas 
than ever before. The wise dealer will 
place his order early to insure an ade- 
quate supply of these “Family Favorites”. 
Truly, they will be Holiday Highlights! 


Available through reputable distributors 
across the nation! 


DOMINION ELECTRIC CORPORATION 


MANSFIELD, OHIO 
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CORN POPPER — Sure 
to be a best seller! Makes 
delicious popcorn without 
stirring or shaking. Also 
good for warming 
soups, etc. 


POP-UP TOASTER — 
Completely automatic — 
handsomely modern. Two 
slices toasted to taste. It’s 
a breakfast table favorite! 


“GRID-A-BOUT” — 
One set of reversible 
grids. Toasts sand- 
wiches, grills, on one 
side - makes delicious 
waffles on the other. 


WAFFLE IRON — 
AUTOMATIC - 
Tempting waffles 
from this “family 
favorite”. You can 
readily control the 
shade of brown — 
dependably, easily. 


a 


| 
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Frantz Announces Dust 
Separation Settlement 


C. G. Frantz, president, Apex Elec- 
trical Mfg. Co., Cleveland, Ohio, has 
announced the settlement of a million 
dollar lawsuit between the company 
and a former employee regarding a 
revolutionary new principle of dust 
separation and other mechanical de 
velopments to be incorporated in a new 
cleaner. 

Suit had been filed against John W. 
Meader to compel him to live up to 
contract obligations by turning over 
to the firm certain inventions and de- 
velopments which Meader claimed 
were his own. Meader later filed cross 
petitions asking for $1,000,000 dam- 
ages. Agreement between the parties 
resulted, said Mr. Frantz, after weeks 
of testimony which showed that most 
of the inventions claimed by Mr. 
Meader were the work of other com- 
pany engineers. The court ordered 
him to abandon all claims as the com- 
pany paid $17,500 for certain rights 
and inventions which Meader claimed 
he had owned before his company 
affiliation. 

Most of the controversy had cen- 
tered about the dust separation device 
utilizing a separator which operates on 
a centrifugal principal with no mov- 
ing parts and without the various 
kinds of filters used heretofore. Ac- 
cording to Apex, the separation of 
dust and air was shown to be 99.99 per- 
cent effective and will permit the com- 
plete elimination of not only the 
vacuum cleaner dustbag but all other 
types of filters as well. 


HAS IT/ 


THE View 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 


for pressure cooking / 


and pressure canning. 


See page 32 
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REPRODUCER 


Specially developed by Philco in collaboration 
with the engineers who created the amazing 
| 


@ 
The Philco Balanced Fidelity Re- 
0 UW, producer is the remarkable result of 
. long research in the Philco labora- 


tories and close collaboration with 

the engineers who developed the revolutionary 
new 45 minute record. It is specially construct- 

cd and preily balanced to ay nthe recor 
Philco Double Tone Arm Radio-Phonographs unique microscopic grooves. It avoids distor- 
covering every price bracket. tion and wear. And, through proper balance and 
proportion, it permits fullest enjoyment of the 
wide range of tone and “concert hall’’ realism 
which distinguish this new type of recording. 
There’s nothing else like it on the market! 


PHILCO 


PHILCO 1609. Stunning Double Tone 
| Arm Console. FM-AM . . . . $259.50 


PHILCO 1405. Smart tablecombination 


k play LP records. $29.95 
, for LP and Standard records. $129.95 
ING | 
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TAKING OVER FIRST 


ype HING terrific is happening to Speed Queen! From all corners of the nation, the already 
phenomenal demand for Speed Queen washers continues to climb — continues to grow 
and grow rather than subside. 


More and more dealers want Speed Queen — more and more consumers want Speed Queen 
— more salesmen want to sell Speed Queen.it's a rising tide of popular preference, bearing 
all the earmarks of full scale leadership. Here are some of the forces causing this rising tide: 


Product... 
The Speed Queen washer is still the best piece of 


Service... 


Value... 


household equipment to turn out a clean family wash 
in the shortest possible time at lowest cost. Millions 
of women recognize this fact, despite all the adver- 
tising directed at them to the contrary. 


The Speed Queen is unquestionably and indisputably 
“America's No. 1 Washer Value.” It offers the con- 
sumer a double-wall, bowl-tub machine for less 
money than most single-wall, flat-bottom tub ma- 
chines. In addition, Speed Queen's automatic Super- 
Duty aluminum wringer provides a sales-clinching 
climax to every Speed Queen demonstration. 


A Speed Queen dealer profit is a clean 
profit. it is not dissipated in service. 
That's why Speed Queen is getting such 
aggressive dealer push — why Speed 
Queen is building such snowball-rolling 
consumer acceptance. 


National Advertising... 


And back of it all is Speed Queen's 
steady, powerful campaign in leading 
general and farm magazines, supported 
by adealer-help and merchandising pro- 
gram that is as outstanding as the Speed 
Queen washer itself! 


So, looking at the facts, the over-all trend, and barring any unforeseen material shortages to 
hamper production, Speed Queen in ‘49 is fully primed to lead the washer industry in unit sales! 


BARLOW & SEELIG MFG. CO. General Offices: RIPON, WIS. 
Factories: RIPON, WIS., FOND DU LAC, WIS., OMRO, WIS., 


WAUTOMA, WIS., ALGONQUIN, ILL. 


| 

Built by Laundry Equipment Specialists Sinoe 1908 
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Only 


AIR EXPRESS 


gives you 
all these 
advantages 


A combination you don’t get 


with other air-shipping methods 


Special pick-up and delivery at no extra cost. 
Your shipments are picked up promptly when 
you call; fast delivery to consignee’s door. 


You get a receipt for every shipment, and de- 
livery is proved by signature of consignee. 
@  One-carrier responsibility. Complete security. 


Assured protection, too—valuation coverage 
up to $50 without extra charge; 10 cents for 
@ cach additional $100 or fraction thereof. 


These advantages, plus 21 others, make Air Express 
the best and fastest way to ship. Your shipments go 
on every flight of the Scheduled Airlines—repair 
parts, equipment, finished items keep moving to 
where they’re needed. Reach any U.S. point in 
hours. Phone local Air Express Division, Railway 
Express Agency, for fast shipping action. Specify 
“Air Express’’ on orders for quickest delivery. 


FACTS on low Air Express rates 


22 Ibs. machine parts goes 700 miles for %4.73. 

10 Ibs. printed matter goes 1000 miles for $3.31. 
30-lb. carton of new fashions goes 500 miles for $4.61. 
Same day delivery in all these cases if you ship early. 


Rotes include pick-vp ond delivery coor 
te door in oll principal towns ond cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


scHEeDULED AIRLINES oF THE u.s. 
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Largest Picture Yet 


OUTSIDE theatre television is the claim of Television Assemb!y Co., Brooklyn, N. Y 
Firm recently introduced its new custom-built P-520 projection home receiver containing 
520 sq. in. of space and measuring 20 in. by 26 in. The receiver, whose head and 
shoulder shots are actual life size, needs only an 18 in. depth for installation ot its 
deepest point. Annette Warren, Holywood singer, does the demonstrating. 


Some New Appliances Approach 
General Use, Says Gallagher 


10% acceptance marks turning 
point, he tells lowa meeting 


Practical electrical home appliances 
now being purchased in relatively small 
numbers will become an “avalanche 
sweeping into American homes as soon 
as each turns the 10 percent acceptance 
point, beyond which sales traditionally 
begin to move into high saturation 
brackets”, according to W. Neal Gal- 
lagher, head of Automatic Washer Co., 
Newton, Iowa, ex-president, 
American Washer and Ironer Mfrs. 
Assn. His remarks were addressed to 
the final session of a homemaker’s in- 
stitute held as part of the recent Parade 
of Progress project at Boone, Iowa. 


Sell Social Significance 


He cited household ironers, dryers, 
electric blankets and sheets, dishwash- 
ers, garbage disposers and home 
freezers as some of the items currently 
enjoying national distribution and 
nearing the acceptance point where 
they will move into general use. Mr. 
Gallagher observed that many house- 
hold appliances have a social signi- 
ficance, which, if properly emphasized 
by manufacturers, sales departments 
and dealer outlets, would greatly speed 
up this distribution. He mentioned 
that the entire growth and develop- 
ment of the parent-teacher association 
movement, and much of the women’s 
clubs’ expansion, have directly paral- 
leled the adoption of washers in the 
home. In like fashion, purchases of 
vacuum cleaners advanced to new high 
levels when manufacturers began edu- 
cation about the dangers of dust and 
the importance of the health angle. 

The adoption of electrical refriger- 
ators began to increase, and sickness 
caused by faulty care of foods started 
to drop when promotion emphasized 
the existence of a temperature danger 


GALLAGHER: ”. .. an avalanche sweep- 
ing into American homes.” 


zone. He also told of manufacturers in 
the ironer field who present statistics 
on various states and cities which have 
laws compelling employers to provide 
seats for women workers. This has 
resulted in homemakers’ becoming con- 
vinced of the importance of being 
seated while ironing. 

Mr. Gallagher emphasized that afte: 
any device has been bought by one 
tenth of all wired homes, womem buy 
with certainty. There is a response t 
familiar names on appliances as they 
recognize the names of companies 
which they know and trust. This fait! 
is the result of previous experience 
with such firms or because of convinc- 
ing, honest advertising, not to forget 
good word-of-mouth endorsement 
which circulated around the 
country. 
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for both 


TANDARD 


ntaining 


AVAILABLE NOW IN ALL 
ZENITH* CONSOLE RADIO-PHONOGRAPHS 


Zenith’s leadership in radio- r 
phonographs is more detinite than ever - 
with the new Twin Cobra Tone Arms. By. 
Now you can offer your customers 

Zenith radio-phonographs which 

insure them the finest in record 

reproduction from both standard and 

the Long-Playing Records. Furthermore, 
the new Twin Cobra Zenith radio- | 
phonographs are virtually fool-proof 
in operation. The Cobra Tone Arm 
for standard records is maroon in 
color; the Cobra for the new Long- \ 


THE COBRA* TONE ARM REPRODUCES 
LONG-PLAYING RECORDS AT THEIR BEST 


| Yes, the famous Zenith Cobra Tone Arm, 


which makes any record, old or new, 
sound better, is particularly suitable for 
the new Microgroove Long-Playing Rec- 
ords. That is because of the Cobra’s 
exclusive design. There is no bulky pick- 
up device on the end of the tone arm. 


Playing Records is green. The convenient 
Nothing but the tiny cartridge and the two-position switch is marked in color to 
receptacle for it. As a result, the Cobra’s correspond with the Twin Cobras. 
sweep- Simply switch to maroon for standard 
pressure on the record is almost un- or to green for Long-Playing. This is a a 
demonstrable feature. Ask your distributor 
believably light. It tracks perfectly in the about the new Zenith LP models. 4 
irers in tiny microgrooves and reproduces every 
‘atistics 
note that went into the record. 
provide ALSO AVAILABLE, COBRA ADAPTOR 
his has FOR LONG-PLAYING RECORDS Be, | 
ng con- 
being Here’s extra business and customer goodwill, ny 
too. Present owners of Zenith radio- 
at afte: phonographs can enjoy the new Long- 
or em Playing Records with this compact adaptor. 
dates Thane Yes, for old or new customers who want 4 
pte. i to enjoy Long-Playing Records, you have the 
ge answer with Zenith. | 
npanies 
is fait} } *Reg. U. S. Pat. Off. 
erience 
onvinc- 
forget 
‘sement 
the 
ZENITH RADIO CORPORATION © 600] W. DICKENS AVENUE ® CHICAGO 39, ILLINOIS 
SING 
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* the original nickel-chromium 


heating element wire 


HOSKINS 


4445 


MANUFACTURING 


LAWTON AVE. @© DETROIT 8 MICHIGAN 
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COMPANY 


Ever have a customer question 
dependability of electrical 
heating appliances? Not many, 
we'll bet, because such 

things are generally taken for 
granted .. . thanks largely to 
durable CHROMEL heating 
element wire. CHROMEL, you 
know, is the original 
nickel-chromium resistor wire 
.... the wire that first made 
electrical heating practical. 
And, during the past 40 
years, its fine consistent 
quality has been the 

most important single factor 
in building today’s cus- 

tomer confidence in all kinds 
of electrical heating 
merchandise. 


NOVEMBER 1, 


RMA Asks Dealer Aid 
In Natl. Radio Week 


To concentrate the public’s atten- 
tion on the 28th anniversary of radio 
broadcasting, the advertising commit- 
tee, Radio Manufacturers Assn. js 
urging cooperative community adver- 
tising in newspapers and on radio sta- 
tions during National Radio Week, 
Nov. 14-20, according to a recent re- 
lease from RMA. 


Help from RMA and NAB 


Special advertising copy will be 
made available to all daily and weekly 
newspapers by the committee, sug- 
gesting that dealers be solicited for 
joint sponsorship of the ads. The 
Nat'l Assn. of Broadcasters will also 
supply spot announcements and pro- 
gram scripts to all radio stations for 
similar dealer sponsorship. Technical 
advancements in 1948 radio receivers, 
the variety and excellence of current 
shows, and the availability of sets for 
everyone and every room will be high- 
lighted. 


Attention, Dealers! 


Preparation and printing of a poster 
for use in the “Voice of Democracy” 
contest being sponsored jointly by 
RMA, Nat'l. Assn. of Broadcasters, 
and the U. S. Junior Chamber of Com- 
merce has also been authorized by the 
committee. While promotion kits wil! 
not be issued this year, radio dealers 
nevertheless are being contacted by set 
manufacturers and their distributors, 
and urged to take part in local events 
in cooperation with the broadcasters, 
commerce chapters, schools and other 
groups. Leading trade organizations, 
wholesale and retail groups, advertis- 
ers and their agencies are also being 
urged to participate. 


High Spots 


Radio dealers will play a vital role 
in both major projects for the week, 
1) the “Voice of Democracy” radio 
speaking contest for high school stu- 
dents in which the dealer will aid the 
local chapter of the U. S. Chamber of 
Commerce, donating sets to the high 
schools which produce the boy or girl 
chosen as the “Voice of Democracy” 
for each participating city or town; 
2) the climaxing of the “Radio-In- 
Every-Room ... Radio-for-Everyone” 
sales campaign in cooperation with 
the broadcasters. 


Trade Groups Support 
National Radio Week 


Retail and wholesale trade organi 
zations, supported by other broad 
casting industry groups, are cooperat 
ing to make National Radio Week, 
Nov. 14-20, which will observe the 
28th anniversary of radio broadcasting, 
the greatest joint celebration in the 
industry's history, according to W. B 
McGill, Westinghouse Radio Stations 
Inc., and chairman, RMA-NAB Na- 
tional Radio Week Committee. Pro- 
motional plans including material, 
ads, the “Voice of Democracy” con 
test, and merchandising were recently 
reviewed at a joint meeting of the 
above committee and the RMA ad- 
vertising group in New York. 

The “Voice of Democracy” radix 
script contest for high school students 
is again a highlight of the week’s 
activities. 
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BEST RURAL 
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1948 


Nab wirr Rural Dealers 


In a nationwide survey by R. L. Polk & 
Co. Electrical Dealers gave Country 
Gentleman a 66% lead over the next 
magazine when voting for the farm 
magazine “‘most effective in helping 
sell rural customers.” 


Nol with Advertisers 


Advertisers invest more advertising 
dollars in Country Gentleman than in 
any other farm magazine. 
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Clocks In A Carload 


LARGEST electric clock order ever filled 
by Telechron, Inc., arrives in Philadelphia, 
Pa., as Samuel Fingrutd, executive, Every- 
body's Supply Co., Philadelphia, distribu- 
tor, and Dick Tyler, district representative, 
mark the event. The distributor hailed the 
arrival as another step forward in the pol- 
icy of being ever prepared to meet dealer 
requirements. 


Gibson Increases Its 
Production Capacity 


The Gibson Refrigerator Co., Green- 
ville, Mich., has announced substan- 
tial increases in productive capacity, 
warehouse storage service, and ship- 
ping facilities, according to Charles J. 
Gibson, president. One major step 
will be the construction of a large 
new warehouse in Greenville for 
storing and moving of essential prod- 
ucts. Long, high speed production 
runs of one model refrigerator and 
one model range at a time make the 
additional storage facilities essential. 
Estimates put the cost of the new 
warehouse and shipping facilities at 
$500,000. 

At the same time, announcement 
was made of the establishment of an 
extensive new manufacturing opera- 
tion in one of the Belding plants as 
well as improvements in the Murray 
Body plant. 

The company’s range producing 
capacity is now nine times its pre-war 
figure. 


Utility Introduces New 
Range Installation Plan 


Effective October 11th, Common- 
wealth Edison, Chicago, IIl., instituted 
a new policy on the installation of elec- 
tric ranges and water heaters, it was 
recently announced. Since that date, the 
buyer has been obliged to pay the dealer 
or store $20 toward wiring charges on 
range installation and $10 on water 
heater installations. The new plan takes 
the place of the old free installation 
program which had been in effect for 
over 11 years on ranges and 10 years 
on water heaters. It is believed that 
the power demand in the area has been 
so great, the lines so overburdened, 
that the existing equipment has been 
incapable of handling the load. It is 
probably figured that the installation 
charge would be one way of meeting 
the situation. 
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Your Customers are 


ORMEYER PROSPECTS 


Surveys prove 7 out of 10 of your 
customers are mixer-buying prospects 


MIXER MARKET FACTS —DORMEYER PROSPECTS. With 
EXISTING: three modern mixers designed, engi- 
30,050,000 electric customers in U. S. neered, priced and nationally advertis- 


23,800,000 (72%) without mixers. Seven 


ten ate ed to give you every selling advantage 


~ over competition, Dormeyer offers 
py montages yeorly. Feraing you your greatest sales opportunity 
a new Dormeyer prospect every 20 seconds. for capitalizing on this tremendous 
mixer market potential. Tie In... 


Cash In with DORMEYER. 


Dormeyer Corporation, 4300 N Kilpatrick Ave., Chicago 4, Ill * Canada—Fox Agencies Limited, Port Credit, Ontario 


T H E FEiRST N AWM E S 
World’s Largest Producer of Electric Food Mixers! 
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Looks like a big Xmas-gift 
rush ahead -- the biggest 
Since the war. Pay-checks 
are high. More merchan- 
dise is available. 


We said "more" _ it 


SOME ‘are to aot 
caught with their plans down! 


So, tip number 1 is: Get y 
n now for everything yn ‘think 
you'll need «= 

because this the 
biggest season for them. 


number 23 


The ‘that 
will sell most between now and 
Christmas are the ones for which 
there's the biggest Sire. Desire 
created by quality plus powerful 
advertising -- which means the top 

. They're the lines Graybar 
distributes. 


~ 
neip ol youl! 


Tip number 3: Use the 


~ 


in balancing your inventory, coaching 


your personnel, and putting 
extra "juice" into your displays 
and promotion. 
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City Group Formed By 
N. Y. Appliance Dealers 


A trade association representing 
New York City’s independent appl:- 
ance and radio dealers, in addition to 
those in Westchester County, has been 
formed, according to a recent State- 
ment by Gerard Nierenberg, counse! 
for the Queens Electrical Appliance 
Merchants Assn. The new group will 
be known as the Metropolitan Council 
of Appliance Dealers. Influential in 
the first organizational steps were 
Theodore Reina, president, Television, 
Radio & Appliance Dealers Assn.; 
Marino ‘Jeantet, secretary, QEAMA; 
and Joseph Gulia, director, West- 
chester Association. 

Approval by each of the full bodies 
of the five autonomous groups which 
constitute the central organization is 
mandatory before the organization can 
begin its operation. A meeting in the 
near future is expected to provide final 
formation of the group as well as the 
election of officers and discussion of 
plans. 


Instead of Squabbling . . . 


Most of the dealers feel that the 
organization will serve as an effective 
forum for discussion of industry prob- 
lems with manufacturers and distribu- 
tors. It is felt that an airing of dealer 
grievances through the organization 
is far more healthy than the constant 
cat and dog fights which damage the 
whole industry. Among the items 
scheduled for early consideration are 
(1) price cutting of fair traded mer 
chandise and (2) raising and lowering 
of appliance and radio prices by manu- 
facturers without sufficient notice. 


NORGE 
HAS IT/ 


Vol’ 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 


Appliance Department 
Graybar Electric Company, Inc. 
Graybar Building, New York 17, New York 


CALL THE GRAYBAR OFFICE NEAR YOU 
OR USE THE COUPON! 


for pressure 


Tell me what lines you distribute in my community. | am inter- 
ested especially in: 


major appliances 


and pressure canning: 
traffic appliances 0 readies 


Name 


See page 32 
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All the 
irons 
the new 


In actual demonstration, the Hoover Iron registers the same 


even heat on every inch of ironing surface. All the iron 


irons. The iron works more; the ironer works less. 


And the new Hoover Iron has other features which 
women favor especially. It is light in weight and well bal- 
anced. The large Pancake Dial is easy to read and simple 


to operate. It gives the exact heat you want. 


These advantages of the Hoover Iron are being featured 
in two-color advertisements in the October, November and 
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December issues of Good Housekeeping and Ladies’ Home 


Journal. 


Millions of women will read these advertisements, and 


Hoover dealers will use the dramatic message 


with profit-making results. 


Made by the makers of the world-famous Hoover Cleaners 


THE HOOVER COMPANY 
North Canton, Ohio 
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NEW BLONDE TWIN Superflame | 


SUPERFLAME oil heaters have powerful sales impact from the first impression down through every SUPER- 
FLAME feature! 

The new ‘Blond Twin", with its lighter, brighter color, and every other SUPERFLAME has style appeal that 
can't be matched! SUPERFLAME beauty combined with SUPERFLAME efficiency and performance stops 
customers and SELLS them. Your customers want these features! 
Only SUPERFLAME offers the triple combustion Burner and the FUEL-SAVER (saves every 3rd gallon of 7 etek 
oil)! 
Only SUPERFLAME provides maximum efficiency on high, medium and low fire. Only SUPERFLAME offers oga 
fine furniture styling. 


= 


Only SUPERFLAME offers you America's most complete line of profit making oil heaters. Write for details 
of the SUPERFLAME franchise today! 


Super Yome FUEL-SAVER OIL HEATERS 


QUEEN STOVE WORKS, INC., Albert Lea, Minnesore 


MANUFACTURE?S OF Superflame OjL HEATERS + KITCHEN HEATERS + FLOOR FURNACES + WATER HEATERS + RANGE BURNERS 
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INTERNATIONAL HARVESTER 
Freezer 


International Harvester Co., 180 North 
Michigan Ave., Chicago, 1, Ill. 


Device: Heavy-duty home freezer No. 
15-FC, 

Selling Features: Big chest-type 
freezer with 15.8 cu. ft. capacity stores 
up to 553 Ibs frozen food; large 
“Freeze-Area” occupies more than 4 
sq. ft. at bottom of cabinet interior; 
overall dimensions 3714x73%4x29 in.; 
streamlined styling with Dulux enamel 
finish over Bonderite; all-steel welded 
construction; WVacu-U-Seal hermetic- 
ally-sealed insulation ; Frost-Lok 
breaker strip; automatic temperature 
control; spring-counterbalanced hinges 
to hold lid open and provide finger-tip 
control; hermetically-sealed “Tight- 
Wad” with 5-year protection plan. 
Electrical Merchandising, November 1, 
1948. 


G-E Clocks 
General Electric Co., Bridgeport, 2, Conn. 


Vodels: 2 new chime clocks—Vir- 
ginian and Prelude. : 

Yelling Features: Virginian, grand- 
lather clock, is made of dark ma- 
ogany colonial style with contrasting 
gold and silver color dial; hour and 
minute hands of gunmetal blue; gold 
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APPLIANCE 


sweep second hand; full Westminster 
chimes toll quarter hour; sealed-in-oil 
motor, 60 cycles, 110-125 volts, a.c. 
Prelude, mantel chime clock, en- 
cased in satin finished mahogany; 
butler-silver colored dial; wide gold 
colored bezel; scrolled black hour and 
minute hands with gold colored sweep 
hand; ebony black numerals; full 
Westminster chimes and a sealed-in-oil 
motor, 
Electrical Merchandising, November 1, 
1948. 


RADIANT GLASS Heating Panel 


Continental Radiant Glass Heating Corp., 
521 Fifth Ave., New York, 17, N. Y. 


Device: Radiant Glass Heat built-in 
room heater panel. 


Selling Features: Tempered glass plate 
with its fused aluminum element meas- 
ures 16 x 24 in.; overall measurements 
of panel are 21 x 304 in.; 1200 watts; 
draws about 11 amps, reducing to 7 to 
8 amps when fully heated; panel can 
be operated on 220-110 volts a.c.-d.c. 
for in-the-wall installations in new 
and existing homes. 

Electrical Merchandising, November 1, 
1948. 


CAMFIELD Toaster Tray Sets 
Camfield Mfg. Co., Grand Haven, Mich. 


Device: “Toastette” and “Toastess” 
toaster tray sets. 

Selling Features: “Toastette” set has 
Camfield automatic pop-up toaster and 
hand-rubbed walnut tray, with blue 
and yellow Camfield ceramic toast bell 
and 2 plates; “Toastess” set of 9 
pieces has Camfield automatic pop-up 
toaster and hand-rubbed walnut tray, 
with brown and yellow toast bell, 3 
plates, divided jam jar, sugar shaker 
and cinnamon shaker of Camfield 
ceramics. 

Electrical Merchandising, November 1, 
1948. 


1948 


. 


DUCHESS Washer 
Appliance Mfg. Co., Alliance, O. 


Device: Model 5LS washer. 

Selling Features: Low-priced washer, 
6-sheet capacity, standard 22-in. tub, 
16 gals. to water line; motor-driven 
pump optional at $10 additional. 
Electrical Merchandising, November 1, 
1948. 


BUTTERIE Kitchenette 


Jefferson Industries Inc., 309 W. Jackson 
Bivd., Chicago, 6, Ill. 
Device: “Kitchenette-in-a-cabinet.” 
Selling Features: Smaller than aver- 
age household refrigerator (45x37x20 
in.) it provides a sizable work table; 
an auxiliary pull-out sandwich or 
cutting board; a 2.2 cu. ft. refrigerator 
with 2 standard ice cube trays; a cut- 
lery drawer; and ample storage space 
for dishes, glassware and food; pro- 
vides outlets for hotplate, coffeemaker, 
toaster or other appliance; serves as 
convenient luncheonette or snack bar 
for home, cottage or office; finished in 
maple, walnut or mahogany; resembles 
a fine piece of furniture. 
Electrical Merchandising, November 1, 
1948. 


WHISKER Shaver 
Electro Tool Corp., Racine, Wis 


Device: New, improved electric shaver. 
Selling Features: Will cut through 3 


days growth of beard without clog- 
ging, stalling, the manufacturer claims ; 
features magnetic-type motor which 
delivers 14,009 cutting strokes per 
min, has thinner, finer cutting edge, 
designed to get downiest fuzz as well 
as wiriest bristles. 

Electrical Merchandising, November 1, 
1948. 


MARION Deep Fryer 

Rutenber Electric Co., Marion, Ind. 
Device: Marion “400” deep fryer. 
Selling Features: Consists of a ther- 
mostatically controlled heater and 
pilot lamp mounted on white porcelain 
base, a nickel plated fat container and 
cover, a fine wire mesh frying basket 
and a 6-ft. cord; operates on 110-volt 
a.c.; thermostatic heat control has 2 
settings high and low; carbonizing of 
food settlings has been eliminated by 
application of heat to sides instead oi 
bottom of container; fat container has 
a 3 lbs. capacity. 
Electrical Merchandising, November 1, 
1948. 


SENTRY Steam Radiator 


Sentry Metal Products Div., Sentry Safety 
Control Corp., 1917 W. Oxford St., 
Philadelphia, 21, Pa. 


Device: Sentry electric-steam room 
heater, model A, 8 section and model B, 
4 section. 

Selling Features: Portable, easy to 
carry; no installing, no plumbing ; selt- 
contained; all steel casing; Model A 

8 section weighs approximately 38 lbs. ; 
90) watts; 2 qt. water capacity; has 
20 sq. ft. radiating surface. 

Model B weighs 20 Ibs; 450 watts 
1 qt. water capacity; 10 sq. ft. radiat- 
ing surface. 

Both models operate on a.c. or d.c.; 
equipped with standard air valve; 
safety fuse plug; Nickel chrome ele- 
ment housed in Lifetime copper tube. 
Electrical Merchandising, November 1, 
1948. 
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volume Selling 


for Higher west of Rockies and Conado 
Feature it for Christmas. Put a portable Armstrong with one of the new 
eye-catching displays in your window and you're sure to make sales. 


it's a real beauty, finished in chrome and white enamel. It’s compact— 
motor is entirely enclosed in a 21-inch roll. Elbow control leaves both 
hands free to guide clothes. Thermostatic heat control. A red light 
indicates when current is on. Non-slip rubber guard. AC current. Weighs 
30 pounds—easy to carry anywhere in the house for ironing, or to store 
in @ closet. 


ARMSTRONG ELECTRIC 
HEATER No. 514 


Sells on sight. Weighs only 6'2 
pounds and has handle at back for 
carrying from place to place. Made 
of 24-gauge iron in walnut or white 
porcelain enamel finish. AC or 
DC, 1320 watts. 15” high, 14” wide, 


6” deep. Retails for $6.95 plus tax. a 
Higher west of Rockies Ss Yeans 


ORDER FROM YOUR JOBBER OR SEND COUPON FOR LITERATURE 


ARMSTRONG PRODUCTS CORP., Dept. EM, Huntington 12, W. Vo, 


Send Catalog 


Interested in 


Ironers 


Heaters Address 


G-E Cleaner Tool 
General Electric Co., Bridgeport, 2, Conn. 


Device: New rug tool insert for use 
with G-E Tidy vacuum cleaner. 
Selling Features: Designed to make 
the G-E Tidy cleaner a complete small 
home-cleaning service; plastic insert 
can be easily slipped into nozzle oi 
standard Tidy floor and wall brush 
after removing brush block; leading 
edge of insert is grooved to allow easy 
cleaning close to baseboards and furni- 
ture while tufted brush behind air 
passages picks up lint, threads, dog 
hairs, ete; insert will shortly be 
shipped with Tidy cleaners as part 
of standard set at no extra charge; 
present owners may obtain nozzle at 
slight extra cost. 

/lectrical 


1, 1948. 


November 


Merchandising, 


CHILL-CHASER Immersion Heater 


Still-Man Co., 433 E. 164th St., 
New York, 56, N. Y. 


Device :. Automatic electric immersion 
heater. 
Selling Features: Heats liquids in 


containers and maintains any desired 
temperature at all times to within 1 
deg. F. tolerance, through an adjust- 
able thermostat control; safety cut- 
out prevents element from overheating 
or burning out when out of solution; 
special insulation prevents shock; 5 
immersion lengths, 5, 8, 10, 15 and 20 
in. available in acid-resisting stainless 
steel; 1000 watts, 110 volt a.c. 

Filectrical 


1, 1948. 


November 


Merchandisina, 


MODERN Water Softeners 


Modern Water Equipment Co., 
West Chicago, Ill. 


Models: MXR-A and BTR-A water 
softeners, 


Selling Features: MXR-A, combina- 
tion softener and iron remover of 
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brine storage type, softens hardest 
water and filters out stain-forming 
iron as well as sediment and suspended 
matter; equipped with Regenetro!l 
dial-control valve which controls the 
various steps in regenerating the soft- 
ener; Modernex super capacity, triple- 
action, synthetic resinous zeolite; 
Signalarm timer for accurately gaug- 
ing rinsing period; Salt Brine Hydro- 
meter for determing strength of brine 
solution; new type distributor system 
increases freeboard distributing water 
and brine throughout softening ma- 
terial; vertical valve connecting pipes 
are enclosed; entire unit finished in 
baked-on gray Hammerloid enamel 
with white available if desired. 
BTR-A is identical to MXR-A ex- 
cept it is furnished with synthetic 
white zeolite, which has somewhat 
less softening capacity and does not 
remove iron from water. 
h:lectrical 
1, 1948 


November 


Merchandising, 


LEKTRON Air Circulator 


Electronic Rectifiers Inc., 
737 N. East St., Indianapolis, 2, Ind. 


Device: Lektron air circulator utilizes 
the power blower wheel principle. 
Selling Features: By distributing air 
over a 360 deg. area, objectional air 
velocity is avoided, gentle constant 
breeze will not disturb papers or other 
light objects on desk or table; re- 
movable baffle for beam concentration ; 
protective guard around blower wheel ; 
operates on 110-volt, 50-60 cycle a.c. 
Electrical Merchandising, November 
1, 1948. 


INTERNATIONAL Radio Timer 


International Register Co., 2614 W. Wash- 
ington Blyd., Chicago, 12, lil. 


Device: RC-1021 radio clock timer. 
Selling Features: “On” and “off” fea- 
ture makes it possible to set it to 
turn radio on or off at a predetermined 
time, to waken or lull to sleep the 
user with music, or to “catch” a pro- 
gram at any time previously set. 
Electrical Merchandising, November 
1, 1948. 
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NEW! TELEVISION 


UT of famous Electronics Park comes a wonderful new G-E 
O Television consolette—Model 811. It’s built right—for picture 
clarity, for realism, for natural tone and power. It looks right—it’s 
a lovely, lasting, solidly built piece of fine furniture. It’s priced right! 
Think of it—a full-size, enclosed, floor-model consolette—not just 
a table model on a stand—that costs your customers only $359.95* 
plus installation! 52 sq. in. direct-view screen. G-E automatic clari- 
fier for sharp, clear pictures. All active U. S. channels. Mahogany 
veneered cabinet. Get in your order now! For full information call 


your G-E radio and television distributor or write General Electric 


Company, Receiver Division, Electronics Park, Syracuse, New York. oi 
MODEL 811 (installation extra) 


SELLS ITSELF ON SIGHT! 


Now you can sell your customers G-E Daylight Television— 
the brightest picture under the sun—in a sensationally low- 
priced table set—General Electric Model 810. 52 square inch 
direct-view screen. Same bright picture that ’til recently was 


available only in a console costing hun- $ 00* MODEL 810 
dreds of dollars more. Compact, space- 

: : *Western prices slightly higher. Prices 
saving mahogany cabinet. Sells for only (installation extra) subject to change without notice. 


GENERAL ELECTRIC 


160-612 
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HOUSE SAYS, 
“YES” 
ON THE PRICE 


make sale of 
SMALL WASHER 


Ideal for 


‘ ALL SPACE 
FAMILIES SM 


crectric WASHER 


“tt looked like what | needed first 
time | saw it. | never could have mis- 
taken Taylor Jr. for an oversize mixer 
or a table-top roaster. And it works 
like a full-size washer for all my 
do-'em-dailies!"’ 


Taylor Jr. is packed with service appeal . . . priced right 
for your profit and customer acceptance. Takes 2 lbs. of 
washing, dry weight. Uses 6 gallons of water. Has all 
these features of a quality washing machine: Full-size 
wringer (adjustable pressure, quick release) * Solid 
aluminum one-piece tub Triple-blade cast 
agitator * Sturdy fan-cooled 60 cycle A.C. motor * Oil- 
less bearings * Baked-on enamel finish * Gravity 
drain tube. The unit weighs 34 lbs., has large carrying 
handles. Underwriters Laboratory Approved. 


Call your Jobber on write direct . 


TAYLOR 


825-38 South Avenue, Alliance, 
PAGE 136 


SWIFTY Iron 


Eastern Metal Products Co., 350 Fifth 
Ave., New York, 1, N. Y., factories at 
Tuckahoe and Crestwood, N. Y. 


Device: Lightweight automatic iron. 
Selling Features: Weighs only 23 Ibs.; 
1000-watt element cast in aluminum 
soleplate ; 115 volts, a. c. only; finger- 
tip thermostatic control calibrated by 
fabrics ; flameproof travel case supplied 
for use as a travel iron. 

Electrical Merchandising, November 1, 
1948 


REFRIGERETTE Refrigerator 


J. R. Rozett & Associates, Merchandise 
Mart, Chicago 54, Ill. 


Device: 34 cu. ft. table top refrigerator. 
Selling Features: Only 34% in. high, 
holds approximately 85 Ibs. food; 2 
shelves and 1 cutaway permitting stor- 
age for milk bottles; approximately 6 
Ibs. ice cubes produced at a time; 
Equipped with porcelain work top; 
white porcelain interior with rounded 


corners; hi-baked white Dulux on 
bonderized steel exterior;. automatic 
light; 4 h.p. hermetically sealed con- 


densing unit. 


Electrical Merchandising, November 1, 
1948 


KELVINATOR Ice Cream Cabinets 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, 32, Mich. 


Device: New line of ice cream cabi- 
nets, re-designed and re-engineered. 
Selling Features: 5-new models from 
a 2-hole 19 gal. model to an 8-hole 
double-row, 2U-cu. ft. cabinet; space- 
saving has been achieved by use of 
new wrapper-type condenser, coils of 
which are welded to interior surface 
of cabinet shell; all models are lighter 
in weight; two 4-hole models—a 
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single row for narrow areas and a 
double-row for compact areas; single 
row holds 46 gal. packaged ice cream 
or 17% bulk gals; 6-hole double row 
cabinet has 25 gal. bulk capacity; 20 
cu. ft. model has 70 gal. bulk capacity ; 
all models equipped with Polarsphere 
refrigerating unit. 

Electrical Merchandising, November 1, 
1948. 


METER-MATIC Coin Meter 


International Register Co., 2624 W. 
Washington Blvd., Chicago, Ill. 


Device: M-20 Meter-Matic coin meter 
for use in rental of washing machines, 
dryers, radios, television sets, air 
conditioning units, fans, hotplates. 
Selling Features: Designed to handle 
wide variety of minute timings; can 
collect a quarter for every 5-, 10-min., 
up to 60-min.; operates on quarters 
only ; timings can be changed in less 
than 3 min. by anyone, by exchanging 
time gears; accommodates $40 in 
quarters; case of 21 gauge drawn 
steel, equipped with special heavy 
duty lock; may be placed on table or 
shelf; holes are provided for mount- 
ing; fully enclosed clock motor re- 
quires no oiling. 


Electrical Merchandising, November 1, 
1948. 


ODOR-MASTER Deodorizer 


Odor-Master Corp., 1800 E. Forest Ave., 
Detroit, 7, Mich. 


Device: Electrically heated, domestic- 
type deodorizer medicates or perfumes. 
Selling Features: Self-contained, com- 
pact unit measures only 14%x2x2'% 
and incorporates built-in plug which 
makes it possible to insert unit into 
any wall socket; compressed wafers 
which emit vapors under force of heat 
are placed in unit as needed; 3 types 
wafers available—one for deodoriz- 
ing purposes, one for medication pur- 
poses; and pine fragrance to perfume 
the area; no exposed heat or hot 
liquids; current may be turned off 
without removing unit from socket. 


Electrical Merchandising, November 1, 
1948. 
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you CAN ON 

THIS BEING THE BIGGEST 
FLASHLIGHT BATTERY SEASON. 

These next few months have three times 

the normal amount of darkness during the 
hours that people are active.... 

three times normal need for flashlights 

and batteries. 


©@) You CAN RELY ON 
RAY-O-VAC FOR PEAK 
SALES... PEAK PROFITS 
Sealed in steel.... protected 
by nine insulating layers 
to keep them powerful and 
trouble-free... Ray-O-Vac Leak 
Proofs are the most talked- 


ELECTRICAL MERCHANDISING—NOVEMBER 1, 


of batteries ever made. 
Their popularity, fast 
turnover and long margin 
make them your best bet 
in batteries. 


PRODUCTS RIGHT... TIMES RIGHT 
» AND HERES HOW TO CASH IN FAST. 


Start using one of these attractive 
merchandising displays right away. 

It lets people know that you have 
Ray-0-Vacs...reminds them that they 
need some... Sells lots of extras for 
spares, because they stay fresh for years. 


New! 


For counter, wall, 
cash register, Island 
or window, Has 
battery tester on 
side. Cost is quickly 
liquidated by free 
merchandise deal. 


Telephone your jobber, now, for details about 
this unusual offer. 


RAY-O-VAC ... ENTIRELY DIFFERENT... 


RAY-O-VAC’ COMPANY IS THE DISPLAY-WORTHY BATTERY. SELLS ON SIGHT 


MADISON, WISCONSIN 


...AND NOW 1S THE BEST TIME OF ALL! 


1948 
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The unique and perennially useful items 
in the Everhot line meet the great 
majority of all gift requirements. Ever- 
hot displays in window and store 


simplify Christmas sales for you and 
the shopper. Choice is easy, sale is 
quick. No waiting for a decision while 
other impatient shoppers fret and fume. 


Everhet Fan and Heater 


Everhet Air Fle Heater 


CASH IN ON EVERHOT ADVERTISING —Everhot Consumer Advertising con- 
sistently carried on all fall and winter will continue right through December. Gift 
shoppers see Everhot Products featured in Better Homes and Gardens, Ladies’ 
Home Journal, McCall's, Household, Woman's Home Companion, House and 


Garden, and American Magazine. 


WHY DON'T YOU DO YOUR CHRISTMAS SHOPPING EARLY? We have set 
up special facilities for quick handling of last minute shipments, but positively will 
fill all orders in the order in which they are received. 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO °* 
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ESTABLISHED IN 1884 


PRODUCTS 


ROASTERS...HEATERS... APPLIANCES 


ARVIN Iron 


Arvin Appliance Div., Noblitt-Sparks 
Industries Inc., Columbus, Ind. 


Device: Arvin de luxe dual-control 
iron. 
Selling Features: Easily accessible 


thumb-control to select proper tem- 
peratures from room temperature to 
550 degs. for all types of synthetic and 
natural materials; “magic watchman” 
acting in conjunction with control knob 
tells when soleplate has reached re- 
quired temperature: rod type 1000- 
watt element embedded in soleplate 
casting ; 8-ft. reversible cord for right 
or left hand use permanently anchored 
by safety lock device; right or left 
hand thumb rest. 

Electrical Merchandising, November 1, 
1948 


KELLEY Circulator 
Kelley Mfg. Co., Houston, Texas 


Device: Kelley “Lo-Boy” 


circulator. 


Selling Features: Suitable for ranch- 
type homes and other low-roof homes 
where attic space is cramped; no box 
or wind tunnel required; ball-bearing 
Marathon 4% h.p. motor permanently 
lubricated; 8980 cfm; 36 in. fan; 
overall size 19 x 41% x 41% in. 
Electrical Merchandising, November 1, 
1948 


attic-fan 


OIL-O-MATIC Furnace-Burner Unit 


Williams Oil-O-Matic Div., Eureka 
Williams Corp., Bloomington, III. 


Device: 3 new complete furnace-burn- 
er units No. 70, 15A and 10A. 

Selling Features: Smallest model No. 
70, has a 70,000 btus at the bonnet; 
adaptable to smallest homes, fits into 
any utility room, size: 58 in. long, 22 
in. wide, 45 in. high; “Parallel Flow” 
principle used to gain compactness and 
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lower capacity; stainless steel “Glo- 
Quick” combustion chamber; quick 
generation of heat complemented by 
newly developed heat intensifier which 
provides area of heat transfer surface 
formerly thought possible only in large 
units; model 70, completely factory- 
assembled and wired. 

No. 10A, intermediate unit delivers 
100,000 btus and model 15A, 150,000 
btus incorporate “Vertical Counterflow 
Heat Exchanger” which places smoke 
outlet at bottom of heat exchanger, 
compelling hot gases to reverse their 
natural tendency to rise. 

All models have heavy gauge, all 
welded angle panel construction with 
full steel base ; chrome trimmed, baked 
enamel hammerloid finish. 


Electrical Merchandising, November 1, 
948 


TODDLETIME Nursery Clock 


Haydon Mfg. Co., Torrington, Conn., 
subsidiary of General Time Instruments 
Corp. 

Device: Electric novelty wall clock. 
Selling Features: Wood clock face is 
washable, about 10 in. in diameter, 
with nursery rhyme characters in full 
color, one for each hour; synchronous 
motor operates on 110 volt, 50 or 6€ 
cycles; mounting hole for convenient 

hanging. 
Electrical Merchandising, November 1, 
1948. 


KRESKY Oil Burning Fireplace & 


Converter 


Kresky Mfg. Co., Inc., 
720 Second St., Petaluna, Calif. 


Device 
er. 


Oil burning fireplace convert- 


Selling Features: Forced-air oil burn- 
ing unit in sizes to fit practically any 
fireplace; can be manually controlled 
or operated automatically by thermo- 
stat ; 40,000 or 60,000 btu size burners; 
easy to install; front grill covers as- 
sembly, top of sub-assembly slides on 
flanged grooves; pipe fitted to oval out- 
let of fireplace, then connected to unit 
as it is moved into fireplace; dispenses 
clean, even heat. 

Electrical Merchandising, November 1, 
1948 
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DONT KEEP YOUR 


YOU HAVE LOTS to talk about with the 


“Toastmaster” Water Heater—selling features 


galore! Maybe that’s why this heater’s ten-year 


guarantee sometimes gets lost in the shuffle. 


IT’S BIG. It rates a place up front in your selling story. For 


here’s the on/y electric water heater in America whose tank 


and ELEMENT are covered by a ten-year protection plan. 


SO PUT THIS star salesman to work... early and often! 


It’s sure to click with your customers. To them, it means 


money in the bank. And who doesn’t love that idea these 


days? Nothing could be more clear, more convincing, 


more compelling. Hit it hard. 


FOR INFORMATION on the profitable ‘““Toastmaster’’* 


Water Heater franchise, fill in and mail the coupon. A few 


choice appointments are open to dealers who can qualify. 


Mail the coupon, now. 


Built by the makers of the famous “Toastmaster” Toaster. 


** Toastmaster,” “Life-Belt,"’ and “‘lonodic™ are trademarks of McGraw Electric Co. 
Copr. 1948, McGraw Electric Co., Clark Division. Chicago, Ill 
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75 


McGrow Electric Co., Clark Division 


5201 W. 65th St., Chicago 38, Ill., or 1055 W. Sth St., Azusa, Calif. 


Please send me full details on the profitable ‘““Toastmaster’’ Water Heater 


franchise. 


Business 


Address 


BEST SALESMAN 
THE BACK ROOM! 


I, Excluswe! 


“LIFE-BELT’* ELEMENT 
The wide band of gentle 


‘external heat that prevents 


destructive lime formation. 
Operating at “black heat,” 
it’s practically burn-out 
proof. The only element with 
a ten-year guarantee. 


Exclusive! 
“IONODIC’* SYSTEM 


More than just a magnesium 
rod. Controlled internal tank 
protectionthat prevents rust, 
stops corrosion, doubles 
tank life. 


SR, Exclustue! 
TEN-YEAR GUARANTEE 


A new element, new tank, 
ora whole new heater if fail- 
ure occurs within 5 years. 
After 5 years, and up to 10 
years, a new element, new 
tank, or new heater on an 
elapsed-service basis. No 
other guarantee is so liberal! 
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THE NEW FULLY AUTOMATIC 


WATER SOFTENER 


This we consider to be an 
extremely important an- 
nouncement to Jobbers and 
Dealers of water softening 
equipment. For with the 
introduction of the new Soft- 
O-Matic, the way is being 
opened to undreamed-of 
profits for you... in the 
huge water softener market. 
Here is a market that is vir- 
tually untouched and one that 
offers good profit, long-range 
potentials. 

Heavy editorial matter 
appearing in leading home 
journals, exposing the high 
cost of hard water, is mak- 
ing the job just that much 
easier. Get in the profit 
parade now! 

The new Soft-O-Matic is 
truly a revolutionary devel- 
opment, for it represents the 
first completely automatic 
water softener. No manual 
attention whatever is required 
beyond the infrequent salt replacement. There are no valves 
to turn and no switches to flick. A time clock controls the soft 
water supply and causes the unit to regenerate itself one to 
seven times weekly as required. 

The Soft-O-Matic’s extra large 25,000 grain daily capacity 
is more than ample for the busiest household. Commercial appli- 
cations can be served with the 100,000 grain daily capacity 
Soft-O-Matic. 

Corrosion-proof construction is fully warranted. Nothing but 
the finest materials are used in the Soft-O-Matic assembly. 
There are no packing glands to leak or stick. Service troubles 
are virtually eliminated. 


Franchises now open. Write or wire now! 


SOFT-O-MATIC CorporaTION 


PLYMOUTH, MICHIGAN 
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WAYNE Water Heaters 


Wayne Home Equipment Co., Inc., 
Ft. Wayne, Ind. 


Device: Conventional round and 
table-top automatic electric water 
heaters. 

Selling Features: Available in 30, 40, 
52 and 66-gal. in round models; and 
30-gal. table-top sizes; also available 
with single and double elements; 
equipped with contact thermostats; 
3% in. Fiberglas insulation; fully im- 
mersed elements; high-tensile steel, 
zinc-clad tanks and steel jackets; all 
sizes have Waynode magnesium rod 
and carry 10-year warranty; white 
baked enamel finish, green trim on 
round models; table-top model has 
stainless steel top; recessed toe space 
in base; panels permit access to elec- 
trical parts. 

Electrical) Merchandising, November 
1, 1948. 


OILUX Oil Burners 


The Oilux Co., Heating Div., 
2200 Dwenger Ave., Fort Wayne, 4, Ind. 


Models: OX, OKE and OK 6 oil 
burners, for small medium homes and 
commercial installations. 

Selling Features: Provide capacities 
from fo to 15-gal. hourly consump- 
tion; burn “cat” cracked oils; con- 
trolled, dual aeration of oil, integral 
rifling of air tube, internal secondary 
air cone and rear opening service ac- 
cess; optional pedestal mounting for 
conversion or flange mounting; 3 
standard controls furnished with burn- 
ers. 

Electrical Merchandising, November 
1, 1948. 


OILUX Oil Burning Units 


The Oilux Co., Heating Div., 
2200 Dwenger Ave., Fort Wayne, 4, Ind. 


Vodels: 2 “highboy” oil burning units 
OB 65 and OB 80. 

Selling Features: Capacities 65,000 
and 80,000 btu output; Breese and 
pressure-type burners; both are 
forced, filtered air types with humidi- 
fiers; stainless steel combustion cham- 
ber gives long service. 

Electrical Merchandising, November 
1, 1948. 
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WESTINGHOUSE Pad Switch 


Westinghouse Electric Corp., Appliance 
Div., Mansfeld, O. 


Device: New braille or “touch-type” 
control switch for the 1948 Westing- 
house warming pad. 

Selling Features: “Brailway” control 
is fitted into a streamlined black plas 
tic case that fits in palm of hand; 
knurled dial carries visual markings 
of off, low, medium and high; 3 
metal dot markings appear as dial 
is moved from setting to setting—all 
dots disappear on the off setting; wet 
proof warming pad comes in pink or 
blue. 

Electrical Merchandising, Novembet 
1, 1948. 


PRESTO Timer 


National Pressure Cooker Co., 
Eau Claire, Wis. 


Device: Minute-timer for use with 
Presto cookers. 

Selling Features: Satin-finish alumi- 
num; white plastic dial inset; easy-to- 
read black numerals; spring mechan- 
ism gives accurate timing at any inter- 
val from one to sixty minutes; set by 
twisting dial to desired interval; loud, 
clear bell rings when time is up; square 
shape, grooved sides ; hand-spread size ; 
can also be used for photo-developing. 
sun lamps, baking, coffee-making. 
Electrical Merchandising, November 
1, 1948. 


PARAGON De-Frost-It 


Paragon Electric Co., Two Rivers, Wis. 


Device: Paragon domestic refrigerator 
defrosting control. 

Selling Features: Converts any home 
electric refrigerator to fully auto- 
matic nightly defrosting ; keeps freezer 
frost-free, keeps food fresh longer, 
minimizes box odors and saves elec- 
tricity; installation—plugs in; 
hangs on wall, cord plugs into out- 
let and refrigerator into de-frost-it; 
adjustable control makes it easy to 
obtain maximum defrosting efficiency 
and “skip-defrost” interrupts defrost- 
ing schedule if ice cream or other 
frozen desserts are to be stored over 
night. 

Electrical Merchandising, November 
1, 1948. 
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America’s only fully automatic roaster 
with the exclusive time 


OF, 
* Guaranteed by 


INSULATED COVER—only NESCO has it! 


Two sheets of steel, with insulating air 
between them, reduce preheating time 
many minutes, save fuel, help keep the 
kitchen cool. An exclusive Nesco feature. 
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This far-advanced feature of the Nesco model 109 
makes completely automatic cooking available to 
women everywhere at low cost. The housewife 
just places her evening meal in the Nesco, sets the 
clock and thermostat, and goes out. Comes home 


to a perfect dinner, piping hot, ready to serve! 


AUTOMATIC THERMOSTAT with signal light! 


Accurately maintains any desired tem- 
perature. Signal light indicates when 
current is on. When light is out, food 
continues to cook on “stored heat"’ 


1948 


EASY-OPEN COVER— just twist the knob! 


A gentle turn of the knob on the lower 
right of the Nesco opens the cover 
smoothly and quietly. There’s no need to 
lift cover with the hand. Positive latch. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270 N. 12th St., Milwaukee 1, Wisconsin 
Sales Offices: Merchandise Mart, Chicago + Candler Bidg., Atlanta - 200 Fifth Avenue Bldg., New York 
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Your “face” 


@ Nine times out of ten, the store 
with the most attractive and invit- 
ing appearance—inside and out—the 
store that presents the most appeal- 
ing “face” to the public, is the store 
that gets and holds the most custo- 
mers, that wins the biggest volume, 
the quickest turnover, the largest 
profits. 

It’s true: “Your ‘face’ can be your 
fortune,” when applied to your ap- 
pliance store. Merchants, from one 
end of the country to the other, have 
proved it to their profit. And they’ve 
proved, too, that Pittsburgh Prod- 
ucts are the most dependable among 
materials for store modernization. 
More than any others, Pittsburgh 
Glass and Pittco Store Front Metal 
have been successful in giving all 
kinds of businesses the magic of 
“eye-appeal.” 

Why not plan to remodel your 
store for a more successful business? 
Consult an architect, first. You will 
thus be sure of a well-planned, eco- 
nomical design. Then, if you wish, 
you can arrange for convenient 
terms through the Pittsburgh Time 
Payment Plan. But right now, fill in 
and return the coupon below for your 
free copy of our valuable new book 
on store modernization, “Modern 
Ways for Modern Days.” It contains 
scores of “Pittsburgh” moderniza- 
tion jobs; shows how Pittsburgh 
Products create sales-winning store 
fronts and interiors. 


BEFORE 


THIS APPLIANCE STORE in 
Rockford, Illinois, is a strik- 
ing example of how “Pitts- 
burgh” modernization can be 
employed to give your busi- 
ness more attraction-power. 
Remodeling like this pays big 
dividends in increased sales 
and profits. Give your busi- 
ness the advantage of this 
proven “shot-in-the-arm.” 
Architects: Bradley and 
Bradley, Rockford, IIlinois. 


“PITTSBURGH' 


AND INTERIORS 


| 
| 
STORE FRONTS § 


PAINTS - 


PITTSBURGH PLATE 


GLASS 


CHEMICALS 


Pittsburgh Plate Glass Company 

2386-8 Grant Building, Pittsburgh 19, Pa. 

I'm interested in your new book on store moderni- 
zation, “Modern Ways for Modern Days.” Please 
send me a FREE Copy. 


Name 
Address______ 
* BRUSHES - PLASTICS 


COMPANY 


| 
| 
| 
| 
| 
| 
J 
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AIR TRON Air Sanitizer 


Roy C. Stove & Co., 5654 S. Halsted St., 
Chicago, 16, Ill. 


Device: Electronic air sanitizer to de- 
stroy germs and odors in home. 
Selling Features: Self contained trans- 
former changes a 110 volt, 60 cycle 
a. c. to the correct voltage to operate 
a special tube which produces germ 
killing, invisible, ultra violet light; 
also produces another invisible band of 
light which looses a small controlled 
amount of ozone that rids air of smoke, 
odors and aids in destroying airborne 
bacteria, germs and molds. 


Electrical Merchandising, November 
1, 1948. 
“Sy 
PLUGMOLD JR. 


The Wiremold Co., 
Hartford, 10, Conn. 


Device: 30-inch metal raceway com- 
plete with 3 standard receptacles and 
6 ft. cord and plug. 

Selling Features: Prewired, ready for 
plugging into an existing outlet, unit 
is easily attached to surface by means 
of 2 woo? screws furnished. 
Electrical Merchandising, 
1, 1948. 


November 


NUTONE Wiring Kit 


NuTone Inc., Merchandise Mart, 
Chicago, 54, Ill. 

Device: New chime wiring kit. 
Selling Features: Kit includes essen- 
tials to do a professional job—a 16 volt 
“plug-in” chime transformer; 115 ft. 
“bell wire; a NuTone “Glow-in-the- 
dark” style PB3 push button; a box 
of 40 insulated wire staples; a roll of 
double heavy friction tape. 
Electrical Merchandising, 
1, 1948. 


November 


MAGGIE Magnetic Display Clips 


Magnetic Merchandising Co., 40 E. 32 St., 
New York 16, N. Y. 


Device: Display clips to hold price 
cards on product. 

Selling Features: Has permanent 
magnetic powers—Alnico material 
used for the magnet, clips are made of 
spring stainless steel; packed 24 to a 
box; available in white for parallel 
mounting and blue for perpendicular 
or upright mounting; can be used in 
appliance, hardware, department, gro- 
cery, plumbing stores—anywhere prod- 
ucts of steel are on display. 
Electrical Merchandising, 


November 
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a The Monarch 


burface Oven 


Ganger of scorching. 
unit 
eats 
nber 
sen- 
volt 
> ft. 4 
Pron Every appliance salesman knows the value of a strong, ex- 
baer clusive sales clincher . . . . . an outstanding feature of 

’ . convenience beyond the reach of competition. Dealers who 
nber 

4 sell the Monarch Electric Roaster Range have not one such 

ve exclusive feature ..... but TWO: (1) the exclusive stoop- 

e “iy less surface oven, and (2) the exclusive, “deep-heet” built-in ‘i 
St, 
. 2 3 | Sauce Pan. Both combine to give the Monarch salesman what | 

: is id could well be called the strongest one-two sales punch in the) 
price P 
| electric range industry. wt 

erial 
MONARCH MALLEABLE RANGE COMPANY 
allel ee 38118 Lake Street, Beaver Dam, Wisconsin 
4 Please send catalog fully describing the Monarch Electric Roaster Range. 
d in 
yrod- 
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FOR THOSE WHO LOOK AHEAD 


/ 


Aim at those customers who mean the most to you and 
your future—those many substantial, forward-looking 
persons who are keenly interested in making their homes 
more livable, more attractive. The Westminster Chimes, 
designs and craftsmanship of Revere Clocks speak 
a language of superb beauty, charm and 
quality that these people understand. 


CHIMING 


NEW — MILLICENT 
The highly popular 
grondmother’’ ot 
its best. Retails for 
$195 plus tax 


NEW —R-951 
Stunningly different. Retails for 
$42 plus tox 


NEW —R-949 
Unusual in every exquisite 
detail. Retails for $65 
plus tox 


Feature these distinguished chiming clocks 

Attract the interest of beauty-conscious homemakers 
Give added distinction to your offerings 

Widen the range of your store's appeal 

Please the most particular * Meet every preference 


THE REVERE CLOCK CO. + CINCINNATI 6, OHIO 


NEW YORK OFFICE CHICAGO SHOWROOM 
37 West 47th St. 1422 Merchandise Mart 


NEW —R8-947 
Styled for decorative harmony 


Retoils for $45 plus tox. 


NEW —GIRARD 
Magnificent floor 
clock brilliantly 
designed to retail! 
for only $295 
plus tox 


West Coast prices 
slightly higher 


ELECTRICAL APPLIANCE NEWS 


NON-ELECTRICAL 


KAISER Sink 


Kaiser Fleetwings Sales Corp., 
1924 Broadway, Oakland, 12, Calif. 


Device: Kaiser Timesaver sink. 
Selling Features: Combines Kaiser 
water-powered dishwasher and Kaiser 
disposal unit in a 48-in. steel cabinet ; 
porcelain work surface ; 4 access doors; 
full base shelf; mixer faucet; special 
spray attachment; designed for easy 
installation; 48 in. wide, 36 in. high 
to work surface; 25 in. deep with a 4- 
in. splashboard; top assembly of por- 
celanized steel, contains a sink 19% in. 
long, 16% in. wide and 8 in. deep; 
dishwasher, mounted on right hand 
side of cabinet, with porcelainized steel 
lid with concealed gasket set flush with 
working surface to provide maximum 
counterspace when lid is closed; white 
baked-enamel cabinet has black re- 
cessed base and is equipped with 48- 
in. base shelf for dust-free storage. 
Electrical Merchandising, November 1, 
1948 


National Pressure Cooker Co., 
Eau Claire, Wis. 


Device: Presto Fry-Master No. 400, 
skillet-type fryer-cooker. 

Selling Features: Combines advant- 
ages of heavy skillet and a pressure 
cooker; cast aluminum; capacity of 
4% qts.; 10% in. diam; equipped with 
auxiliary handle for ease in lifting; 
vent protector—a round disk that 
clips over vent-pipe and overpressure 
plug on inside of cover to prevent 
tood and grease from clogging open- 
ings; double locking lugs provide ad- 
ditional safety. 

Electrical Merchandising, November 1, 
1948, 


CYL-TRAY Ice Tray 


Brooks Machine Products Co., 
Unadilla, N. Y. 


Device: Cyl-Tray refrigerator ice cube 
tray. 
Selling Features: Freezes cylinders of 


ice; aluminum; fits either double tray 
compartment or large freezing unit in 


NOVEMBER 1, 


most refrigerators; produces 14 ice 
cylinders 1l-in. in diam. x 2 in. long; 
tray rests on 14 small tips allowing 
minimum contact between tray and 
bottom of compartment; cylinders will 
fit most thermos bottles. 


Electrical Merchandising, November 1, 


ALCAMATIC Pressure Cooker-Canner 


Alcamatic Products Corp., 
Tuckahoe, N. Y. 


Device: Alcamatic 2-in-1 convertible 
pressure cooker with Volume Add at- 
tachment No. 1600-12. 

Selling Features: \Volume-add in- 
creases the capacity of the Alcamatic 
pressure cooker from 44 to 74 qts.; 
pressure control valve regulates pres- 
sure from zero to 20 Ibs.; slide lock 
action; heat-resisting handles; safety 
pressure control valve elminates dous- 
ing in water; easy-to-adjust pressure 


valve dials pressure; automatic, 
built-in safety control; volume-add 
collar attaches same as cover and 


more than one may be used to further 
increase capacity; aluminum stipple 
finish, 

Electrical Merchandising, November 1, 
1948 


MAJESTIC Incinerator 
Majestic Co., Huntington, Ind. 
Device: Majestic No. 2 non-electrical 

home incinerator. 

Selling Features: Fuelless incinerator 
for use in basement or utility room; 
disposes of wet or dry garbage and 
rubbish; holds 2 full bushels of waste; 
uses no fuel except refuse itself; when 
unit is filled you merely ignite the 
waste—“light it and leave it;” air is 
drawn through unit drying waste and 
dissipating odors ; connects to any 6-in. 
or larger flue in basement, garage or 
utility room; inner grate suspended 
within double-walled housing lifts out 
so cans, bottles or other non-burning 
items can be emptied; cast iron top 
and lid; hammered bronze-brown fin- 
ish; outer casing and ash cleanout 
door of heavy gauge steel. 

oe Merchandising, November 1, 
1948. 
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And here they are—new Handy- 
hot Appliances—made right, priced 
right for Christmas gifts, for year 
’round convenience in every home! 
Dealers everywhere are ringing up 
sales by stocking and displaying 
these ‘‘buy-catching’’ appliances. 
See your Handyhot distributor 
today! 


Cat. No. 1401 


Handyhot Twin Waffle Iron 


Twin grids have separate switches for individual 

control. No louvres or cracks to catch batter 

or dust. Non-stick permanent mold aluminum ° 
grids. Indicator dials tell when to bake. An eye- 

catcher, a work-saver, a fast-seller! 


Fair Trade Price—$ 14,95 


Handyhot Combination Sandwich Grill 


Right for the economical meals Mrs. Consumer 
wants. Removable sandwich grids are permanent 
mold cast aluminum. Top lid provides double 
grilling area when fully opened. 

Fair Trade Price—$ 12.95 
Cat. No. 1724. Complete with extra waffle grids $14.95. 


And remember, the Handyhot line is backed by strong 
consumer advertising. Look for Handyhot color ads in: \ 


@ SATURDAY EVENING Post 


@ THis Week MAGAZINE 


! Cet. No. 1600 
@ AMERICAN WEEKLY 
@ Woman's Home ComPANION Twin ong 
at : Cat. No. 1175 or extra duty in home cooking. Iwo six-inc 
; @ McCau's three-heat burners (750, 375 and 190 watts). 
@ HOMES AND GARDENS astic switches have “‘high,”’ ‘“‘medium,”’ “low 
Handyhot Automatic Iron B H G Plastic switches have “high,” “medium,” “low” 
Fabric dial control. Signal light in handle indi- © American Home and “‘off”” markings. White enamel finish. 
cates when right temperature is reached for every Fair Trade Price—$1 1.95 
fabric. 1000 watt hermetically sealed heat ele- e@ Goop HOuseKEEPING nr 
ment is cast into the large aluminum soleplate. e@ True Story 


Permanently attached cord. 
Fair Trade Price—$9.95 @ Brive’s RerereNcE Book 


A total of 130,153,966 readers —Potential 
Customers. 


There are 34 Handyhot appliances 
ready for fast turnover in your store. 
Stock them, display them, watch them 
sell! See your Handyhot distributor 
today! 

Chicago Electric Manufacturing Com- 
pany, Chicago 38, Illinois. World’s 
largest manufacturer of Portable Elec- 


tric Washers. 


Handyhot 


ELECTRICAL PRODUCTS SINCE 1903 


Cat. No. 1402 


Handyhot Automatic Waffle Iron 
Smart styling. No louvres or cracks to catch 
batter or dust. Signal light tells when to bake. 
Current shuts off when waffle is done. Permanent 
mold non-stick grids. Regulator may be set for 
light, medium, or dark waffles. 

Fair Trade Price—$ 14,95 


Turn-Over Toaster 


Economical toaster for every home. Spring 
equipped doors turn toast over, and permit toast- 
ing of English muffins and large slices of bread. 
Detachable cord set. Easy to use and clean. 
Fair Trade Prico—$4,95 
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Wheel your 


Many Perfection Heater dealers are right now making 

deliveries on sales they had given up as lost when the “oil-shortage” 
discouraged customers who really want the comfort and convenience of 
oil heat. Their plan has three simple steps you, 

too, can take to late-season profits .. . 

1. Make contracts or agreements with local fuel suppliers assuring 

all new customers of a definite supply of oil. 
2. Go back over the list of prospects who 

were scared off by shortage publicity. 

3. SELL THEM PERFECTION. 


Perfection Stove Co. 


7058-E Platt Avenue, 
Cleveland 4, Ohio 


Warehoused for 
quick delivery, at 


Atlanta + Chicago 
Cleveland « Dallas 
Honolulu + Jersey City 
Kansas City 

Oakland + St. Paul 


Perfection Oil 
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EXTRA heater sales! 


NON-ELECTRICAL 


MOE WARE Pressure Cooker 


Moe Bros. Mfg. Co., 
Fort Atkinson, Wisconsin 


Device: Model MW-10, 4-qt. pressure 
cooker. 

Selling Features: Pure drawn alumi- 
num; straight side walls; plastic han- 
dles ; automatic shock-proof dial gauge 
can be set for 5, 10 or 15 Ibs. pressure; 
over-pressure plug release for safety; 
self-expanding gasket; 1-hand closing; 
styled by Brooks Stevens: polished 
aluminum with black plastic handles. 
Electrical Merchandising, November 1, 
1948 


TRACY Sink and Cabinet Unit 
Tracy Mfg. Co., Pittsburgh, Pa. 


Device: “Deluxe Porcelain” sink and 
cabinet unit. 

Selling Features: Includes 54-in. dou- 
ble drainboard sink top in white, acid- 
resisting porcelain enamel, with crumb 
cup strainer and streamlined faucet 
with spray attachment; unit is com- 
plete with Tracy steel undersink cabi- 
net, which features baked-on Du Pont 
Dulux enamel finish, recessed center 
section stainless steel handles, insulated 
doors and drawers, concealed ventila- 
tion, extra large storage space; uni! 
can be used as starting point for com 
plete kitchen, in conjunction with 
variety of cabinets. 

Electrical Merchandising, November 1, 
1948. 


McCREEDY Cabinets 
McCreedy Cabinets, Shiocton, Wis. 


Device: Kitchen cabinets in hardwood, 
with sliding glass doors. 
Selling Features: Wall cabinets have 
doors of solid glass in pastel tints: 
l-shelf cabinets, 18 in. high, 15 in. 
deep available in 36 or 42 in. widths; 
3-shelf cabinets, 30 in. high, 15 in. 
deep are available in several widths 
from 18 to 42 in. 

Base cabinets are 25 in. deep, 36 in. 
high and widths from 18 to 42 in. 

Sink base cabinets are made in 5 
widths, 42, 54, 60, 66, and 72 in. all 
are 25 in. deep, 36 in. high. 

Precision-built of selected kiln-dried 
hardwood; finishes available in natural 
hardwood, high gloss white lacquer, 
or prime white coat; glass colors avail- 
able are powder blue and flues—other 
colors available on special order; slid- 
ing doors of hardboard are available 
instead of glass. 
Electrical Merchandising, November 1, 
1948. 
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BETTER PROFITS 


COMPACT INTERNATIONAL HARVESTER LINE 
BLANKETS THE BEST MARKET 


Yes, dealers can concentrate the year ‘round ON ONE LINE with International Harvester dealers have— 
IH Refrigerators and Freezers. This compact line blankets the 
best market... meets practically every customer requirement... 
price, style, size. Three IH Refrigerators! Three 1H Freezers! That's 
the great IH Refrigeration family! 

That means— 

© minimum dealer-inventory, faster turnover and higher percentage 

of sales to calls. 


© national advertising consistently and aggressively backing up 
local selling of IH Refrigerators and Freezers. 


© powerful promotional material presenting fresh sales appeals. 
@ the tremendous advantage of a background of well-organized, 
nationwide distribution and service. 


It’s a compact line, the IH Line, for low inventory, faster turnover 


. streamlined beauties . . . all and better profits. 


each right in the groove in its class. 


@ better profits from refrigerators . . 
packed with features... 


© better profits from freezers ... 4, 11 and 15 cubic-foot capacities 


.. each covering a large part of the freezer market . . . the three 
together meeting practically all home-freezer requirements. 


INTERNATIONAL HARVESTER COMPANY 


180 North Michigan Avenue 


Chicago 1, Illinois 


3. IH. Refrigerator 
Deluxe Mode! — 8 H3 


2. IH Refrigerator 
Super Deluxe Model —8 H5 


1. 1H Refrigerator 
Standard Model—8 H1 


5S. Freezer Model 15 FC— 
15.8 cubic foot capacity 


6. IH Freezer Mode! 11 FC— 
13.1 cubic foot capacity 


4, itt Freezer Model 4 FC — 
4.2 cubic foot eupacity 


Copyright 1948 
International Harvester Co. 


NTERNATIONAL HARVES 


ALL STEEL 
CONSTRUCTION 


Welded to last a lifetime. 
“Bonderized” for permanent 
beauty, rust protection. 


COMFORTABLE 
TOE SPACE | 


Recessed to allow close-up, 
easy-standing position... no 
stubbed toes or scuffed shoes. 


HERMETICALLY 
SEALED UNIT 


“Tight-Wad” for low cost op- 
eration. Requires no oiling or 
other attention. 


FIVE-YEAR 
WARRANTY 


Users protected against de- ‘ 
fects in materials and work- : 
manship of sealed mechanism. 


3 
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BOTH WAYS “Same insulation 


they use in the best 
commercial 
refrigerator cases!” 


Christmas Decorations 
Miller Electric Co., Pawtucket, R. |. 


Device: Uluminated Christmas decora- 
tions—a red Santa Claus on green skis 
and a white snowman, complete with 
top hat, pipe and red scart are illu- 
minated trom within by means of a 
small Sylvania incandescent type 
Christmas tree bulb which, along with 
a fiber holder to keep it in place, can 
be removed easily for replacement: 
both figures are plastic; can be used 
on a. c. or d. c.; have long extension 
cords; Santa is 44 in. high; snowman, 
6 in. 

Electrical Merchandising, November 
1, 1948. 


...a swell feature to have 
...a swell feature to sell | 


FIBERGLAS 


Same insulation they use 
in modern home-freezers!” 


WESTINGHOUSE Fluorescent Lamp 
Westinghouse Lamp Div., Bloomfield, N. J. 
Device: New 25-watt, krypton-filled 
fluorescent lamp. 

Selling Features: 33 in. long and 1% 
in, diam; produces more than 5-times 
as much light as incandescent bulb of 
equal wattage ; a.c. or d.c.; available in 
5 shades of white including the new 
warm-white which provides incandes- 
cent light. 

Electrical Merchandising, November 
1, 1948. 


WESTINGHOUSE Fluorescent 
Sun-lamp 


Westinghouse Lamp Div., Bloomfield, N. J. 


*Fiberglas is the trade-mark (Reg. 
U. S. Pat. Off.) for a variety of prod- 
ucts made of or with glass fibers by 


Owens-Corning Fiberglas Corporation. Device: New fluorescent sunlamp that 


will bring artificial sunlight into 

= oe & schoolrooms, offices, farms and homes. 

Selling Features: Has same appear- 

OWENS-CORNING =e ce ance as regular fluorescent lamp with 


5 times the ultraviolet output of the 
screw-in bulb-type sunlamp; new sun- 
tan phosphor coats the inner wall of 
tube and switches shortwave ultra- 
violet to longer wavelengths found in 
natural sunlight; operates on same cir- 
cuits as fluorescent lamp, but should 
be mounted in specially designed fix- 
tures for low operating cost and best 
results ; average rated life is 4,000 hrs. ; 
| will be available in both 20-watt 2-ft. 
| and 40-watt 4-ft. sizes; can supply 
| Vitamin D and also produce a gradual 
| suntan. 

Electrical Merchandising, November 


FIBERGLAS THERMAL 
INSULATION 
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ADJUSTMENTS FOR 
Z DIFFERENT HEIGHTS 


BE SURE TO SELL 
MET-L-TOP tailored- 
to-fit pad and cover set with 


stead of one . 


each table. Maketwosalesin- 


The G.P.& F. MET-L-TOP was the first all-metal Ironing Table — and 
is still out front in important features and sales advantages . . . FIRST in 
public demand. 


The NEWEST FEATURE of the G.P.& F. MET-L-TOP is ADJUST- 
ABLE HEIGHT ...SHORT or TALL, RIGHT HEIGHT FOR ALL. 
The top may be adjusted to 7 different heights by simple thumbscrews. 
Correct height of ironing table reduces BACK STRAIN, ARM STRAIN 
and IRONING FATIGUE caused by ironing over a table that is too low 
or too high. 


The smooth-as-glass, white-enameled, ventilated top of the G.P.& F. 
MET-L-TOP makes ironing easier. Hollow channel-steel reinforce- 
ments run underneath, full length of the steel top... assurance that it 
will stay smooth, straight and level. Always show this important 
G.P.& F. construction feature to customers. 


SELL THE ORIGINAL all-metal ironing table...the genuine 
G. P. & F. MET-L-TOP ... fire-proof, warp-proof, crack-proof, venti- 
lated. All welded and riveted construction . . . no wobble, no squeaks, 


no creeping ... faster, easier ironing with lifetime durability. 
NATIONALLY ADVERTISED every month. 


FAIR TRADED 


$1095 


G.P.& F. MET-L-TOP without adjustable legs $895 
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How much Merchandising Power 


will your 1949 Dollar Buy? 


Measure publications by their Merchandising 
Power and you'll see why House & Garden tops the list with 
advertisers and agencies for 1949. 
House & Garden’s Golden Touch launches trends, moves people, fans new wants. 
It stirs up store traffic, primes newspaper and radio publicity, creates 
selling themes for advertising, displays, and promotions. 
House & Garden influences The People Other People Follow .... 
the lowest-cost way to sell. 
House & Garden does more. It tells stores in advance who’s 
advertising in House & Garden, how to tie-in, supplies newspaper mats, 
reprints of editorials and advertisements, 
” display cards, folders, product tags, stickers, 


sales planners. 


THE GOLDEN TOUCH IN ACTION 


‘ Ask your House & Garden representative or write 
2 for a copy of “Merchandising Services”. 
House & Garden, 420 Lexington Avenue, 
New York 17, N. Y. 
for advertmers 


House «Garden 


House Garden 


Cisse THE CONDE NAST PUBLICATIONS INC. 


do your prospecting with the golden touch in “49 
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MOTOROLA Table Teleset 
Motorola Inc., Chicago, Ill. 


Table model VT-105. 


Device: 
Selling Features: 10-in. picture tube; 
factory pre-aligned to cover all 12 
channels; controls for normal opera- 
tion located at front of cabinet; electro- 
magnetic speaker; automatic control 
of horizontal synchronization; com- 
pact brown or red mahogany cabinet ; 
16-in. high, 194-in. deep, 17-in. wide. 
Electrical Merchandising, November 1, 


1948. 


MOTOROLA Television Console 
Motorola Inc., Chicago, Ill. 


Model: VK-106 Consolette. 

Selling Features: 10-in. picture tube; 
pre-aligned at factory for 12 channel 
coverage; controls for normal opera- 
tion at front of cabinet; electro-mag- 
netic speaker; automatic control of 
horizontal synchronization; mahogany 
cabinet with figured front panels; 34- 
in. high, 20-in. deep, 193-in. wide. 
Electrical Merchandising, November 1, 
1948, 


CAPEHART Television Sets 


Farnsworth Television & Radio Corp., 
Fort Wayne, Ind. 


Models: 461P and 661P. 


Selling Features: No. 461P has 75- 
sq.in, image on mirror-backed type 
picture tube for full daylight viewing ; 
3l-tubes plus 5 rectifier tubes in addi- 
tion to cathode ray tube; 12-in. high 
fidelity permanent magnet speaker ; 
finished in matched mahogany, de- 
signed to harmonize with radio-phono 
models; cabinet doors cover when not 
used and front-mounted controls. 
No. 661P, mirror-backed, flat-faced 
picture tube for high definition 54- 
sq.in.; 12-in. high-fidelity permanent 
magnet speaker; 24 tubes plus four 
rectifier tubes; mahogany cabinet 18th 
century English 42-in. high, 19-in. 
wide; 214-in. deep. 
tent Merchandising, November 1, 
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ITI Television Viewer 


Industrial Television Inc., 359 Lexington 
Ave., Clifton, N. J 


Device: Sussex 10 Type IT-22R Mul- 
tivision viewer. 

Selling Features: Designed for remote 
control applications and can be added 
to existing ITI remote control instal- 
lations or standard television receivers ; 
10 BP4 cathode-ray tube; metal and 
plastic cabinet designed for period or 
modern style, brown iridescent baked 
enamel with lucite front and chrome 
trim; 19-in. wide, 203-in. deep, 134-in. 
high, 70 lbs.; picture 63 by 83 in.; 4-in. 
by 6-in. oval speaker in Celotex baffle. 
Electrical Merchandising, November 1, 
1948. 


STROMBERG-CARLSON Consoles 
Stromberg-Carlson Co., Rochester, N. Y. 


Models: Two new cabinet styles fea- 
tured in S-C fall line: 

Futura 1409 M3A and Chippendale 
1407PF radio-phonos, 
Selling Features: 1409 series, which 
contains FM-AM, and a newly de- 
veloped duo-speed record changer cap- 
able of playing standard 78 rpm records 
or the new 334 long playing records; 
a single tone arm with reversible head 
and delicate counterbalance for LP 
record play is used; 10 and 12 in. 
records may be played intermixed at 
either speed; rocket tuning for easy 
station selection; chromatic tone se- 
lector—a visual aid in bass and treble 
control ; electronic tuning eye; selektor- 
lite dial which lights only wave band 
in use; push-button selection; signal 
maximizer; 12-watt output; 12-in. 


1948 


RADIO AND TELEVISION 


PM Alnico V speaker, are some of 
the features ; Futura cabinet in modern 
Avodire—a natural blonde wood of the 
mahogany family. 

Chippendale 1407 PF has FM-AM; 
automatic stop record changer; 2 full 
length doors in 18th Century Chip- 
pendale cabinet open to reveal dial 
panel, speaker, drawer-type changer; 
built-in antennas adjustable to maxi- 
mum signal; rocket tuning; chromatic 
tone selector and push button selec- 
tion; also available in Mayflower 
style cabinet. 


Electrical Merchandising, November 1, 
1948, 


FADA Portable Radio 


Fada Radio & Electric Co., Inc., 

525 Main St., Belleville, N. J. 
Device: Three-way portable radio 
model P80. 

Selling Features: AC-DC superhet- 
eradyne; 105-125 volts; 40-60 cycles 
AC operation ; 1650-538 KG tuning 
range; six tuned circuits; 2 speed tun- 
ing system; 4 in. speaker with 1 oz. 
Alnico V magnet; battery electric 
switch on front panel; 4 tubes plus 
new selinium rectifier; phosphor 
bronze snap catches on front and rear 
lids; cabinet size; 48 in. wide, 54 in. 
high, 84 in. long; Weight-64 Ibs.; 
available in walnut, ebony, maroon and 
ivory bakelite with leather carrying 
handles. 

Electrical Merchandising, November 1, 
1948. 


DEWALD Radio-Phono 
DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City 1, New York 


Device: Portable dual-speed radio- 
phono No. B-614. 

Selling Features: Plays both conven- 
tional 78 rpm and micro-groove 334 
rpm records; self-starting, silent, 
over-sized motor; astatic crystal pick- 
up; fidelity compensation, large turn- 
table; plays up to 12-10-in. records 
with closed lid; 5 tubes plus rectifier 
superhet ; large dynamic speaker; 
illuminated slide-rule dial; automatic 
volume control; built-in looptenna; 
vernier tuning and tone modulator; 
Compact luggage construction with 
completely concealed radio unit; 17-in. 
long; 84-in. high; 14-in. deep. 
Electrical Merchandising, November 1, 
1948. 


AIR KING Wire Recorder 


Air King Products Co., Inc., 170 53 St. 
Brooklyn, 32, N. Y 


Device: Portable wire recorder. A-725. 
Selling Features: Complete unit 
including amplifier and speaker; im- 
mediate playback; records from mi- 
crophone, radio, phonograph or 
telephone; automatic shut-off at end 
of play or rewind of wire; crystal 
microphone for hand, table or stand 
with plug-in cord; permanent record- 
ings or automatic erase; cable plug 
for outside recording ; safety lock pre- 
vents accidental erasures; 4-tubes plus 
selenium rectifier; blue leatherette 
carrying case, nickel hardware trim; 
grey enamel recorder board; weighs 
214 Ibs.; 133-in. long, 12-in. wide, 9-in, 
high. 

Electrical Merchandising, November 1, 
1948. 


BENDIX Radio Receiver 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md. 


Device: Model 75P6 table radio set. 
Selling Features: Receives both FM 
(88-108 MC) and standard broadcasts 
(540-1620 KC) on AC-DC power; 
Walnut plastic cabinet in chrome 
gloss surface; all enclosed back; con- 
cealed, molded-in handle; 13 in. wide, 
88 in. high, 88 in. deep; 6 tubes plus 
selenium rectifier; 3-gang FM con- 
densers; FM line-tenna; super-signal 
AM antenna; 6 in. Alnico oval speak- 
er, 3 point tone control, tuned RF 
amplifier for FM, Phantom Grille; 
“Floating Tuner” chassis section, 
Brite-lite dial, Armor-plate base. 
Electrical Merchandising, November 1, 
1948 


TELE-TONE Radio Set 
Tele-Tone Radio Corp., 
609 W. 51 St., New York, N. Y. 


Device: Table model No. 158. 


Selling Features: AM-FM; AC cur- 
rent-8 tubes; built-in antenna for AM- 
FM; walnut plastic cabinet; 6} in. 
high, 11 2/15 in. long, 7 1/16 in. wide. 
Electrical Merchandising, November 1, 
1948. 
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Build 
Store Reputation 


with appliances 
powered by... 


Smoll series universal motor parts spe- 
cially designed for food-mixers, sewing 
machines and hond vacuum cleoners 


®@ The quiet, dependable 
operation of Lamb Electric 
Motor powered appliances 
assures customer satisfac- 
tion... wins good will... 


helps build store reputation. 


This is one of the reasons 


why more and more lead- 


light-weight universal motor specially 
designed for portable devices 

ing dealers are carrying 
appliances equipped with 


Lamb Electric Motors. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


Compactly designed turbine 
driven by oa high-speed series motor 
particularly adaptable to the 


conmster type vacuum cleaner 
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SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


MOTORS 
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BENDIX Radio Phonos 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore, Md. 


Models: 75B5, “The Fairfax”, 95B3, 
“The Boulevard”; 75M8, “The Heri- 
tage”; 95M3, “The Wiltondale”; and 
95M9, “The Wayne.” 
Selling Features: “Model 75B5 “The 
Fairfax”. AM-FM_ radio-phono. 
Golden harvest finish in mahogany 
veneers; record storage; drawer-type 
record player; 12-10 in. or 10-12 in. 
records automatic; 3) in. high, 27 in. 
wide; 164 in. deep; six tubes plus 
selenium rectifier; 3 gang FM con- 
densers; tuned RF amplification on 
FM; 8 in. Alnico concern speaker; 
phantom grille, crystal tone repro- 
ducer, 3 point tone control; all front 
record changer controls, permanent 
point needle, dual built-in AM-FM 
antennas, floating tuner section. 


Model 95B3 “The Boulevard” 
FM combo. 


Modern golden mahogany veneers; 
drawer-type record player; 10-12 in. 
or 12-10 in. automatic; double record 
storage; 34 in. high, 31} in. wide, 16% 
in. deep; 8 tubes plus rectifier; dual 
chassis ; 3 gang FM condensers, tuned 
RF amplification on FM; 12 in. Al- 
nico V concert speaker; 8 watt push- 
pull output; crystal tone reproducer ; 3 
point tone control; all front record 
changer controls, tilt-out tuner, dual 
built-in AM-FM antennas permanent 
point needle. 


AM- 


NOVEMBER 1, 


Model 75M8 “The Heritage” AM- 
FM radio-phono. mahogany veneers; 
pull-out record player; 10-12 in. or 
12-10 in. records automatic; large 
record storage; 36 in. high, 28 in. 
wide, 163 in. deep; 6 tubes plus selen- 
ium rectifier; 3 gang FM condensers; 
tuned RF amplification on FM; dual 
Alnico V dynamic speakers; dual 
Phantom Grilles; crystal tone repro- 
ducer; 3 point tone control; all front 
record changer controls, permanent 
point needle, dual built-in AM-FM 
antennas; floating tuner section. 


Model 95M3 “The Wiltondale” AM- 
FM radio-phono. 


Modern styled in mahogany veneers ; 
drawer-type record player; 12-10 in. 
or 10-12 in. records automatic; double 
record storage; 34 in. high, 31] in. 
wide, 163 in. deep; 8 tubes plus recti- 
fier; dual chassis; 3 gang FM conden- 
sers; tuned RF amplification on FM; 
12 in. Alnico V concert speaker; 8 
watts push-pull output, crystal tone 
reproducer, 3 point tone control; all 
front record changer controls, tilt-out 
tuner, dual built-in AM-FM antennas, 
permanent point needle. 


Model 95M9 “The Wayne” AM-FM. 


radio-phono. 


Mahogany veneers in 18th century 
for cabinet ; drawer-type record player ; 
12-10 in. or 10-12 in. records auto- 
matic; double record storage; 34 in. 
high, 314 in. wide, 15} in. deep; 8 
tubes plus rectifier; dual chassis; 3 
gang FM condensers, tuned RF ampli- 
fications on FM; 12 in. Alnico 
concert speaker; 8 watts push-pull 
output; crystal tone reproducer ; 3 
point tone control. All front record 
changer controls, tilt-out tuner; dual 
built-in AM-FM antennas permanent 
point needle. 

Electrical Merchandising, November 1, 
1948. 
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- EVERYBODY IS A PROSPECT... 


neers ; 
in, or 
large 
in, 
selen- 
; 
; dual 
dual 
ront = = 
A Malic 
M-FM 
JUNIOR 
AM- 
neers ; 
10 in. 
double 
1} in. 
recti- 
onden- @ 3% cu. ft. refriger- 
Sing . ator with 6 cu. ft. 
tone capacity. 
1; all 
ilt-out 
ennas, @ Fixtures are scien- 
tifically engineered 
Successful merchandising is the ability to adapt and guaranteed! 
your product to multiple uses, new markets. 
Here, in the Freeze-O-Matic Junior, is the “little © Sturdy, durable, 
GIANT” with everybody a prospect! practical and con- 
venient. 
Here’s the ideal unit for modern apartments, 
kitchenettes, bungalows, dentists’ and doctors’ 
offices, laboratories, counter drug stores... 
and any place where space is limited. Just the thing, New, overlapping, working tabletop that 
h h prevents seepage, dirt. As always, Freeze-O- 
too, as that extra unit tor basement, porch, Matic’s first with the scratch-resistant Formica 
home or office bar. Top ...inservice...insales... 
; Some exclusive territories still open. Write, wire or phone for further information 
-FM. 
ntury — 
ayer ACME-NATIONAL | 
auto- 
4 in Hogs _ REFRIGERATION COMPANY, Inc. 
p; 8 
iss 3 
mpli- 
o V 
1-pull 
3 
ecord 
dual 
anent 
ber 1 
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Model TV-149—All channel 7” 
television. In mahogany veneer to 
retail at $169.95. In blonde wood, 
$179.95. AC-DC in mahogany 
veneer, $199.95. Above prices 
plus $1.30 Federal tax. Installa- 
tion extra. 


i eto sa 
e line is the shortest distanc 


new customers 


‘ NOW, 
room of the house. our distributor ‘ 
the ENTIRE line on 


or write direct 


ee 
Tele fone the line that means busines 


BiG BUSI 


les and profits. 
le and table model tele- 


ios including AM-FM 
r-toned engineering 


Model TV-249—10” all channel 
television. In mahogany veneer to 
retail at $249.95. In blonde wood, 
$259.95. Above prices plus $1.50 
Federal tax. Installation extra. 


tor dealers from 


NESS 


PAGE 
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ies priced for every customer! aH | 
styled for every taste! 
The Tele-ton 
COMPLETE line of electronic ins | 
vision, portables, record players table mo \ 
models—that combine quality styling, 
priced right for quick turnover: 
The Tele-tone line has been winning 
Maine to California. Tele-tone low-cost television has brought the won- 
ders of this medium into millions of NEW homes- Tele-tone radios and 
z ers have brought news music and sports events to every 
Stock \ 
for information. Be sure 
display for extra holiday business. | 
| | 
\ 
— 
E 


NG 


Model #165—4 tube AC-DC svu- 
perhet. In walnut to retail at 


Model #198—FM-AM 8 tube table Model #158—FM-AM 8 tube $9.95. In sand, maroon and jade, 
model. In mahogany to retail at table model. In walnut plastic, to ; $11.95. Model #175 in ivory, 
$44.95 ) retail at $34.95 $12.95 


Model #159—5 tube AC-DC su- 
perhet. In walnut, to retail at 


$19.95 


Model #190—3-way portable, 
AC-DC or batteries. In maroon 
plastic, to retail at $24.95. Bat- 
teries extra. 


Model #184—5 tube AC-DC su- 
perhet. In ebony, to retail at 
$14.95. In rosewood, $16.95. In 
ivory, $18.95 


Model #185 —3-way portable. In 
maroon and sand with gleaming 
gold grill, to retail at $27.95. 
Batteries extra. 


Model #201—6 tube AC-DC su- 
perhet. In rosewood, to retail at 
$19.95. In ivory, $22.95 


Model #183—3 tube automatic 
phonograph. In tu-tone cabinet, 
to retail at $34.95 


Prices slightly higher in Southwest and Far West 


Model #157—5 tube AC-DC svu- 
perhet. In walnut, to retail at 
$14.95 


Model #166—5 tube AC-DC su- 
perhet. In ivory, to retail at 
$16.95 


Model #182—2 tube phonograph 
portable. In simulated allig 
to retail at $19.95 
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KitchenAid Dealers 


The Biggest Christmas Promotion in Our \A 
History. Almost 10 MILLION copies of four hi" 
top-notch national magazines will carry 
the KitchenAid Christmas message. Look 
for big color half-pages in Ladies’ Home 
Journal (Nov.), Better Homes & Gardens 
(Dec.), Bride’s Magazine (Nov.), and 
Country Gentleman (Oct.), They'll be 
selling for YOU. 


For the Biggest Hits in the Parade. 
3 MIXERS, with the sweetest action, the most 
power, the same performance as built into 
the big Hobart bakery mixers, the most easily 
attached beaters, whips and attachments. EXTRA 
y ATTACHMENTS, for chores like chopping foods, 
freezing ice cream, or polishing the Christmas 
silver. COFFEE MILLS, for fresher 
fuller-flavored coffee from now on. 


Build a KitchenAid 
Display. Shoppers can't ignore 
the rich aroma of fragrant, freshly-ground 

coffee. Fill the KitchenAid Coffee Mill hopper 
with whole bean coffee—then flip the switch 
to compel attention (the selector gives any 
desired grind). Show ‘em that coffee flavor is just 
like aroma—best the instant the bean 
is broken. Then—it’s only a step to a 


a mixer demonstration—and the 
most lucrative sales in the field. 
MERRY CHRISTMAS! 


THE FINEST MADE 
KitchenAid Division ® The Hobart Manufacturing Co. © Troy, Ohio 


nw * Christmas problem of your own? 


@ | ? a4 KitchenAid s good enough for your better 
customers—why not for the love of your life? 
47 ~~ She's going to see those ads, too. She’s interested 
i in finer meals and richer coffee with a minimum 
of effort, isn’t she? And don't you think she'll 
thank you for the finest-in-the-field? Yes, 
sir—it will be a Merry Christmas! 
PAGE 156 
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WEBSTER-CHICAGO Automatic 
Record-Changer 


Webster-Chicago Corp., 3825 Armitage 
Ave., Chicago, Iil. 


Device: “The Matinee” automatic 
micro-groove record changer for LP 
records-No, 133 

Selling Features: Balanced tone 
arm; micro-ground nylon knee-action 
needle; 10-12 in. or 12-10 in. records 
at 33 and 4 rpm with four hours 
continuous record play with single 
loading ; amplification by use of phono- 
jack with ordinary radio chassis; all 
metal base. 

Electrical Merchandising, November 1, 
1948. 


MAGNAVOX Radio phonos 
The Magnovox Co., Ft. Wayne, Ind. 

Device: Portable Playfellow radio- 
phone and the Playfellow phonograph. 
Selling Features: Both models all- 
electric; a. c.; feature constant speed 
motor-powered record turntables; an 
8-in. Magnavox speaker and a light- 
weight pickup; modern luggage cases 
in simulated shark grain finish; radio- 
phono weighs 174 lbs; phono weighs 
16 lbs. 

Electrical Merchandising, November 1, 
1948 


EKOTAPE Recorder 


Webster Electric Co., Racine, Wisc. 


Device: Magnetic tape recorder. 

Selling Features: Amplifier with sep- 
arate channels for recording and list- 
ening; 8-in. speaker, oversize motor; 
recording volume indicator eye; fast 
rewind and forward speed (10-1) with- 
out rethreading tape; records from 
microphone, radio, phonograph; sep- 
arate high and low level jacks; may 
be used as recorder, player, or public 


address system with own or sep- 
arate speakers or may be coupled to 
larger sound system; motor drive and 
capstan in continuous operation for in- 
stant starting and stopping; tape can 
be spliced, edited, used over; a.c. only. 
Merchandising, November 1, 
948. 


GENERAL ELECTRIC Record Player 


Electronics Department, General Electric 
Co., Syracuse, N. Y. 


Device: Electronic toy record player. 
Selling Features: Pastel Ivory cabi- 
net; designed for rough handling; 
metal grill protected 5% in. Alnico 5 
permanent magnet speaker; two tubes, 
an amplifier and a rectifier ; combina- 
tion off-on switch and volume control 
near turntable; plays 10-12 in. small 
records; record storage space. 
Electrical Merchandising, November 1, 
1948. 


TWIN-TRAX Recorder 


Amplifier Corp. of America, 
Magnephone Div., New York, N. Y 


Device: Model 710-B_ two-section 
portable Magnetape recorder. 
Selling Features: Portable recording 
and playback unit in two matching 
leatherette-covered attachable cases; 
together, unit is 163 in. high, 164 in. 
wide, 15 in. deep; speaker and case 
weighs 29 Ibs; amplifier and case, 32 
Ibs; One case contains tape handling 
mechanism and speaker; metal bump- 
ers on base to fit into component case 
which houses 10-tube recording and 
playback amplifiers with supersonic 
bias and erase circuits on single 
chassis; connecting cables; hinged 
cover for storage of tape, microphone 
and stand, and extension cord; one 
continuous hour play; frequency re- 
pene 50 to 9,000 cycles plus or minus 
3 db. on standard } in. wide magnetic 
tape; 7% in. per second; record on 
one ‘sound track going forward, inde- 
pendent and isolated track going back- 
ward; automatic switch and solenoid 
for automatic reversal; simplified tape 
threading; fast forward or reverse 
shuttle available; bass and treble con- 
trols; controls protected while mov- 
ing by hinged flap; inputs for radio 
and phonograph. 
Electrical Merchandising, November 1, 
1948. 
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TIME will soon put through a change of address when 
Mr. and Mrs. Joseph W. Semple move into this new 
home in Milton, Massachusetts. 


THE THINGS YOU MAKE Displayed 
THE SHOW-ROOM HOMES the Nation 


' _ inside the outstanding new homes, traditional and more than double the U. S. figure; their extra income 
modern, which Time-families like the Semples are build- allows a wide margin for extra purchases, frequent re- 
ing or remodeling—and you'll find the ideal setting for your placement. 


appliances and equipment. 


Besides, Time-families entertain more than 265,000,000 
For Time’s 1,500,000 families can well afford ‘‘the best guests every year. If you sell the Time market first, these other 
that money can buy’’. Their annual buying power averages prospective buyers will see your products being demonstrated 


and enjoyed by people they like, admire, look up to. 


ADVERTISING OFFICES = 
AT ANTA . PH A EL P 


S ANGELE SAN FRANC 
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@ The product is new and offers a 
real sales opportunity. Every 
householder finds “Telehome” a 
convenience that increases the 
comfort of modern living. Those 


who have small children can check 


on them during their sleeping 
hours... or one can speak with 
those who may be in the rumpus 
room... all without leaving the 
room or comfort of an easy chair. 


elenhome 


Speaker units are also available 


saves countless steps. 


for the door. making it possible 
to answer without opening it. This 
means extra protection. These fea- 


tures are all good selling points. 


ate 
yome 


Export Dept. 13 E. 40th Street, New York (16), N. Y. Cable Address “ARLAB" N. Y. City 
“Where Quality is a Responsibility and Fair Dealing an Obligation” 
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Ole “Velehome 


ICATION 


WEBSTER | 


RACINE 


“Telehome” creates interest and 
stops store traffic. Selling a master 
unit and one speaker means repeat 
sales for additional speakers at a 
later date. Those who are now 
stocking and selling “Telehome” 
find them an excellent producer of 
additional sales volume. 
‘Telehome” is backed by advertis- 
ing in the Saturday Evening Post 
and other national publications. 
In addition, promotion pieces and 
displays are available to aid your 
sales efforts. 

If vou do not already handle 
*Telehome™ send your initial order 
today. You will find it profitable. 


Illustrationsat theright 
show door speaker, re- 


cessed master unit in 
kitchen and speaker 
unit located in garage. 


W ELECTRIC 


WISCONSIN 


Established 1909 


Licensed under U.S. Patents of Western Electric Company, 
Incorporated, and American Telephone and Telegraph Company 


NOVEMBER 


ELECTRO-WIRE Recorder-Phone-Radio 


Electronic Products, 443 Greenwich St., 
New York, N.Y 


Device: Portable wire recorder, micro- 
phone, record player radio. 

Selling Features: Recorder has sepa- 
rate, enclosed motors for wind, rewind; 
magnetic head which records, erases 
automatically; immediate playback; 
wire travel 2-ft. per sec.; fast rewind; 
Solenoid control; automatic shut-off ; 
switch; electrical switching; foot- 
switch plug for wind and rewind con- 
trol; Two half-hour spools of wire; 
built-in AM standard broadcast super- 
heterodyne radio; built-in antenna: 
microphone-crystal with desk stand, 
eight foot cord, microphone plug: 
Amplifier-eight tubes, two Selenium 
rectifiers; push button tone controls 
for record, radio, playback, phone with 
on-off switch; portable carrying case. 
Electrical Merchandising, November 
1, 1948. 


PHILCO Table Radios 


Philco Corp., Philadelphia, Pa. 


Models: No. 905, 909, 906, and 1405. 
Selling Features: Model 1405 equipped 
with new Philco 2-arm feature to play 
both the new long-playing records and 
the standard records; Philco acousti- 
cal system in this 2-tone arm table 
combination delivers true console tone 
range; entire cabinet solidly built and 
completely enclosed to form true tone 
chamber; newly designed speaker pro- 
duces bass response a full octave be- 
yond similar sized table models; auto- 
matic record changer with self-adjust- 
ing spindle for standard records ; radio 
has 5 tubes including rectifier ; mahog- 
any cabinet with easy-to-read dial. 

Model 905 AM-FM has a plastic 
se of modern design; new-type 

3-dimensional scale dial with kM and 
F M bands on separate planes for easier 
reading; 5-tube plus rectifier; perma- 
nent magnet dynamic speaker. 

No. 906 FM-AM table radio has 
Philco pee system; matched 
speaker; built-in FM-AM aerial; 7 
tubes, 2 rectifiers and a plug-in socket 
for Philco Album Length record 
player; mahogany cabinet. 

No. 906, AM-FM receiver which 
operates on a.c. or d.c.; 7 tubes, plus 
rectifier; modern plastic cabinet. 
Electrical Merchandising, November 
1, 1948. 


1948—ELECTRICAL MERCHANDISING 


ELE 


| \ = 
— 
> 
| 
| 
| | 
| 


400,000 


RADIO-PHONOGRAPHS NEED THIS 


$1,500,000 REPLACEMENT BUSINESS 
FOR ADMIRAL DEALERS 


e No matter how sturdy a precision instrument may be, constant abuse 
is bound to impair its efficiency. The snap-in cartridge housed within 
ADMIRAL’S Miracle Tone Arm is a sensitive mechanism, and 
repeated dropping of the tone arm will cause damage. 

Today 400,000 ADMIRAL radio-phonographs with Miracle Tone 

. Arm area year old or older. Each one of these should have a NEW 
snap-in cartridge if the ultimate in tone fidelity is to be maintained. 


Here is a potential market for over 400,000 replacement car- 
tridges. At $3.95 each, this means a total of $1,500,000 in sales 
reserved exclusively for ADMIRAL dealers. 


GET YOUR SHARE OF THIS 
PROFITABLE REPLACEMENT BUSINESS 


How many of your customers own ADMIRAL 
radio-phonographs with Miracle Tone Arm 
that are a year old or older? Every one is a 
sure-fire prospect for the snap-in cartridge. 
Here is YOUR OPPORTUNITY for quick, 
profitable sales. 


Attractive display carton (left) placed in 
your service department or with fast-moving 
traffic items will mean FAST SALES and SAT- 
ISFIED CUSTOMERS. Your ADMIRAL dis- 
tributor has available a supply of hard-selling, 
compelling penny post cards which you may 
send to customers. Take advantage of this fast, 
inexpensive and easy way of letting your cus- 
tomers know the replacement snap-in car- 
tridge is now available. PHONE OR WRITE 
YOUR ADMIRAL DISTRIBUTOR TODAY. 
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It's sealed against moisture penetration before 
it reaches the water heater manufacturer or 
service man! 

YALE uses the following test regularly which 
shows conclusively that it is practically im- 
possible to short-circuit the YALE Water 
Heater Unit even under adverse operating 
conditions: 


FIRST 
the unit is com- 
pletely sub- 
merged in water 
} for a long period. 
Immersion Type 
Heating Unit—one of 
a complete YALE line 
of electric heaters. 
THEN 
a the unit is imme- Solid brass 
diately subjected forged flange. 
to 1500 volts 
from electrical 

azed steatte 
terminal to insulator block. 
ground. 

i Big #12 thread 

for connections. 
It's mechanically stronger, too. The spe- 
cial YALE manufacturing process also Sealed against 
provides extra strength — to minimize the SNS Pea 
strain accompanying the application of ay 
pressure to the terminal connector. bongs Shipment 
4 4 


YALE 


THE BRIGHT SP 


HEAT 
PREGTRIC HEATING 


THE YALE & TOWNE MANUFACTURING COMPANY 
YALE Electric HEATING UNIT SALES 


MJ Reom 1000, Chrysler Building, New York 17, New York, MUrray Hill 9-6700 
Makers of the famous YALE lines of 
TRADE maRK Locks, Door Closers, Pumps, Hoists, 
Industrial Trucks and Scales. 
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Three Books 


. . « on Selling and Frozen Food Cookery 


DOOR - TO - DOOR SELLING. 
By Earl Lifshey. Fairchild Pub- 
lications, Inc., New York. 
$1.50. 


OW much does the average re- 

tailer know about direct-to-con- 
sumer merchandising? If his informa- 
tion comes from the grapevine, he may 
think he knows plenty—but the chances 
are, it’s misinformation. Earl Lifshey, 
managing editor of Retailing Daily, 
wrote this series originally for his 
paper, to set the home furnishings 
dealer straight on house-to-house sell- 
ing. The moans that some retailers 
emit when the subject is brought up 
are truly heart-rending; but after all, 
as Mr. Lifshey points out, it’s still a 
free country, and if*one method of 
selling has advantages over another, 
it might be a good idea to find out 
what they are instead of deploring the 
method itself. 


Is It a Threat? 


As a matter of fact, it is by no 
means universally agreed that door-to- 
door selling constitutes a real threat to 
the retailer. You can find plenty of 
the latter who believe that the two 
fields, although they admittedly over- 
lap, are essentially mutually exclusive 
operations. And so, Mr. Lifshey asks 
the dealer to ask himself, “Do I want 
to do anything about combating door- 
to-door selling ?” 

Maybe a look at the history of the 
business will help him decide, the 
author figures; so he devotes the main 
body of his book to a survey of direct- 
to-consumer merchandising from its in- 
ception in this country. Since this 
survey is the result of six months’ re- 
search, field trips and interviews (with 
over 200 people), it is, as might be ex- 
pected, the most exhaustive job yet 
done on this little-known phase of mer- 
chandising, and probably the definitive 
work in the freld. It presents the his- 
tory and techniques of the specific com- 
panies who have been the innovators 
and the biggest operators, draws all 
the conclusions which can justifiably 
be drawn, and gives a comprehensive 
list of firms engaged in house-to-house 
selling, either directly or indirectly. 

Objectivity is the big virtue of 
“Door-to-Door Selling”. Mr. Lifshey 
has no ax to grind and, as far as is 
discernible, no preconceived notions. 
He suggests that the dealer might take 
a few leaves from the house-to-house 
salesman’s notebook. After all, main- 
tenance of the status quo has never 
been a characteristic of good sales- 
manship. 


MAN ALIVE. By Robert E. 
Moore. Harper & Brothers, 
New York. $3. 


E. MOORE, a former 
sales promotion manager of a 
large firm and present ad agency ex- 
ecutive, has written a book stressing 
what he considers the two most power- 
ful forces in selling: service and show- 
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manship. As its full titl—‘Man Alive 
in the Greatest Profession in the 
World”—suggests, it is an inspira. 
tional book rather than a sales manual. 
It is concerned with implanting in the 
salesman a sense of the importance of 
his mission in the world—and with 
reassuring him, if need be. Mr. Moore 
covers the various phases of the tech- 
nique of selling, to be sure; but the 
recurrent theme is the salesman’s at- 
titude toward his work, his capacity 
for throwing himself into it. 

Besides giving his own views on 
the subject with unflagging zeal, Mr. 
Moore quotes sales executives from all 
segments of industry on the impor- 
tance of selling, and of advertising. 
Many of these are in the form of 
illustrative ancedotes with revealing 
sidelights, others are crystallizations of 
the psychology which these sales ex- 
ecutives have used for years in the 
course of their work; all are the result 
of experience. Mr. Moore’s message 
for salesmen can be summed up as: 
(1) Know your product and what it 
can do for your customer; (2) Be able 
to convince the customer that he needs 
your products; and (3) Keep yourself 
utterly convinced that your company’s 
product is the best in its field and that 
the company itself is the best one you 
could possibly work for. 


THE FROZEN FOOD COOK 
BOOK. By Jean |. Simpson 
and Demetria M. Taylor. Si- 


mon and Schuster, New York. 
$2.95. 


O anyone who is doubtful whether 

frozen foods have “arrived,” the 
publicati mn of a frozen food cookbook 
should be the clincher. More than just 
an introduction to the subject, this 
beok is even more complete and au 
thoritative than regular cookbooks. 
The authors had the technical assist- 
ance and cooperation of the Frozen 
Food Foundation, of which Gerald A. 
Fitzgerald is director; and the section 
on freezer operation had the super- 
vision of Dr. Donald K. Tressler. 

Features of “The Frozen Food Cook 
Book” are: more than 400 individual 
recipes: over 800 menus for daily 
meals and special occasions; detailed, 
simple charts and directions for stor- 
ing, defrosting, and correct pre-cooking 
preparation for all types of frozen 
foods; about 100 suggestions for 
“quick meals,” full course dinners of 
luncheons which can be completely 
prepared and served in 30 minutes or 
less; a chapter on outdoor cookery; 
basic facts on the nutritional values of 
frozen foods; and ways in which the 
home freezer and refrigerator work 
together. 

More than two years of laboratory 
studies (at the Frozen Food Founda- 
tion) went into the book. Every <i- 
rection, recipe and menu is laboratory- 
tested and guaranteed—and, it might 
be added, clearly and concisely pre- 
sented. —JAMES BOLGER 
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Which Water Softener? 


In appliance selling, the question's 
no longer ‘‘Why water softeners ?”’ 
—but ‘Which water softener?” 


And every day more and more appli- 
ance retailers are finding the answer 
is Modern! 


Modern is a line you can sell with 
confidence—backed by a strong 
guarantee, and by nearly 15 years 
of designing and manufacturing ex- 
perience. 

And look at the exclusive, sales- 
clinching features in the newest 
model Modern! Regenetro/]—the 


WATER EQUIPMENT COMPANY, WEST CHICAGO, ILLINOIS 


WATER SOFTENERS * FILTERS * WATER HEATERS 


single, Dial-Control Valve that takes 
the guesswork out of regenerating. 
ModerneX—the triple-action syn- 
thetic zeolite. Signalarm—the timer 
that ‘‘watches the clock’ during 
rinsing. Brine Hydrometer—that 
warns when salt needs to be added. 
And lots, lots more! 


No other softener offers so much. So 
why wait any longer? See your job- 
ber—right now—for full details. 
And write us for a free copy of our 
new full-line catalog and price list. 
No obligation, of course. 


THE 
SOFTENERS 


REGENETROL. Modern’s exclusive 
Dial-Control Valve for simple, mistake- 
proof regenerating. Services the softener 
in 35 minutes or less! Built-in brine injector. 


MODERNEX., Modern's triple-action 


synthetic zeolite. Frees water of hardness, 
iron, sediment. Super capacity—for better 
soft water service. 


SIGNALARM. Another 
Modern exclusive! Times the rins- 
ing period—eliminates clock- 
watching—prevents water waste. 


BRINE HYDROMETER 


Warns when brine solution needs 
salt for full regeneration of sof- 
tening material. Eliminates guess- 
ing about strength of brine solution. 
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look! 5\2-Gallon Automatic 
Electric Water Heater! 


MODERN'S Model A-5. In one hour, 5 gallons of 170° 
water! That means 12 to 15 gallons of usable hot water 
when tempered with cold! Ideal for service stations, lunch 
rooms, office washrooms, doctors’ and dentists’ offices, small 
barber and beauty shops, tourist cabins, trailers, dairy barns 
Plug-in type; 110-volt A.C.; adjustable automatic thermostat; 
22 in. high; white Dulux enamel finish; heavy duty rubber- 
covered cord and plug. Also available with junction wiring 
box in U. L. Approved model. Write for details 
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Make Sales 


| 
| 
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HOSTESS SERVER 
—45 ox. glass hot 
‘n’ cold beverage 
server. Patented 
handle, removable 
for easy, thorough 
cleaning. 


A New Quality Waffle Baker 
By White Cross for only *9% 


Make a ** Waffle Weather” display with 
this top quality $9.95 Waffle Baker. 
The combination of low cost meals, 
cool weather and this WHITE CROSS value is a 


sure winner! No. 328 


Eye appealing — Dependable. 
Wonderful for Gifts! 


Femous White 
Cross COFFEE- 
VACS Gos or Elec- 


= tric No. 548 BE 


illustrated 
“COMBINATION” Waffle Baker, 
Sandwich Maker, Eggs 'n' Bocon “TWIN” Waffle Baker serves 2 , 
Grill No, 628 X 


Lightweight, fully automatic 
IRONS. No. 351 A illustrated 


USE DISPLAY MERCHANDISER 


Send for NEW TRAFFIC APPLIANCE CATALOG No. 348 Now! 
Ask for name of nearest distributor 


WHITE CROSS 


NATIONAL STAMPING & ELECTRIC WORKS 


3250 West Lake Street, Chicago 24, Illinois 
Makers of White Cross Products 


AMERICA’S PROFIT LINE OF TRAFFIC MAKING APPLIANCES | 


CONTINUED FROM PAGE 47 qe 


tomer is much more impressed than 
she would be by watching simple flat 
work ironed. 

8. The demonstrator never leaves 
the home until the customer actually 
operates the washer or ironer herself 
in a satisfactory manner, whether she 
buys it or not. If a sale is not con- 
summated at the time of the demon- 
stration, the old adage “once a user, 
always a prospect” still holds good, 
and the possibility of a future sale is 
brightened considerably if the house- 
wife knows she can operate the ma- 
chine any time she buys one. 

“Bill and I have a sort of unofficial 
slogan by which we conduct the busi- 


” 


' ness,” Leon Longwater says. “That 


slogan is: ‘Early to bed and early to 
rise, knock on doors and advertise.’ 


_ Maybe we don’t live up to the first part 


of it but we certainly work on the rest 
of it.” 

Because the majority of contacts 
made by the firm’s salesmen is in 
homes, most of the salesmen are out- 
side workers. They receive a salary 
and commission and are given as many 
selling aids as possible. Newspaper and 
radio ads constantly plug the lines sold 
by the company, which is widely known 
throughout the 50 mile trade radius in 
which the salesmen operate. The Long- 
water brothers have spent large 
amounts in sponsoring broadcasts of 
basketball games—a Savannah favorite 
sport—to keep the firm’s name con- 
stantly before the public. An ingenious 
radio program titled “Dinner Winner” 
is another good advertiser. The object 
of the show is to get those listeners who 
are called on the telephone to answer 
it by stating the kind of food they are 
having for dinner. Should the listener 
do so, he is rewarded with a full dinner 
basket. 

Other lines handled by the Long- 
water Appliance Co., besides Thor and 
Easy washers, are Admiral, Cooler- 
ator, Philco and Gibson. The shop is 
a modern one, located near enough the 
shopping center of Savannah to be 
convenient, yet away from the high 
rent and hard-to-park district. A 40x60 
ft. building houses display rooms, 
offices and service departments, and 
extra warehouse space is maintained 
for storage. End 
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& Freezer Can Compete With ORLEY 4 


automatic. No dials. No 
gadgets. QUICK-FREEZING 
Insto-Freeze shelves... an 

Orley exclusive! Trouble-free 


Just these two QRLEY models. 
are all you heed for profitable 
freezer business! 


DRLEY Sizcteen 
Imagine! Sixteen cubic- 
foot. capacity in unit only 
66” long, 36” high, 28” 
front-to-back. Completely 
automatic, Exclusive 
INSTO-FREEZE shelves. 


ORLEY Super Seuen 


Your customers get 7% cubic feet copacity 
in Jess over-all space than conventional 5-foot 


models. Exclusive INSTO-FREEZE SHELVES ing device. Many other 
Xs freeze on contact! Also exclusive... HANDEEZ exclusive features. 
\ ‘tis TRAY. Handsome Dulux finish. 
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Why 


Lose Sales because of 
the Pipe Shortage ? 


As everyone knows, there 
is an acute shortage of 
steel piping. The whole 
water system industry is 
losing sales because of 
this shortage. But alert 
Dayton dealers are find- 
ing the answer to this is 
COPPER TUBING. It is 
available nearly every- 
where. It is easier and quicker to install than 
piping, it lasts longer, its permanently smooth 
interior provides unobstructed flow and, un- 
der present conditions, it costs very little more. 


THE FIRM’S SALESMEN are right at home in demonstrating everything 
from washers to small appliances. A point system, designed to complement 
the urgency of selling, is an incentive for the salesmen to go after big 


volume sales. 


You Can’t Have Too Many Cooks 


Why not look into the copper tubing situa- 
tion in your city and use 
this tubing to take advan- 
tage of the many addi- 
tional sales you can make 
of Dayton Water Systems 
and Water Softeners? 
Send for pamphlets show- 
ing the new, easy way of 
installing water systems 


with copper tubing. 


Dayton 
& 


THE DAYTON PUMP & MFG. CO., DAYTON, OHIO 


The Pioneer Manufacturer of Water Systems and Water Softeners 
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A shortage of delivery in ranges 
has had something to do with the fact 
that Mr. Quattlebaum’s supply has 
never caught up with his demand, but 
the intense salesmanship of his staff 
also has had plenty to do with the size 
of his waiting list. His practice of fol- 
lowing new power lines, of cooperating 
with the South Carolina Power Co.'s 
staff of helpful experts and of using 
aggressive selling methods has gained 
him an enviable reputation as one of 
Westinghouse’s top dealers in the 
Palmetto State. 

But while the Quattlebaum firm piles 
up records in range sales, it does not 
neglect other fields of appliance selling. 
Last year, for example, the store rang 
up a $70,000 business in laundry equip- 
ment alone. To do this, the firm aver- 
aged approximately 20 demonstrations 
a month under the direction of Miss 
Kathryn Mosley, home service expert. 
Miss Mosley, trained in five different 
schools of laundry demonstration, has 
been with the Quattlebaum firm for 
five years and knows her clientele 
thoroughly. 


Let the Customer Use It 


“The best demonstration,” she says, 
“either for laundry equipment or for 
ranges, is one which closes with the 
customer using the equipment in an 
easy and familiar manner herself. 
Naturally, we always work toward this 
end. While the housewife tries her 
hand at operating the washer or the 
range, the demonstrator stands by and 
points out just what is taking place.” 

In demonstrating equipment handled 
by the firm, Miss Mosley works closely 
with the sales staff. Mr. Quattlebaum’s 
policy is to begin with a demonstration 
on the floor by the salesman, then if 
the prospect appears to be a good one, 
Miss Mosley is called in and an ap- 
pointment made for a home demon- 
stration. She has staged mass demon- 
strations throughout the city and 
conducts these gatherings in the nature 
of a “party” at which cold drinks and 
refreshments are served. As a result 
of word-of-mouth advertising, Miss 
Mosley awards a case of soap to cus- 
tomers who turn in the names of other 
prospects. Each sale of a washer or 
ironer is followed up by Miss Mosley 
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CONTINUED FROM PAGE 57 


a day or two later to see that the buyer 
thoroughly understands how to operate 
the equipment purchased and how to 
get the most out of it. 


Equipment Placed in Schools 


Miss Mosley has been very success- 
ful in carrying out the firm’s program 
of placing equipment in the Charleston 
schools. The company has electrical 
equipment installed in all the city’s 
schools and Miss Mosley demonstrates 

(Continued on page 166) 
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See page 32 
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EVERY MANUFACTURER 
OF APPLIANCES, RADIOS 
TELEVISION SETS 


HO IS THIS IMPORTANT MAN? 


He is typical of the 30,638 leading dealers, distributors or managers in appliance, 


radio & television stores, hardware, furniture or department stores. He is a typical hi ‘a the p 


subscriber of ELECTRICAL MERCHANDISING whose responsibility is selling the con- 
sumer. Throughout the year, to keep abreast of his field, he constantly consults . . . 


THE JANUARY STATISTICAL AND MARKET PLANNING ISSUE ELECTRICAL MERCHANDISIN ti 


For 27 years he and the entire industry have relied on this issue for up-to-date, 
accurate data on all phases of their various fields. And this year in addition to its 


regular features this eagerly awaited issue will include complete market coverage on 


the past, present and future of the following products . . . STATISTICAL AND 


RADIOS RANGES KITCHEN SINKS 
TELEVISION SMALL APPLIANCES CLEANERS M ARKET PLANNING 
FREEZERS DISHWASHERS LIGHTING 

REFRIGERATORS DISPOSERS COOLING EQUIPMENT iSSU 

HOME LAUNDRIES KITCHEN CABINETS HEATING EQUIPMENT 


JANUARY 1, 1949 


This issue, due to its industry-wide value, is of extreme importance to all appliance. 


tadio or television manufacturers. It provides the most complete readership of a manu- ke that 5 () 
iceturers’ story by the very people he must sell and keep sold . . . his dealers. uses 4 WNCreasg 


MERCHANDISING. 


s A McGRAW-HILL PUBLICATION - 330 W. 42nd STREET, NEW YORK 18, N.Y. - ABP 


The publication that effectively covers 
APPLIANCE, RADIO & TELEVISION STORES; DEPARTMENT STORES 


FURNITURE STORES « HARDWARE STORES ~ UTILITY MERCHANDISERS 


4 
4 
| 
| 
| 
| ace 
copy *° perc. 5th 
For complet? district manager 


' Prices exclusive of taxes and subject to change. 
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Building Your Electric Clock 
Business by National Advertising 


SAT. 
EVE. POST 
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@ Sentinel Clocks and Watches are nationally advertised 
in LIFE, SATURDAY EVENING POST and LOOK whose 
monthly readership is approximately 100 million people. 

Sentinel Clocks and Watches are sold under Fair Trade 
Agreements in states where these apply, with liberal profit 
margin. 

Available for dealers are illustrated consumer folders, 
counter cards, newspaper mats, and LIFE arrow stickers. 


Let the fast-selling Sentinel line bring you customers 
and profits. 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut + Established 1831 


Too Many Cooks 
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the equipment to each new class in 


| home economics. Heavy sales have 


resulted, according to Mr. Quattle- 
haum, from this practice since future 
homemakers become accustomed to the 
Westinghouse line and demand it when 
buying appliances for their own homes. 

A plan of placing equipment such as 
ironers in homes on approval also has 
proved a profitable move. An ironer 
may be sent out to a home for a one- 
week tryout, during which time Miss 
Mosley maintains close contact with 
the customer to see that the appliance 
gets a fair trial. Few ironers sent out 
on approval find their way back to the 
store, she says, inasmuch as buyers are 
pretty well sold after using the ironer 
for a trial period. Miss Mosley’s 
method of demonstration is to begin 
with flat work and to work toward the 


| ironing of a shirt as soon as possible. 


She never considers a demonsttfation 
finished until the customer is able to 
use the equipment herself. 

In the store, demonstration equip- 
ment is kept connected up and ready 
for use at all times. Customers are 
invited to bring clothes in themselves 
for a free demonstration in the easy 
method of washing and ironing. Ac- 
cording to Mr. Quattlebaum, should 
customers fail to bring in clothing of 


their own, some of the salesmen are 


always ready to get their own shirts 
or pajamas washed and a ready supply 
of soiled clothing is always handy for 
demonstration. 

Getting back to the idea of the cook- 
ing school for salesmen, Mr. Quattle- 
baum believes that such training is 
invaluable and that it should be part of 
the overall training program which he 
insists his salesmen undergo. As part 
of his sales training program, he makes 
it a point himself to attend every pos- 
sible dealers’ meeting and to take along 
one or two of his salesmen with him. 
Active himself in Charleston civic af- 
fairs, he believes his sales staff also 
should take part in local events, thereby 
increasing greatly the number of con- 
tacts they make and the number of 
prospects for buying appliances. 


Point System Effective 


One of the most successful factors 
in Mr. Quattlebaum’s merchandising 
policy is his point system for salesmen. 
If he decides to spur the sale of a cer- 
tain appliance, he places a higher num- 
ber of points on it—each point being 
worth one dollar to the salesman. Thus 
the points may be changed according 
to the urgency of selling and the addi- 
tional income of the salesman deter- 
mined by the effort he makes to sell 
in a certain field. Another incentive 
for salesmen is the bonus which Mr. 
Quattlebaum awards them on success- 
ful completion of a sales quota. Usu- 
ally, this takes the form of an award 
of a full outfit of clothing. 

The Quattlebaum Electric Co., was 
incorporated in December 1933 and has 
been in its present location, 302 King 
Street, Charleston, since. The firm has 
three outlets, two for home appliances 
and one for air-conditioning and heat- 
ing equipment. End 
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SETS THE PACE 
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egin Again, Whiting makes the big news in the freezer 
the field. For kitchen or apartment installations, the 
08 new Whiting 8 now provides EIGHT CU. FT. 
CAPACITY, in space that formerly held only 41%. 
oom © For utility-room or basement installations, the 
uip- % new Whiting 17 provides SEVENTEEN CU. FT. 
~acly ba CAPACITY, in space that formerly held only 12. 
het These tremendous capacity-increases have been 
aa achieved through the use of Santocel, revolutionary 
yt new insulation, which permits cutting freezer-wall- 
ould thickness in half, while still maintaining FULL 
of FREEZER EFFICIENCY. 
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Pel chrome finish on solid brass; 
handy “can't forget” key 
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WHITING 17 (below) the first large-capacity freezer compact 
enough to go through standard door-ways. Width 27”; Height 36”; 
Length 60”. Weight uncrated 410 pounds; crated 490 pounds. 
stors Capacity, 17 cubic feet, about 600 pounds of food. 
ising 
men WHITING 8 (above) the first kitchen-size freezer with full family-size capacity. Width 


THE WORLD'S MOST 
EFFICIENT INSULATION 


cer- 27"; Height 36”; Length 32”. Weight uncrated 210 pounds; crated 255 pounds. Capacity, 
8 cubic feet, about 280 pounds of food. Thru this extra capacity in small space, the 


: Whiting 8 makes it easier for apartment-families to enjoy the advantages of freezer-living. 
eing 


ding 


wan Whiting’s EXTRA capacity gives you 


sell 


Mtr A POWERFUL SALES ADVANTAGE 


cess- 
Usu- 


none Your customers naturally want the freezer that gives the greatest 


capacity for their money... hence THE GREATEST SAVINGS. So 
was you can easily see why the freezer field says: ““Whiting’s the line for ’49.” 


eet Why let competition make the freezer sales that should be yours? Send 
. “e today for complete information about these new Whitings, and the tested 
inces personalized merchandising program that really gets business. 

heat- 

End WHITING CORPORATION, 1st National Bank Building, Chicago, Illinois 
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TO TAKE THIS 
ONE-IT HAS: 


on Mrs. Buyer’s 


Quick Acceptance of TK MONOTUBES 


You can now sell Monotubes for all types of 
ranges, old and new. The replacement mar- 
ket offers you big profit opportunities —ask 
your distributor about the Monopack and 
write us for Monotube Replacement Catalog. 


K 
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e Yes, you can make profitable range 
sales more quickly when the ranges you 
sell are equipped with TK Monotubes 
—the cooking unit that has clear-cut, 
easy-to-demonstrate advantages which 
are quickly seen and appreciated by 
Mrs. Range Buyer. 

TK Monotubes have a unique swivel 
action that allows the heating coil to 
be easily raised to a standing position 
—out of the way—for convenient clean- 
ing of the pan assembly, even when the 
unit is hot. The coils are fat—as:uring 
a bigger utensil-contact area, faster 
cooking and better heating efficiency 
—and they remain flat for the life of 
the unit. 

Make sure that the ranges you stock 
are equipped with Monotubes. They’re 
made with the best of materials and 
workmanship—and Monotubes are easier 
to sell than to sell against! 


1823 N. MONITOR AVE., CHICAGO 39, MAL. 


NOVEMBER 1, 


“Working” Appliances 


CONTINUED FROM PAGE 43 sommes 


desired, and call back for the finished 
laundry.” 

Dhondt claims that the secret of 
his washing success (and the real 
and only way to do a good job in the 
automatic) is the eight-minute soak- 
ing in warm water which he gives all 
his washings. He says he’ll compare 
his white clothes with the whites done 
any other way (the faster way, for 
instance, of ordinary _ self-service 
laundries), and he'll have the whiter 
wash of the two. 

“T tell customers, ‘I'll show you 
how to wash the real, Bendix way, 
and you'll want to own one of these 
machines yourself!” declares Dhondt. 
“I satisfy customers on the ability of 
these machines, and thus I’m able to 
make sales. Sure, I take 45 minutes 
to do a washing that somebody else 
will do in 30 minutes, but there’s a 
difference that counts when it comes 
to selling the automatic laundry.” 

The store’s floor is concrete, which 
is an advantage when it comes to 
maintenance of the laundry. Another 
thing: 

“I’m doing pretty good on trade-in 
sales of automatic washers, with peo- 
ple who already have an automatic, for 
instance, that they want to trade for 
a newer model,” said Dhondt. “Some 
of these trade-ins are put to work 
right here on my sales floor, which is 
another step toward reducing my 
overhead.” 

We haven’t said too much about 
the automatic dryer and ironer, but 
they receive plenty of talking about 
in the Dhondt scheme of things. He’s 
able to talk over 50 percent of his 
customers out of taking home a “wet 
wash,” or a back-breaking job of iron- 
ing on a hot day, for instance. 

He’ll walk a customer back to the 
dryer, while she waits for the wash- 
ing to finish up. He tells her that 
here, only several feet away from 
her nearly completed washing, is the 
next step in doing away with the 
drudgery of hanging clothes out, ete. 

With such convenience for demon- 
stration purposes, Dhondt can readily 
persuade many customers to his “laun- 
dry” to give the dryer a trial. The 
next step is repeat dryings, every time 
a washing is brought in, and mean- 
while selling tactics such as any sales- 
man would practice. 


(Continued on page 170) 
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advertising of electrical appliances you sell to them in... Ladies’ Home 


IN YOUR STORE— 
push these brands 
advertised in the 

November Journal! 


Arvin Portable Electric Heater 

Automatic Press-Toe Washer 

Bi Bendix Washers, Dryers & lroners 

hil Crosley Electric Range 

a int Dexter Twin Tub 

Eureka Vacuum Cleaner & Attachments 

Everhot Appliances 

Filter Queen Vacuum Cleaner 

Frigidaire Refrigerators 

Gibson Refrigerator, Home Freezer, and 
Kookall Electric Range 

Hamilton Beach Vacuum Cleaners 

Hoover Cleaners 

Hoover Iron 

Hoover Vacuum 

Hotpoint Electric Range 

lronrite Automatic lroner 

KitchenAid Electric Coffee Mill and 
KitchenAid Mixer ‘ 

K-M Home Electrical Appliances 

Norge Washer 

Paul’s Imported Lamps 

Philco Freezer 

Philco Refrigerator & Freezer 

Royal Vacuum Cleaner 

Sew-Gem Rotary Electric Sewing Machine 

Speed Queen Washers and Ironers 

Sunbeam Mixmaster 

Sunbeam Waffle Baker 

Toastmaster Pop-Up Toaster 

Voss Washers 

Zenith Radios 


MORE ADVERTISING DOLLARS ARE INVESTED IN THE NOVEMBER ISSUE THAN IN ANY ISSUE OF ANY MAGAZINE IN HISTORY 


In this record-breaking issue electrical appliance advertisers invested $227,305 
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Pantry 


REG. U. S. PAT. OFF. 


4 
j 


lhe hey le kitchen improvement 


Designed to fit the needs and pocketbooks of the 
majority of homemakers, the Morton PANTRYETTE 
is the indispensable unit in kitchen modernization. 

It has its place in every work center. It is 

exclusive in design and sets the style for 

kitchens refurnished in the modern manner. 

A place for everything and everything in its place is 
the PANTRYETTE’S service to kitchen efficiency. 

It replaces the old-fashioned pantry. It saves 

time and steps in kitehen work. Its modern 


lines add streamlined beauty to top efficiency. 
Special Features: 


SLIDING GLASS DOORS—no bumped heads; 

no jutting corners. 

THE MORTON TOTALITE— Fluorescent fixture in 
PANTRY ETTE bottom lights both interior spaces and work- 
ing surface below with shadow-free illumination. 

AMPLE WIDTH for dinner plates; 12 cup hooks; 

room for tall utensils. 

EASY TO HANG; no costly furring required; 

place at any desired height. 

Add PANTRYETTES to every major appliance 


sale. Make that extra sale the Morton way. 


Morton 66” Cabinet Sink is shown in Cleaning Center, pictured 
above. Note how the PANTRYETTE fills unused wall space and 
adds convenience, beauty, and efficiency to the sink grouping. 


MANUFACTURING COMPANY 


General Offices: 5125 West Lake Street . 
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“Working” Appliances 
oe CONTINUED FROM PAGE 168 


And with the electric ironer, it’s 
the same, and the conclusive step in 
the “laundry” service. He invites the 
customer to sit down and try the ironer 
herself. Maybe instead the customer 
will consent to have the store helper 
do the ironing for her. But with re- 
sistance weakening, she often even- 
tually tries the ironer herself and be- 
comes “sold” on the idea. 

Dhondt uses manufacturers’ charts 


| and sales literature in these practical 


demonstration on personal laundry and 
he very seldom runs into a distracted 
audience. When he’s not selling auto- 
matic home laundries, as such, the 
customers are often wandering around 
the store, “selling themselves” on ap- 
pliances of every description. 

“That’s a beautiful and very im- 
portant phase of this store ‘laundry’ 
service,” smiles Dhondt. “I don’t 
know how often a customer—or often 
a man and his wife, together— 
wanders around the store, seemingly 
aimlessly, killing a few minutes while 
the washing is finished up, and ends 
up by making a purchase that just 
occurs to her on the spur of the mo- 
ment. 

“Tt’s the old idea of building store 
traffic, with a slightly different twist 
—every ‘laundry’ customer looks 
around and seems to eventually de- 
cide to buy a piece of merchandise, 
whether it’s a flashlight or an electric 
heater.” 

Of one other thing Dhondt and his 
personnel are absolutely certain— 

“There’s never a dull moment in 
here!” they exclaim. Well, that’s 
good, because appliance stores don’t 
flourish on dull moments, do they ? 


He’s Beating 
Bottled Gas 


CONTINUED FROM PAGE 


To make his sales totals, Nelson has 
had to compete not only with 
LPG, but also with the big mail- 
order houses and the metropolitan 
stores. The advantages of the first 
are quoted by prospects as low initial 
cost. He fights this by asking them 
what they do if something goes wrong 
with an appliance or if it arrives in a 
damaged condition. Then he points out 
the advantages of purchasing from a 
local dealer who backs up the manu- 
facturer’s warranty and provides good, 
quick service. The service argument is 
also used with summer people who are 
wont to buy their major appliances 
in Boston or New York and ship them 
to the lake region. In practice, Nel- 
son makes a point of being conspicu- 
ous about giving free service to people 
who gave bought from him and charg- 
ing a substantial, though fair sum for 
repairs on equipment purchased else- 
where. 

Gradually, the people in the Wayside 
Appliance trading area are becoming 
educated to the fact that electricity will 
do a lot more than light lamps and 
pump water. As they do, Nelson’s job 
gets easier, but he keeps right on bowl- 
ing volts against the bottles. End 
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MR. DEALER: 


Here’s the new G-E Coffee Maker campaign 


that means extra sales for you! 


D Whew » Calling 


gard Coffer Makers ot amare pres with amazin 
4 more Taste 


GENERAL ELECTRIC 


Between now and Christmas—these great ads—in full color— 
will appear in two great mass weeklies with a total readership 
of twenty-seven million, seven hundred eighty thousand. 


Pius A NEW package with lots of sales aids for retailers — window 
streamers, mats, displays, envelope stuffers, everything! All you need 
to help you make extra sales! Get your package from your G-E Coffee 


Maker distributor. General Electric Company, Bridgeport 2, Conn. (Gis : 
SCHEDULE j 
Date On Newsstands ; 
COLLIER’S Nov. 13 & Dee. 4 Nov. 4& Nov. 25 
LOOK Nov. 23 & Dee. 7 Nov. 8& Novy. 22 


GENERAL ELECTRIC 
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Stock and Display Coffee Makers and Profit From This Campaign! 
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Ask for Replacement Catalog RU-147 


It shows you how to: 
Fit all range openings 


A quick selection chart shows the exact CHROMALOX 
Unit and Adaptor Rings you need to fit any electric range. 


Operate with a low-cost inventory 


All replacements are made from a few stock Units plus 
low cost Adaptor Rings . . . which means you can give 


“off the truck’’ service. 


Get more turnover and profits 
Housewives prefer CHROMALOX Units so you make easy 
sales. With quick and easy installations that fit, you can 
make more service calls and more satisfied customers 
every day. 


EDWIN L. WIEGAND CO, + 7525 THOMAS BLVD. + PITTSBURGH 8, PA. 


$ EDWIN L. WIEGAND COMPANY 
é 7525 Thomas Boulevard, Pittsburgh 8, Pa. 

4 REPLACEMENT CATALOG RU- 147. 
Name. 

Company 

$ Street ..... 

City... 

State 


Please send me my free copy of the new CHROMALOX RANGE UNIT 
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One Kitchen Sells Another 


steps may be analyzed in this fashion: 

1. Visualization of the job. This 
means, according to Mr. Staubitz, a 
complete inspection of the property be- 
fore the firm agrees to undertake any 
kitchen building order. If, after a close 
inspection, the Staubitz representatives 
do not feel that a kitchen can be re- 
modeled or rebuilt as a first class job, 
the order is refused. 

“Naturally, every effort is expended 
to satisfy the wants and needs of the 
customer,” Mr. Staubitz explains. “But 
New Orleans has almost every kind of 
dwelling place imaginable. You can’t 
put a ‘million-dollar’ kitchen in a house 
that simply wasn’t built to take it. 
Neither should you put a cheap kitchen 
in a home that deserves a better one 
because if you do, it throws the rest of 
the house out of harmony and makes 
for poorer living. So we try to visual- 
ize just what kind of kitchen the home 
needs and work on it accordingly. 
This policy of complete inspection is 
an accessory to the sale if it is done 
right and also it is an assurance that 
the job will be first class when it is 
finished.” 

2. Aid from the housewife. Once 
the inspection job is finished and the 
firm accepts an order for a modern 
kitchen, then the views of the house- 
wife become of paramount importance, 
says Mr. Staubitz, because every 
woman has an idea—good or bad— 
about what she wants. In most cases 
therefore, the housewife is encouraged 
to lay out or make a brief diagram of 
her own idea of the kitchen she wants. 
If the idea can be carried out feasibly, 
the kitchen will be built as nearly as 
possible to conform to the diagram. 

“The only trouble is that most house- 
wives haven’t the expertness needed to 
simplify the arrangement and provide 
the most efficiency,” says Mr. Staubitz. 
“Then, we must set about the matter of 
convincing her that certain changes 
must be made to keep her from work- 
ing left-handed, to cut down the num- 
ber of steps she must take, and to in- 
crease the working spaces of the 
kitchen. Usually, most housewives 
appreciate our suggestions toward 
achieving these ends and are better 
satisfied as a result. 

“There are other matters of cooper- 
ation from the housewife, too. We 
have plenty of trouble getting her to 
stay home on the day we want to 
measure the kitchen, or on the day 
when the plasterer comes. So you can 
see, we consider it a vital step to get 
the housewife to cooperate.” 


Expert Staff Maintained 


3. Expert workmanship. The main- 
tenance of experts in almost every de- 
partment of the kitchen sales force is 
a Staubitz principle. It begins with 
the salesmen, three of whom are full- 
time outside representatives. These 
three salesmen are all graduates of 
kitchen schools of installation and 
sales, and are the men around whom 
the entire kitchen selling plan revolves. 
After the inspection and acceptance of 
an order, these salesmen set to work 
to draw up plans for it. 

“Their drawing is a simple one,” 


CONTINUED FROM PAGE 51 


says Mr. Staubitz. “They have been 
taught to avoid studiously anything 
that looks elaborate or expensive. But 
while the working drawing is simple, 
it still must show everything in cor- 
rect measurement with sizes and sam- 
ples. We do not provide free hand 
drawings but rather depend upon pho- 
tographs and manufacturers’ pictures 
of cabinets and appliances, since we 
feel that these give a better idea of 
how the equipment will look.” 

Every detail of the kitchen is meas- 
ured to the exact inch and the sales- 
men then are ready to sit down with 
the housewife or the contractor to dis- 
cuss the plans before putting them 
down on paper. Actual work of in- 
stallation is done by a general con- 
tractor with whom Mr. Staubitz has a 
contract. 

Rigid sales training contributes to 
the expertness of the Staubitz mer- 
chandising program. The training of 
salesmen is in the hands of U. B. 
Martinez, sales manager of the firm, 
who is himself a veteran expert in 
kitchen merchandising. Mr. Staubitz 
makes it a point to install every new 
appliance in the kitchen of his own 
home, and it is here that the salesmen 
are allowed to study and learn the 
operation of the equipment they are to 
sell. Mr. Staubitz refers to his kitchen 
as his “salesman’s laboratory.” 


Complete Price Quoted 


4. A package deal. The complete 
price is quoted on a kitchen at the time 
of the order. This includes the cost of 
all installation work, including plaster- 
ing and plumbing and the cost of the 
appliances installed. 

“When we accept an order for a 
kitchen,” says Mr. Staubitz, “then we 
quote a price on it. That’s the final 
price—no additional costs to the buyer 
whatever.” 

In order to sell his kitchens as a 
package deal, Mr. Staubitz has a work- 
ing agreement with a general con- 
tractor who handles all such necessary 
work as flooring, papering, plastering, 
plumbing, etc. The contractor is called 
in immediately after the first inspec- 
tion, submits his bid to Mr. Staubitz, 
and does the work for the firm rather 
than the customer. This price is in- 
cluded by Mr. Staubitz in the price 
quoted for the completed new kitchen 
to the buyer. 

5. Setting up the finished job as a 
possible factor in selling others. Mr. 
Staubitz declares it is through the in- 
stallation of kitchens in the better New 
Orleans homes, that his firm has estab- 
lished the prestige it enjoys today. To 
maintain this prestige it is imperative 
that each job be an outstanding one, 
he declares, and the firm bends its 
efforts to make them so. 

“Almost invariably we have an invi- 
tation from the housewife to bring in 
other people to see the new kitchen,” 
he declares, “and we make it a point to 
take prospective customers into the 
kitchens we have installed. We have 
found this to be the best method of 
selling, since it combines the actual 
demonstration of a new kitchen with 

(Continued on page 176) 
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GIBSON SCORES AGAIN WITH 


GET ALL THE FACTS FROM 
YOUR GIBSON DISTRIBUTOR! 


The Independent Dealer's Line is first again with 
FEATURES THAT SELL, because it’s built to 
Housewives’ Specifications—competitively priced. 
Full Line! .. Refrigerators, Ranges, Home Freezers 
—-sell one. the customer wants the others! 
Backed by INCREASED production, powered 


by the most effective advertising and selling pro- 


fi 


First and Greatest Fastest-growing Electric gram in Gibson history! You'll see—There’s Gold 
Upright Home Freezer Range Volume in in Gibson in °49! 
in the Industry! the Industry Today! 


Copyright 1948, Gibson Refrigerator Co. 


GIBSON REFRIGERATOR COMPANY ecrcenvitte, michican 
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IN ADVERTISING LINAGE * 


IN DEALER PREFERENCE * 


*A complete tabulation of advertising linage and industry coverage 
is available on request. Many industry-wide surveys conducted by 
manufacturers on Reader Preference. also available. are delinite 


proof of ELECTRICAL MERCHANDISING'S claim of dealer preference, 


LET’S LOOK AT THE ADVERTISERS IN ELECTRICAL MERCHANDISING DURING THE FIRST MONTHS OF 1948 ... WHO WERE THEY 


y r The list below reads like the Blue Book of Appliance, Radio and 

Television set manufacturers — but in reality it is the actual list of 
ELECTRICAL MERCHANDISING’S advertisers during the period of 
January 1, 1948 to date. Practically every important name — the “in- 


stitutions in the industry” — the oldsters and the youngsters are 


off — and in a big way. It brings a manufacturer's sales message to 
his distributors and dealers quickly. efficiently. economically and 
with the background of the longest established publication in the 
industry. The list is long. but ELECTRICAL MERCHANDISING is 
the manufacturers’ choice, because basically it is their dealers’ 
choice as well. 


included. Why — because ELECTRICAL MERCHANDISING pays 


Acme Noationc! Refrigeration 
Co. 

Admiral Corp. 

Air Conditioning Products 
Co. 

Air Equipment Co. 

Air King Products Co. 

Alaboma Mfg. Co. 

Allen Mfg. Co., Inc. 

Alter Co., Harry 

Altorfer Bros. 

Aluminum Goods Mfg. Co. 

Amona Society (Refrig. Div.) 

Americon Central Div. Avco 
Mfg. 

American Electrical Heater 
Co. 

Americon Express 

American Furniture Mart 

American Gas Machine Co. 

American Lova Corp. 

American Machine & Metals 

Americon Metal Products Co. 

American Tel. & Tel. 

Americon Weekly Magazine 

Anchor Stove & Range 

Anthony Co. 

Apex Electricol Mfg. Co. 

Appliance Mfg. Co. 

Appliance Parts Jobbers 
Assoc. 

Armco Steel Corp. 

Armstrong Products Corp. 

Arnold, Schwinn & Co. 

Assoc. Plastic Companies, 
Inc. 

Atlas Distributors 

Automatic Electric Heater 
Co. 

Automatic Products Co. 

Automatic Washer Co. 

Ball Brothers Co. 

Bor-Brook Mfg. Co., Inc. 

Barlow & Seelig Mfg. Co. 

Bearse Mfg. Co. 

Belden Mfg. Co. 

Belle City Appliance Corp. 

Ben-Hur Mfg. Co. 

Bendix Home Appliances, 
Inc. 

Bendix Radio 

Berger Inc., Thomas W. 

Berns Mfg. Corp. 

Better Homes and Gardens 

Blackstone Corp. 

Briggs & Stratton Corp. 

Bright Star Battery Co. 

Caloric Stove Corp. 

Camfield Mfg. Co. 

C &H Air Cond. Fan Co., 
Inc. 

Carrier Corp. 

Central States Mfg. Co., Inc. 

Champion Lamp Works 

Chelsea Fan & Blower Co. 

Chevrolet Motor Div. 

Chicago Daily News 

Chicago Electric Mfg. Co. 

Chicago Tribune 

Clarvan Corp. 

Clements Mfg. Co. 

Cleveland Plain Dealer 

Climax Machinery Co. 

Coleman Co. 

Colson Equipment & Supply 
Co. 

Columbia Broadcasting 
System 

Columbia Wire & Supply Co. 

Commercial Credit Corp. 


Conlon Bros. Mfg. Co. 
Conlon Div. Conlon-Moore 
Corp. 
Continent Lamp Shade Co. 
Coolerator Corp. 
Cornish Wire Co. 
Corocire Heater Corp. 
Cory Corp. 
Cosmopolitan Magazine 
Country Gentlemen 
Cribben & Sexton Co. 
Crosley Div. Avco Mfg. 
Corp. 
Cutler-Hammer, Inc. 
Dake Engine Co. 
Davis Mfg. Co. 
Dazor Mfg. Corp. 
Dayton Pump & Mfg. Co. 
Dearborn Stove Co. 
Decatur Pump Co. 
Deepfreeze Div. Motor 


Prods. Corp. 
Delco Div. General Motors 
Corp. 


Demonstrations, Inc. 

Detect-O-Ray Co. 

Deteraents, Inc. 

Detroit Lubricator Co. 

Dexter Co. 

Dishmaster Corp. 

Dominion Electric Corp. 

Dormeyer Corp. 

Dow Chemical Co. 

Drake Electric Works, inc. 

Driver-Harris Co. 

Driver Co., Wilbur B. 

Dumore Co., The 

Duo-Therm Div. Motor 
Wheel Corp. 

E. I. duPont de Nemours 
& Co. 

E. A. Laboratories, Inc. 

Easy Washing Machine 
Corp. 

Ebco Mfg. Co. 

Edwards and Co. 

Ekco Products Co. 

Electric Steam Radiator Corp. 

Electromaster, Inc. 

Electromade Corp. 

Elgin Stove & Oven Div. 

Elkay Products Co. 

Emerson Electric Mfg. Co. 

Emerson Radio & Phonograph 
Corp. 

Empire Appliance Co. 

Entwistle, James L. 

Essential Chemicals Co. 

Esquire Calendar Div. 

Eureka Williams Corp. 

Evans Products Co. 

Excel, Inc. 

Fairbanks-Morse & Co. 

Faries Mfg. Co. 

Farm Journal 

Farnsworth Television & 
Radio 

Finders Mfg. Co. 

Florence Stove Co. 

Ford Trucks 

Free Sewing Machine Co. 

Fresh'nd-Aire Co. 

Frigidaire Div. General 
Motors 

G-M Laboratories, Inc. 

Gas Appliances Mfrs. Assn. 

Geier Co., P. A. 

Gellman Mfg. Co. 

General American Trans. 
Corp. 


General Appliance Corp. 

General Die & Stamping Co. 

G.E. (A.&M., Chem. and 
Lamp Depts.) 

General Floorcraft, Inc. 

General Mills, Inc. 

Geneva Mfg. Co. 

Geuder, Paeschke & Frey Co. 

Gibson Refrigerator Corp. 

Gilbert Co., A. C. 

Gilcor Products Corp. 

Gill Electric Mfg. Corp. 

Gillen Co., J. L. 

Given Mfg. Co. 

Good Housekeeping 

Goodyear Tire & Rubber Co., 
Inc. 

Grand Home Appliance Co. 

Graybar Electric Co. 

Gray & Dudley Co. 

Guiberson Corp., The 

Hamilton Mfg. Co. 

Hamilton Beach Co. 

Hammer-Bray Co., Ltd. 

Hankscraft Co. 

Hanovia Chemical & Mfg. 
Co. 

Health-Mor, Inc. 

Hedges Mfg. Co., M. M. 

Hewitt Co., A. D. 

Hobart Mfg. Co. 

Holcomb & Hoke Mfg. Co. 

Hoover Co. 

Horton Mfg. Co. 

Hoskins Mfg. Co. 

Hotboy, Inc. 

Hotpoint, Inc. 

House & Garden 

Household Magazine 

Howard Industries, Inc. 

Howard Refrigerator Co. 

llg Electric Ventilating Co. 

Indusco Corp. 

Ingraham Co., E. 

Inland Mfg. Co. 

International Harvester Co. 

International Nickel Co. 

International Oil Burner Co. 

Iron Fireman Mfg. Co. 

lronite lroner Co. 

Jack & Heintz Precision Ind. 

Jacobs Co., F. L. 

Jacwo Electric Supply 

Kalamazoo Stove & Furnace 
Co. 

Kaufman Mfg. Co. 

Kawneer Co. 

Keen Mfg. Co. 

Kelvinator Div., Nash- 
Kelvinator 

Kisco Co., Inc. 

Knapp-Monarch Co. 

Koch Refrigerators 

Kresky Mfg. Co., Inc. 

Ladies Home Journal 

Lake State Products, Inc. 

Lakeside Aluminum Co. 

Lamb Electric 

Londers, Frary & Clark 

Lav Blower Co. 

Lear, Inc. 

LeJohn Mfg. Co. 

Leonard Div., Nash- 
Kelvinator 

Lewyt Corp. 

Libbey-Owens Ford Glass 

Liberty Bell Mfg. Co. 

Life Magazine 

Lindemann & Hoverson Co., 
A. J. 


Lonergan Mfg. Co. 

look Magazine 

Lovell Mfg. Co. 

Lynbrook Co. 

Lyon Metal Products, Inc. 

McCall's Magazine 

McGraw-Elec.—Clark Div. 

McGraw Elec.—Toastmaster 
Div. 

McGraw-Hill Book Co. 

Magnavox Co. 

Majestic Co. 

Mann Refrigeration Supply 
Co. 

Manning Bowman & Co. 

Markel Electric Prods. Inc. 

Marquette Appliances, Inc. 

Marlun Mfg. Co., Inc. 

Master Appliance Mfg. Co. 

Meier Electric & Machine Co. 

Merchandise Mart 

Merit-Made Inc. 

Metal Ware Corp. 

Micacraft Products, Inc. 

Midwest Farm Paper Unit 

Midwest Mfg. Co. 

Mimms Co., E. N. 

Minneapolis-Honeywell 
Regulator Co. 

Mitchell Mfg. Co. 

Modern Water Equipment 
Co. 

Moe-Bridges Corp. 

Moe Bros. Mfg. Co. 

Monarch Malleable Range 
Co. 

Monitor Equipment Corp. 

Morton Mfg. Co. 

Motion Air, Inc. 

Motorola, Inc. 

Mullins Mfg. Corp. 

Murray Hill Books, Inc. 

National Appliance Co. 

National Carbon Co. 

National Die Casting Co. 

National Electric Products 
Corp. 


Neti & 


Stamping Co. 
National Engrg. & Mfg. Co. 
National Gas Equipment Co. 
National Housewares Mfrs. 
Assn. 
National Ideal Co. 
National Pressure Cooker 
Co. 
National Stamping & Elec. 
Works 
Nelda Publications, Inc. 
Nelson Corp., Herman 
New Haven Quilt & Pad Co. 
Nicro Steel Products, Inc. 
Nineteen Hundred Corp. 
Noblitt-Sparks Industries, 
Inc. 
Noma Electric Corp. 
Norge Div. Borg-Warner 
Corp. 
North American Philips Co. 
Olin Industries, Inc. 
One Minute Washer 
Orley Freezers, Inc. 
Owens-Corning Fiberglas 
Corp. 
Packard Elec. Div., 
General Motors 
Pakette Products Co. 
Palmer Mfg. Corp. 
Panamco Ltd. 


Paragon Electric Co. 

Parsons Engineering Corp. 

Peerless Electric Co. 

Peerless Mfg. Corp. 

Penetray Corp. 

Pennsylvania Range Boiler 
Co. 

Pentron Corp. 

Perfection Stove Co. 

Perfex Corp. 

Permold Co. 

Pfanstieh! Chemical Co. 

Philadelphia Elec. & Mfg. 
Co. 

Philco Corp. 

Phoenix Table Mat Co. 

Pictorial Review (Hearst) 

Pittsburgh Plate Glass Co. 

Plastray Corp. 

Poulsen & Narden, Inc. 

Practical Builder 

Premier Vacuum Cleaner 
Div., G.E. 

Prentiss Wabers Products 
Co. 

Pressed Steel Car Co. 

Proctor Elec. Co. 

Propeller Fan Mfrs’ Assn. 

Quaker Mfg. Co. 

Queen Stove Works, Inc. 


Racine Universal Motors 
Co. 

R.C.A. Victor 

Railway Express 

Ray-O-Vac Co. 

Rea Engineering & Mfg. 
Corp. 

Recora Company 

Regina Corp. 

Republic Molding Corp. 

Rheem Mfg. Co. 

Rival Mfg. Co. 

Robbins & Myers, Inc. 

Robertshaw Fulton Controls 

Robco Corp. 

Roll-O-Kari 

Ronan & Kunzl, Inc. 

Roper Corp., Geo. D. 


Samson United Corp. 
Saturday Evening Post 
Schaefer, Inc. 

Schick, Inc. 
Schwitzer-Cummins Co. 
Scott-Atwater Mfg. Co. 
Scott-Newcomb, Inc. 
Seco-Lite Mfg. Co. 
Sentinel Radio Corp. 
Service Appliance Corp. 
Sessions Clocks 

Seth Thomas 

Sheldon Electric Co., Inc. 
Shirley Corp. 
Sightmaster Corp. 
Signal Electric Mfg. Co. 


Silent Sioux Oil Burner Corp. 


Silex Co. 

Simmons Co. 

Simpson Electric Co. 

Smith Corp., A. O. 

Smith Mfg. Co., F. A. 

Sparks Stove Co., Inc. 

Sparks-Withington Co. 

Speedway Mfg. Co. 

Sperti-Faraday Inc. 

Sprouse Co., Inc., V. E. 

Standard Gas Equipment 
Corp. 

Standard Hy-Grade Electric 
Co. 


Starbrand Corp. 

Sta-Tite Mfg. Co. 

Steber Mfg. Co. 

Sterling Freeland Industries 

Stewart Mfg. Co. 

Stewart-Warner 

Stiglitz Furnace & Foundry 
Co. 

Stoddard Manufacturing Co. 

Stromberg-Carison Co. 

Sub-Zero Freezer Co., Inc. 

Successful Farming 

Sunroc Refrigeration Co. 

Sutton Corp., O. A. 

Swanson Tool & Machine 
Products 

Swartzbaugh Mfg. Co. 

Sylvania Electric Products 
Co. 

Telechron Inc. 

Tele-Tone Radio Co. 

Tennessee Valley Marketers, 
Inc. 

Thermogray Co. 

Thor Corp. 

Time Magazine 

Tracy Mfg. Co. 

Traubee Products, Inc. 

Turnpenny Lid., F. & G. 

Tuttle & Kift, Inc. 

Tyler Fixture Corp. 

Union Pacific Railroad 

United Motors Service 

U. S. Machine Corp. 

Utility Appliance Corp. 

Vactric, Inc. 

Vaculator 

Valley Welding & Boiler Co. 

Vasco Products Co. 

Viking Mfg. Corp. 

Voss Bros. Mfg. Co. 

Wahl Clipper Corp. 

Walco Sales Co. 

Walker Electric 

Waverly Products, Inc. 

Wayne Home Equipment Co. 

Webb Manufacturing Co. 

Webster Electric Co. 

Welch Co., W. W. 

Wesix Electric Heater Co. 

West Bend Aluminum Co. 

Westinghouse Elec. 
(Appl. Div.) 

Westinghouse Elec. 
(Home Radio) 

Westinghouse Elec. , 
(Lamp Div.) 

Westclox Div., Gen. Time 
Instr. 

Whitehead Mfg. Corp., 
D. 


White Products Corp. 

Whiting Corp. 

Wiegand Co., Edwin L. 

Wilcox-Gay Corp. 

William's Nuporlain 

Winpower Mfg. Co. 

Winsted Hardware Mfg. 
Co. 

Wirebound Box Mfrs. Assn. 

Wirt Co. 

Wittie Mfg. Co., Inc. 

Wobar Distr. Co. 

Woman's Day (Stores Pub.) 

Woman's Home Companion 

Wood Mfg. Co., John 


Yale & Towne Mfg. Co. 
Young Corp. 
Zenith Radio Corp. 
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— OF APPLIANCES, RADIO AND TELEVISION 
TO CARRY THEIR-ADVERTISING MESSAGES 
TO THEIR DISTRIBUTORS AND DEALERS | 


- 


WHAT IS THE SCOPE OF THE PRODUCTS ADVERTISED 


$ ‘acon Pick a number from one to a thousand, or pick 
any item that belongs in ELECTRICAL MER- 
CHANDISING’S field of Appliance, Radio or 

Television merchandising and you'll find it 

advertised in ELECTRICAL MERCHANDISING. That's the quick- 
est way we know to outline the breadth and scope of the prod- 
ucts advertised.. From small kitchen gadgets like a household 


OF 


churn or ice cube trays through small appliances like toasters, 
irons, fans, etc., and on to major items like kitchen units, wash- 
ers, stoves, refrigerators, freezers, radios, television sets, etc. — 
you'll find them all in the pages of ELECTRICAL MERCHANDIS- 
ING ... because it has paid the manufacturer to keep his sales 
message out in front — in ELECTRICAL MERCHANDISING. 


cM AND TO TOP IT OFF... 


ELECTRICAL 


COAST TO COAST TRADE NEWS COVERAGE 
MERCHANDISING AND SALES AIDS 

COMPLETE NEW PRODUCT NEWS COVERAGE 
NATIONAL, STATE AND LOCAL MARKET TRENDS 


ND these are only a few of the many outstanding editorial 
features of ELECTRICAL MERCHANDISING that for more 
than 40 years have been accepted and approved throughout the 
industry. All of them, however, are of such quality and scope 
that dealers, distributors and manufacturers eagerly read each 
issue from cover to cover. It is the quickest, most authentic way 
in which they can get the information they consider vital to the 
success of their business. 

The fact that we nationally cover the news of our many-sided 
industry is highly significant. News, views and events are cov- 
ered by our strategically located field editors and a staff of 50 
alert field correspondents. This news is “funneled” into our edi- 
torial offices — interpreted in terms of its greatest value, and 
published — while it is still news — first in ELECTRICAL MER- 
CHANDISING. 


Since a publication's advertising value can be judged by that 


LAURENCE WRAY 


A McGRAW-HILL-~. 
330 West 42nd Street . 


STATISTICAL DATA 

MARKET PLANNING DATA 

ANALYSIS OF RETAIL PRACTICES 

RETAIL STORE WINDOW AND FLOOR PLANNING 


publication's editorial acceptance, the galaxy of manufacturers’ 
names and the wide scope of products contained in the adver- 
tising pages of ELECTRICAL MERCHANDISING immediately 
become understandable. A manufacturer puts his sales story 
where he is sure his dealers and distributors will see it— where 
he is sure of interested readership. 


PROOF OF EDITORIAL LEADERSHIP 


Tangible evidence of ELECTRICAL MERCHANDISING'’S edi- 
torial leadership is contained in countless letters from all sections 
of the country and from all types of retail outlets. In essence 
they say “here’s one publication that helps us in our planning, 
our selling and right through to successful merchandising”. 
Additional proof exists in the fact that, up-to-date, editorial 
articles for organizational distribution have been requested to 
the extent of more than 50,000 Reprints. 


PUBLICATION 
New York 18, N. Y. 


~ 


Sener We suggest that you consult yur local ELECTRICAL MERCHANDISING 
representative as an aid in selecting medig’for applignce. radio or television set 
manufacturers. He will gladly supp]y you with usefal marketing and media data. 


4 


ROBERT W. ARMSTRONG 
Associate Editor 
New York 


TOM F. BLACKBURN 
Chicago Editor 


AMASA B. WINDHAM 
Southern Editor 


CLOTILDE .GRUNSKY TAYLOR 
Son Francisco Editor 


HOWARD 3}. EMERSON 
Pacific States Editor 
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Passersby can inspect all the appliances on the 
selling floor... through a wall of Polished Plate 
glass at Sutor’s Appliances, Ine., Hialeah, 
Florida. Close-up shows how a Visual Front 
makes even the rear wall clearly visible. 
Architect: Hans Shaffer, Hialeah. 
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: people see the whole show 


The wide variety of your stock... your model rooms and 


demonstrations ... bring window shoppers inside when you 


show it all through GLASS. 


A Visual Front extends your display beyond the windows 
over the entire selling floor... promotes all the appliances 
you carry instead of just a few near the sidewalk. 


Through smart use of modern glass in its many forms, your 


architect can design a Visual Front to solve your particular 


display problems and make your store a landmark. An all- 


glass front lessens maintenance, too. Quickly and economically 


cleaned, it keeps its sparkling beauty for years... needs no 


refinishing. 


For ideas, write for our Visual Fronts book and appliance 


store folder. 


Libbey-Owens-Ford Glass Company, 52118 


Nicholas Building, Toledo 3, Ohio. 


L-O-F GLASS PRODUCTS FOR STORE MODERNIZATION 


Polished Plate glass for show 
windows, windbreaks, quality 
mirrors. 


Thermopane®™ insulating glass to 
minimize condensation on = win- 
dows. Prompt delivery in over 
70 standard sizes. Made-to- 
measure units likewise are readily 
available. 


Tuf-flex* tempered plate glass 
for fully transparent doors, pack- 
aged with all necessary hardware to 
simplify ordering and installation. 
Vitrolite* opaque glass facing for 
exterior and interior walls that 
can be cleaned with a damp cloth. 
Comes in white, black, light and 


dark colors. *® 


OWENS - FORD 
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One Kitchen 
Sells Another 


ome CONTINUED FROM PAGE 172 oes 


the word-of-mouth advertising of a 
satisfied customer.” 

Photographs are made of every new 
kitchen the firm sells and installs, and 
these pictures are used by the sales- 
men in going after new business. Mr, 
Staubitz considers his pictorial exhibit 
of kitchens of prominent Orleanians 
as a great selling factor, since he well 
knows the tendency of the average 
housewife to “keep up with the 
Joneses.” 


Price Resistance Negligible 


Sometimes a job may cost more than 
the housewife desires to pay, says Mr. 
Staubitz, but “price resistance is not a 
factor when the customer gets his 
money’s worth.” To check on the 
progress of the work and to keep in 
personal touch with his customers, 
Mr. Staubitz himself frequently goes 
out with the salesmen or service men 
to call on prospects. 

Kitchen sales and equipment also 
are stressed inside the store. A model 
kitchen, surrounded by a complete line 
of equipment, occupies the most im- 
portant part of the big display room 
and is placed well at the front of the 
store. Nearby, numerous traffic items 
—all concerned with the kitchen—such 
as potato peelers, pots and pans, strain- 
ers, kitchen knives and forks, pantry 
equipment, etc., are available to the 
neighborhood shoppers. Related items 
such as linoleum, paint and brushes, 
also are handled. Special promotions 
staged by Mr. Staubitz include occa- 
sional bargain sales and specials as 
well as cooking schools, laundry dem- 
onstrations and work with local high 
schools. 

“Home economics courses in the 
high schools have done wonders in 
teaching youngsters about the newest 
appliances,” Mr. Staubitz says, “and 
the dealer who succeeds is one who is 
ready to keep up with the schools and 
to take up where they leave off.” 

In addition to the big store in Car- 
rollton Ave., Mr. Staubitz maintains 
a branch shop at 4334 St. Charles Ave. 
to serve the mid-town trade. Major 
lines handled by the firm are Youngs- 
town sinks and kitchen cabinets, Gen- 
eral Electric, Crosley, Deepfreeze, 


Phileo and Bendix laundry equipment. 
End 


“WELL, HOW DOES IT FEEL TO BE REPLACED 
BY A MACHINE?” 


1948—ELECTRICAL MERCHANDISING 
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“=~ | Reform schools are being improved 
in Car- 1 
because women acted! 
Major | 
gt WOMEN WERE SURPRISED AND SHOCKED when they learned of the sordid, brutal conditions that 
nf Sern exist in many so-called “reform” schools. COMPANION article “Is This Reform?” drew requests for 
pment. thousands of reprints from readers all over the country ... was used as a spearhead to clean up 
End conditions in many of their communities! 
a. YOU'LL MEET MORE LADIES! — Latest YOUTH IS SERVED! — Lloyd Hall Re- 
Si 1947 COMPANION mail bags dis- Starch visibility report, based on ports for the first eight months of 
” gorged over $10,000 of orders for full page black-and-white and color, 1948 show that the COMPANION 
CoMPANION Crochet and Embroi- show the COMPANION buys more leads the women’s service field by 
dery booklets alone. These booklets readers per advertising dollar than wide margins in the editorial linage 
cost a few cents each! any other book in the service field. devoted to children and beauty. 
WOMAN’S HOME COMPANION 
Monthly Circulation More Than 3,850,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
DISING ) ELECTRICAL MERCHANDISING—NOVEMBER 1, 1948 


SIXTEEN 


RESULTS IN ADVERTISING — 
Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 


Air-Way Sanitizor Vacuum Cleaner 

Camfield Automatic Toaster 

Domestic Sewmachines 

Easy Washer & Ironer 

Everhot Appliances 

Filter Queen Vacuum Cleaner 

Frigidaire Automatic Washer 

Frigidaire Electric Range 

Frigidaire Refrigerator 

Frigidaire Water Heater 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

General Mills Home Appliances 

Maytag Washer & !roners 

Nesco Chef Automatic Electric Range 

Nesco Electric Roaster 

Norge Automatic Electric Range 

Norge Electric Water Heater 

Norge Washers & Ironers 

Royal Vacuum Cleaner 

Simplex Automatic lroner 

Speed Queen Washers & lroners 

Westinghouse Electric Home 
Appliances 

White Sewing Machines 
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COMPAR 1 OX RESU LF STORY NUMBER 
‘ 
: 


FUEL FOR YOUR SPARK! 


Unlike oil heaters limited to the use of one or two 
types of fuel oil, SPARK oil heaters give clean, 
efficient heat with FOUR TYPES OF FUEL OIL: 


@ No. 1 oil or kerosene (similar to 
the fuel used by jet planes). 


@ No. 2 oil. @ No. 3 oil. 
@ Motor diesel oil. 


Last winter, for example, SPARK heaters using 

common motor diesel oil provided thousands of 

homes throughout the nation with clean, satisfy- 
‘ ing warmth! 


SPARK 
dealerships available. 
Write for information. 


SPA HEATERS 


SPARK Stove Co., Inc., Dept. E-11 
2619 E. 12th St., Oakland 1, Calif. 


Gentlemen: Please send me complete information on SPARK oil 
burning heaters and your SPARK dealer plan. 


Name 
Firm 


Address 


City_ 
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His Home Is His Show Room 


CONTINUED FROM PAGE 62 


about $100 investment. This, plus a 
price drop on the product, badly dented 
him and Mr. Mann thereupon decided 
there was safety in diversification. 

As a result, his is a business in 
which plumbing and electrical appli- 
ances are scrambled. The locatiun at 


| 810 Main St., is unpretentious and 


from a store standpoint is a sort of 
country emporium. It is packed with 
merchandise—water systems for ex- 
ample, are clear out of sight—and one 
sees pipe, plumbers’ fittings, washtubs, 
all mixed up. The store carries an 
inventory of around $50,000 worth of 
stuff, which is turned about three times 


year. 


The customers don’t seem to mind 
it, because he has two crews of plumb- 
ers who work 50 miles out in all direc- 
tions around Lawrenceville. There are 
two men in each crew and he charges 
$3.50 an hour plus 10¢ mileage one 
way. Two-man crews of electricians 
are also on the job. He has one service 
man whe does nothing but take care 
of coinmercial refrigeration and air 
conditioning. 

The Mann operation is called a com- 
plete Frigidaire dealer, handling every- 
thing made in Dayton. The firm car- 
ries Fairbanks Morse water systems. 


Plumbers and Electricians Mix 


“We find that plumbing and electri- 
cal installations match up perfectly 
down here,” he said. “It takes more 
than one trade to put in a water heater, 
a hot air furnace, automatic stoker or 
air conditioning.” 

The Mann attitude is that it is logi- 
cal for a dealer to sell commercial 
equipment. Of course it takes intelli- 
gence to sell it, he says, as the average 
man is likely to get buck fever in con- 
templating a $15,000 job. 

However, Jim Gregg has special- 
ized on the commercial end, and the 
only thing that holds up progress is 
inability to get enough merchandise. 

The firm has six salesmen, and its 
idea of proper compensation is $40 a 
week on $500 sales, 3 percent on all 


A COMMERCIAL DEPARTMENT takes a 
man with imagination like Jim Gregg 
(left), who knows how to read blueprints 
and button up $15,000 deals. 


over that. Mr. Mann thinks that mar- 
gins are short on appliances; he gets 
only 25 percent on water systems, 33} 
on refrigerators and 33} on plumbing. 
At the present moment he does not 
have much dope on sales cost as his 
entire efforts have been a drive to get 
merchandise and get it delivered. Price 
has not been a factor. 

The firm owns its own building at 
810-12th St., and charges itself $115 a 
month rent. Mr. Mann estimates it 
costs him around 21 percent to do 
business at the present moment. And 
to this Mrs. Bessie Carey, who keeps 
the books, agrees. 

In the country, which you might 
call this territory, Mr. Mann believes 
that service and installation depend- 
ability are far more important than 
display. He thinks that plumbing, 
electrical work and commercial refrig- 
eration and air conditioning mix per- 
fectly. He believes in cultivating the 
upper third of the population which 
has the money and the appreciation of 
the better things of life. End 


“WELL, IT’S CERTAINLY A NEW ANGLE!” 


NOVEMBER 1, 
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DISING 


trade-ins. The A. A. concern has been 
enthusiastically accepting and recon- 
ditioning trade-ins for more than 6 
months, making a fair allowance on 
new appliances which is based on the 
cost of reconditioning the appliance, 
refinishing it, and resale. Making this 
possible is the huge “open-air shop” 
behind the A. A. building. Anticipat- 
ing a huge number of trade-ins from 
the Miami market, Stein roofed over a 
60 x 35 foot space, provided it with a 
concrete floor, and installed a 30-foot 
workbench, which has lathe, grinders, 
paint-spray equipment, refrigerant gas 
bottles, and an electrical test-bench as 
component parts. Here, with Miami’s 
sunny climate making outdoor opera- 
tions feasible, the A. A. concern over- 
hauls from eight to 10 refrigerators per 
week, which are torn down completely, 
cleaned, parts replaced or repaired, re- 
assembled, refinished with DuPont top- 
grade enamel, and sold at prices rang- 
ing usually from $60 to $90. 

“We're actually showing a profit on 
trade-ins,” Stein grinned. “Our one- 
level operation, with the refrigerator 
repaired, repainted and resold all in the 
same space, keeping cost low.” None 
of the overhaul boxes, all of which are 
sold with a 90-day guarantee, ever 
finds its way into the showroom. In- 
stead, if the customer demands a cheap 
refrigerator, he is brought out the side 
door of the building, and around to the 
rear, to select from a stock of five to 
12 which are always on display. Profit 
averages anywhere from 10% to 20% 
for refrigerators, depending upon the 
unount of work which goes into it, ac- 
cording to Stein—and the ability to 
provide serviceable, guaranteed boxes 
it low prices has made the firm a host 
friends. “Assembly-line technique” 
oupled with low operating cost is the 
whole secret of this efficient trade-in 
department, There is always plenty of 
work to keep two shopmen busy, and 
few reconditioned boxes ever remain 
more than 72 hours on sale. 


From Service Crew to Sales Force 


CONTINUED FROM PAGE 58 


Dealing with an extremely repair- 
conscious market, as the result of the 
war years, Stein has capitalized upon 
his excellent position in the mainte- 
nance field by emphasizing it to every 
customer who comes into the show- 
room. A bin fixture shows refrig- 
erator hardware, compressor parts, 
gaskets, trays, refrigerator bottles, elec- 
tric range burners, controls, etc., in a 
sliding bin which conceals the <is- 
patch office and parts stockroom from 
the show room. At sometime during 
every sale, Stein manages to roll the 
bin back, and display the huge parts 
stockroom, which maintains an inven- 
tory of between $9,000 and $11,000 in 
range, refrigerator, and washing ma- 
chine parts at all times. “We like to 
point out to prospective customers that 
we have a $2500 stock in belts alone,” 
Stein said, “and a look at the stock- 
room usually convinces them that we'll 
keep their appliance in tip-top shape.” 


Do Little Advertising 


Even with trade-in refrigerators and 
non-shortage home freezers, washing 
machines, etc., to sell, Stein has done 
very little advertising. Each service 
mechanic leaves a decalcomania sticker 
on every appliance he services, which 
means that some 300 or 400 are applied 
every month. A telephone directory ad, 
and the prominent position of the store 
have sufficed to bring patronage to 
date. Incidentally, the company charges 
a minimum rate of $3.50 per hour for 
appliance service in the customer’s 
home, a bit higher than average in the 
Miami area, but backed up by a long 


string of guarantees which carry a lot | 


of weight. : 

In addition to ordinary “showroom 
merchandising” Stein has developed a 
profitable “sideline” in contracting both 
the refrigerators and maintenance on 
them for apartment house projects 
going up all over Miami. He recently 
sold 75 six-cu.ft. refrigerators in one 
deal to an apartment developer. End 


“JUST A MOMENT—I MUST HAVE THE WRONG CHANNEL.” 


last year...in a sin 
30-day test 


3,300 people wrote, 


“WHERE CAN WE FIND 


OUT 


ety 


ROOM CONDITIONER 
AND HUMIDIFIER 


$§Q50 


and this season 
will be even bigger 


Last year, the first national ads appeared 
—and then WHAM!—thousands of 
customers wanted the protection for 
health and home-furnishings offered by 
Fresh’nd-Aire Room Conditioner and 
Humidifier. 


In one month, 3,300 people who could 
not locate Fresh’nd-Aire Humidifiers at 
their dealers— wrote Fresh’nd-Aire direct. 
More than 80% of these inquiries re- 
sulted in sales. 

Don’t “miss the boat” this season. 
Powerful advertising in The Saturday 
Evening Post and House & Garden will 
bring customers to you this year! 


FRESH’ND-AIRE COMPANY | 


A division of Cory Corporation*221 N. LaSalle St., Chicage 1, Ill. 


1. Moisturizes the air 
correctly. 


2. Cleans, washes air; 
filters out dirt, dust, 
smoke, pollen. 


3. Provides greater 
comfort at lower room 
temperatures. Cuts 
heating costs. 


4. Circulates air— 
without drafts. 


5. Simple, sturdy, 
trouble-free. No ser- 
vicing headaches! 


Export Sales: The A. J. Alsdorf Corp., Chicago 1, Ill. 


FRESH’ND-AIRE COMPANY 
Dept. EM 118, 221 N. LaSalle St., Chicago 1, Ill. 


Please rush full details of new Fresh’nd-Aire Room Conditioner. 


{_] Have representative call 


(J Just mail information 


(_] Send complete advertising package 


Name 


Address 


City. Zone 


___ State___ 
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A NEW HOME APPLIANCE 


Paragon 


re) 
“DEFROSTS WHILE YOU SLEEP’”’ 
BANISHES THE DRUDGERY 
OF HAND. DEFROSTING 


OME: GPEFRIGERATORS 


SELF-STARTING 
SYNCHRONOUS 
MOTOR 


PATENTS PENDING 


CONVERTS REFRIGERATORS TO FULLY 
AUTOMATIC NIGHTLY DEFROSTING 


@  Defrosts any electric refrigerator automatically every 
night after | A.M. Eliminates hand defrosting, box 
odors. 


@ Saves food, cuts electric costs, prolongs refrigerator 


life. 
@ Every housewife is a live prospect. 


@ No installation costs. Just hang ‘de-frost-it' on the 
wall, plug cord into convenient outlet, refrigerator 
cord into ‘de-frost-it’. 


@ Compact—fits in palm of your hand. Retails fast at 
$9.95. Repays users in savings. Liberal trade dis- 
counts mean real profits. 


Saves Food.. Time... Electricity 
Paragon company 


1638 TWELFTH ST., TWO RIVERS, WISCONSIN 


TRADE MARK 
REGISTERED 


Z “DEFROSTS . WHILE 
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Free Dryer Trials for Automatic Washer Owners 


in looking over the names of those who 
had already purchased, we chose people 
who are in the heavy sugar class, those 
that could easily afford to own dryers. 

“Then a series of test calls was made 
on the selected owners, and we laid be- 
fore them a proposition of offering 
them a dryer on a free trial. They were 
under no obligation to buy, did not 
have to put up a penny for the installa- 
tion. All we wanted was to have them 
try them out and give us a yes or no 
answer. 

“Out of 80 calls, 42 dryers were put 
in on a free trial, and 31 turned into 
sales. That the plan will work in any 
city was revealed by the following ex- 
perience table: 


House Put on Actual 
Calls Trial Sales 
Detroit 19 8 
St. Louis 20 9 9 
Columbus 21 16 1 
Providence 20 6 3 


80 42 31 


Because this “use the user’ campaign 
is one of the first real outside selling 
drives dealers have put on, it may be 
interesting to recapitulate some of the 
experiences of the men who are work- 
ing it out. 

The basic idea is to try it out on four 
successive Mondays, to place four dry- 
ers on trial and have four methods of 
selecting prospects. 

There are several ways of getting a 
list of prospects: 

1. The first is to go over the list of 
automatic washer owners and take the 
names of those people that you know 
are well-to-do and can easily afford a 
dryer without quibbling. Any dealer 
who has placed a lot of these machines 
has a handshaking acquaintance with 
them and a knowledge of their circum- 
stances. It is easy to pick out the best 
prospects. 

2. Today there are a few dryer own- 
ers in every community and it is a good 
idea to telephone them and ask them 
about women in their neighborhood 
who might be interested in dryers. One 
woman tells another, and a lot of dryer 
owners have demonstrated them to 
friends. Records show that out of 52 
calls on dryer owners, some 34 dryer 
prospects were dredged up. 

3. Schools and shows are good places 
to produce prospects for dryers. Here 
they see them in operation, and you 
can catch their names while their in- 
terest is hot. 

4. A call back on any new purchas- 
er of a washer very frequently results 
in a prospect for a dryer trial. The 
family is interested in the laundry 
problem at this time and the dealer is 
able to send out a dryer at a low cost 
because it will go out on the same truck 
and can be hooked up at the same time. 

An old timer would never do it, but 
a beginner in outside selling should be 
warned: never carry a portfolio or any 
sales material in your hand as vou 
approach the family door. Get started 
on your calls around 9 o’clock and work 
until shortly before noon. Do not start 
again until about 1:15 and knock off 
at 4:30. If you can call back, call on 


NOVEMBER 1, 


CONTINUED FROM PAGE 54 


people that you know or have sold 
other items you will be sure of a pretty 
good reception. 

The strategy that works best is to 
introduce yourself and ask to inspect 
the automatic washer to find out how 
it is going. The housewife will be glad 
to show it to you and talk it over with 
you. Look around the basement and 
say, “When you get your dryer, you 
can put it there.” 

Then tell her the dryer story, ending 
with the question, “How many times 
have you carried a load of clothes up 
these steps?” 

“Too many times,” 
will always agree. 

The smart operator will never say, 
“Do you want a dryer?” Tell her that 
it is a campaign, out of season, to place 
dryers in the homes under a free trial 
plan with no obligation for the house- 
wife to purchase. 

Most women at this point will say 
that they are not interested in buying 
a dryer and will come into the store 
when they are. A salesman should not 
be surprised at this. He should expect 
it. He should reach for a folder and 
ask if he can tell her some more about 
the dryer so she will understand more 
about them when the day comes that 
she may want one. 


the housewife 


Finesse in Presenting the Idea 


The salesman should not ask if he 
can send out a dryer, but say that he 
will send out a dryer within the next 
few days and let her try it. If she 
wants to talk to her husband first, it 
can be answered by implying that he 
has been allotted just three dryers to 
put on trial, two of them have already 
been placed, and the last one will prob- 
ably go during the day. Her husband 
will not object as she is not under any 
obligation. Later in the year an in- 
stallation charge would have to be 
paid, but at the present moment no such 
charge is being made. 

Tt is highly important, the salesman 
has found, that these dryers be put in 
quickly as there is always the possibil- 
ity that the housewife may change her 
mind. After installation, some one 
should go out the first day to show how 
to operate it. The prospect should be 
followed up at least once a week until 
the deal is closed. 

The effect of this approach is re- 
vealed by a comparison of May and 
June sales vs. June and July in several 
typical cities. You must remember 


that June and July are off months for | 


dryers, yet in Cincinnati sales jumped 
120 percent over May and June: in 
Fort Wayne, 291 percent; in Indiana- 
polis. 198 percent: in Seattle, 73 per- 
cent: Atlanta, 131 percent: Newark. 
125 percent: New York, 77 percent: 
St. Louis, 165 percent: Cleveland, %6 


percent: Memphis, 114 percent; Pitts- 


burgh, 107 percent; San Francisco, 43 
percent, and Chicago 92 percent. 

A vear from now, think a lot of the 
experts, there’s going to be a lot of 
plugging to make sales. and the job of 
putting over free trials on approved 
prospects will probably be the schoo! 
that will train a lot of new. post-war 
salesmen. End 
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DISING 


IN THIS ROOM dryers, television, washers and other demonstration items are 
put through their paces before audiences. 


Free Trial on Dryers—Novak & Parker 


a Bendix dealer for a number of years 
and had his percentage of Bendix auto- 
matic washers installed in and about 
Park Ridge, his sales territory. Since 
the war Novak & Parker had made des- 
ultory stabs at doing outside selling 
jobs but the firm had really not buckled 
on the harness and gone to work on it 
as it had in the past. There was too 
much walk-in demand, too many leads 
that could be gotten over the phone 
that it didn’t seem necessary to get 
back to doing what had been a neces- 
sity in the 30's. 

“The people who had bought Ben- 
dix automatics from us had proved 
that their minds were open to revolu- 
tionary new methods of housekeeping,” 
Mr. Novak said “It seemed logical that 
if we approached them with the idea 
of putting in a dryer on trial, we would 
score a reasonable amount of success.” 


An Idea that Worked 


What Mr. Novak did is no epic story 
of bowling ’em over by myriads. It is 
simply a tale of something he tried out 
in a reasonable way, and which worked. 
Like every other dealer, Novak & 
Parker is shorthanded, pressed by all 
kinds of duties and demands. Mr. Novak 
had no chance to lead the whole force of 
the firm into the fray. He and his sales- 
men simply found time to call on five 
Bendix owners during the past six 
weeks, and put the proposition up to 
them of trying out a dryer with no 
money down, no obligation. Of course 
he chose names from a user list that 
had the money, such as doctors and 
other well-to-do citizens. To his sur- 
prise, all five offered to let him go 
ahead and install a dryer, and believe 
it or not, all five trials resulted in sales. 

“These women had an idea that a 
dryer was something for rainy or wet 
days, and had no notion of how it 
speeded up their washing,” Mr. Novak 
relates. “The trial, which lasted a 
week, made them realize that their con- 
ception was incorrect, and they bought. 

“Furthermore, since a dryer pro- 
duces clothes in perfect condition for 


ironing, I think this machine is going 
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to open up a lot of ironer business for 
us.” 

Service man Joe Krainak worked out 
the details of making a temporary in- 
stallation. In homes that had electric 
ranges, he merely ran a three conduc- 
tor rubber covered cable over to the 
dryer and had the machine hooked up 
in less than an hour. Where there were 
complications he sometimes placed the 
dryer right near the fuse box and ex- 
plained to the housewife that the in- 
stallation was in only temporarily and 
that she could run it here all right. 
With gas installations, the company 
gambled on a full gas_ installation, 
which cost them around $10 and would 
have been a complete loss if it had 
to be taken out. 

As the future looks to Emil Novak 
on dryer business, he doesn’t think he 
will meet any opposition in putting 
them in on trial. When it occurs he 
feels it will be due to the fact that the 
family has other places for the money 
and realizes that a trial leads to a sale 
in most cases. Novak and Parker will 


be put off on making trials, rather than 
be turned down. 


End 


JOE KRAINAK’S contribution to installa- 
tion technique. With a rubber covered 
cable he can install a dryer on trial 


quick as a flash. 
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vember issues of 
Farm Journal, Suc- 
cessful and 


Electricity on 


_vertisements were created os 
a fresh approach to electric 
motor advertising. 

They are designed to make 

_ the man who wants a motor 
stop, look and read—and get 
the basic facts on this high- 


THE HOOVER COMPANY 


North Canton, Ohio 
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4 This resilient mount is neat, 
workmanlike job of die casting: with 
precision “fit rubbet insert. It plainly shows : 
wengineeted efficiency —the reason why 
= Hoovet Motors so smooth, 8° quiet. 8° 
cool eve™ in continvevs operation: New 
resilient and rigid wnits meet NEMA mounting 
gimension® lt you need 4 motor your farm. 
| 
you need Hoovet Motor- 
] odverticome Ordet today fro™ 
the No- your nearest dealer. a 
Hoovet Motors are made A 
{ in ratings of up to : 
hp PY the makers ot 
Hoover Cleaners 
Electric Motor Division The Hoove! Company N Canton. 
Don't miss out longer, 
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DEALERS AGREE -"Give us the magazine | 


that reaches the most of our good customers.” 


No other magazine reaches so many 
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of the better farm families | 
| 


Journal 


BIGGEST—in the country 


WITH 2,700,000 SUBSCRIBER FAMILIES 


FARM JOURNAL, INC. GRAHAM PATTERSON, PRESIDENT 


also publishers of PATHFINDER — AMERICA’S 2nd LARGEST NEWS MAGAZINE 
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MARIAN MANNERS, home economist, Los Angeles Times, talks to dealers of San 
Diego at the summer meeting of the Bureau of Radio and Electrical Appliances. Archie 
Marsden, program chairman, had just introduced Miss Manners. 


What the Home Economist 
Can Do for The Dealer 


Marian Manners, home economics director, Los Angeles Times, 
evaluates the home economist for San Diego County dealers 


“ UESTIONS, complaints, and 
O tales of woe, answered every 
day in the telephone infor- 

mation service of the Los Angeles 
Times, prove that much electrical 
equipment in use today is not being 
sold by interested salespeople doing a 
complete job of selling,” said Marian 
Manners, home economics director, 
Los Angeles Times, ina talk given be- 
fore the July meeting of the Bureau 
of Radio & Electrical Appliances of 
San Diego County. “The sale in such 
cases really never was completed,” she 
added, “because the customer did not 
get what she paid for—satisfaction in 
use and service from the equipment 
purchased.” 

A visit from a home economist, or a 
few lessons in the use of the appliance 
before or after the sale was made, 
would have brought the transaction to 
real completion, in Miss Manners 
opinion, with a happy customer and a 
dealer benefiting by a spreading circle 
of prospects which every satisfactory 
sale initiates. 


The Happy Home Buys Appliances 


The family and home is the eco- 
nomic, moral and spiritual unit of 
American life, Miss Manners said. 
Satisfying the home is therefore basic 
to our society and is necessary for de- 
velopment and progress. It is espe- 
cially necessary to the survival of those 
in the appliance business. This is where 
the home economist steps into the pic- 
ture. Home economics is a study of 
basic human interests which helps peo- 
ple achieve happy, healthy homes and 
communities. And the home economist 
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in business brings the retail dealer 
specialized training based upon this 
philosophy. The capable home econo- 
iist’s approach to her job is practical, 
realistic, down-to-earth. Cooking is 
only one peg to hang her sales promo- 
tion, merchandising service on. 
Because she is a trained homemaker 
the home economist can among other 
things interpret the sales features of 
the wonderful modern electrical equip- 
ment into terms of labor, time and 
money saved for the housewife. She 
can explain, for instance, how the 
housewife saves valuable time, money 
and work by buying a home freezer of 
ample size and using it to eliminate 
frequent trips to market, to give her 
family better, more wholesome meals, 
at a great saving in the food budget. 
How to store leftovers; how to cook 
double recipes, storing the unused por- 
tion for future meals ; how to bake pies, 
pastries, rolls and breads for future 
use. The alert home economist has a 
headful of ideas for special culinary 
jobs for entertaining and for holiday 
foods prepared months in advance. She 
can convince a housewife that a freezer 
puts food buying on a_ business-like 
basis instead of the costly, haphazard, 
go-to-the-store system now in practice. 


Demonstration Clinches Sales 


“The primary purpose of every home 
service demonstration is to sell; to pre- 
vent loss and waste of man hours and 
dollars occasioned when merchandise 
must be repossessed; it is to increase 
the dealer’s dollar profit at the year’s 
end by reducing cost of sales,” Miss 
Manners continued. 
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The demonstration of any appliance 
—range, refrigerator, freezer, washer 
or ironer—is more important today 
than ever before. It is the final sales 
clincher—the best follow-up of the 
salesman’s good work—since the home 
economist interprets the salesman’s 
story into the homemaker’s own culi- 
nary terminology, and makes certain 
she understands how to operate each 
convenience feature. 


How Not to Sell a Range 


“Let me illustrate,” Miss Manners 
continued: “An _ inefficient salesman 
sold a range to a woman in San Marino 
who was looking for a good broiler. 
She bought an expensive, deluxe model 
range because the salesman promised 
that it would broil steaks to a crisp, 
luscious juiciness better than any other 
appliance. The range was installed and 
its smokeless broiler put to use. In a 
few days the customer phoned the 
dealer frantically complaining that the 
broiler smoked them out of house— 
that the new range was a mess of 
grease. A home economist called and 
found the sides, top and bottom of the 
range thickly coated with grease. The 
home economist asked to see the broiler 
pan. “There wasn’t a pan,” said the 
owner. “I put the meat on the rack, as 
the book said.” The broiler pan was 
found in the storage compartment— 
unused. The woman didn’t know it was 


By ANNA A. NOONE 


there or included with the range. The 
salesinan had sold this deluxe range to 
a customer mainly interested in broil- 
ing without giving even a simple dcin- 
onstration of the use of the broiler!” 


Satisfied Customers 


“A sale is not actually completed,” 
Miss Manners concluded, “until the 
customer is a satisfied user. This is 
where the home economist comes in. 
She should make a routine call imme- 
diately aiter an appliance has been in- 
stalled to make sure the homemaker 
understands the operation and reports 
necessary adjustments which may be 
required. Some homemakers are afraid 
of clock controls and deep well cookers 
on ranges. They need to be taught to 
use them. In addition the home econo- 
mist appeals to a customer’s pride of 
ownership. The service she gives brings 
favorable word-of-mouth advertising 
which leads to more sales and strength- 
ens good will. 

“To get the most out of a home econ- 
omist the dealer should give her every 
cooperation. As her employer he should 
inspire her with enthusiasm, instill her 
with his own ideals and objectives. She 
should be made familiar with the im- 
portant buying motives and buying de- 
cisions that guide effective sales effort, 
for those same principles and motives 
apply to her sales job from the service 
angle.” 


Crosley Home Economist 
Reveals Tele Program Tricks 


CATHERINE BECK 


N the lastest edition of The Apron 

Pocket, a bulletin put out by the 
Home Economics Dept. of Crosley Div. 
Avco, Catherine Beck, director home 
economics for Crosley, presents to 
home economists a program package 
which includes a television script, a 
talk describing the role of a manu- 
facturer’s home economist, and a skit 
which may be useful and interesting to 


many home economists in planning 
their own programs, 

*At the end of the television script, 
Miss Beck reveals some tricks the tele- 
vision cameras play and how to combat 
them: “The make-up I wore,” she said, 
“to keep my complexion up to it usual 
pallor was brown—brown rouge and 
lipstick. Reds are lens-elusive. A visit 
to our WLWT television studio would 
reveal how carefully we had to control 
impulses in decorating the kitchen. 
We'd love to have added a touch of 
red to the curtains, at least. 

“Cherry pie got star billing in our 
first Kitchen Club Telecast,” she con- 
tinued,” and was the subject of great 
debate—should it, or should it not be 
a ripe olive concoction? We finally 
decided that sizes and shapes would 
merit their identification. This deci- 
sion helped a great deal, for we would 
have really had to tax our imaginations 
dreaming up suitable substitutes for 
apples, tomatoes, radishes, and straw- 
berries.” 

Outside the color red, there is very 
little that the cameras do not pick up, 
however, she cautioned. It is prac- 
tically impossible to fool them, The 
only food trick employed is that of pre- 
paring in advance finished products for 

(Continued on next page) 
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KEEPS DISHWASHERS 


THEIR PEAK 


ELECTRIC DISHWASHERS 


New, Approved ELECTRA-SOL is a special 
compound that fits the very special needs 
of electric dishwashers! 


1. Leaves no film on dishes or 
machine! (Ordinary cleansers com- 
bine with calcium and magnesium 
in hard water, create insoluble 
sludge or precipitates which cloud 
glasses, film dishesand dishwashers. 
ELECTRA-SOL forms clear, free-rins- 
ing solution, no precipitates! ) 


2. Makes no suds! 
3. Has far greater cleaning strength 


than possible with compounds 
made for hand use! 


4. Does not harm utensils such as 
aluminum ware! 


5. Non-caking! Always free-flowing! 
6. Produces sparkling-clean, thor- 
oughly sanitized dishes! 


7. Made by Economics Laboratory, 
Inc., makers of SOILAX, and 
backed by over 25 years’ research 
in the chemical cleaner field! 


8. Approved by leading dishwasher 
manufacturers! 


: ~~ Write for name of your nearest ELECTRA-SOL distributor. 
* Also send for colorful ELECTRA-SOL dealer sales aids. Yours, free! : 
' ADDRESS ECONOMICS LABORATORY, INC., ST. PAUL, MINN. ' 
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With the Home Economists 


clothes, hence the interest. 


MEN, WOMEN AND CHILDREN alike showed interest in ironing techniques when 
Lura Jennings, lronrite lroner home service advisor, appeared before the Sanford, Florida, 
Woman's Club recently. Mother does the work, but every member of the family wears the 


Appliances Need Care 


LECTRICAL appliances require a 

safe as well as a convenient place 
to stand if they are to be kept in good 
condition and avoid repair bills, rural 
electrification advisers remind house- 
wives. A safe place is both dry and 
level. 

Tables and kitchen counters gener- 
ally are safe locations for using appli- 
ances, but not the drainboard of the 
sink, as electricity can travel through 
water. Therefore, wet hands, wet ter- 
minals and wet cords invite injury to 
the user as well as the appliance. Water 
can ruin the heating element. More- 
over a sloping drainboard may cause 
the appliance to slip and fall. 

Falls cause much damage to small 
appliances and just one tumble can put 
an iron or toaster out of working order 
and spoil its appearance as well. See 
that the appliance stands level and 
that the cord is out of the way so no 
one will catch or trip on it and pull 
down the appliance. An electrical ap- 
pliance should never be set on a win- 
dow sill where it may be knocked over 
or where rain may damage the heating 
element. 


Daylight Bulbs Good 
For Laundering Work 


LUE glass bulbs for the lighting in 

the home laundry center are rec- 
ommended by rural electrification ex- 
perts. These bulbs are made with a 
blue glass which gives off white light 
like natural daylight instead of the yel- 
lowish light given off by ordinary 
bulbs. This light makes it easier to 
detect spots and stains when launder- 
ing or ironing clothes. It also saves 
scorching during ironing because the 
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first yellow tinge of a scorch shows up 
more clearly. 

To get the same amount of light 
from a daylight bulb as from an ordi: 
nary bulb, a higher wattage must be 
used. For example, if a 100-watt ordi- 
nary bulb has been used over the wash- 
ing machine or ironing board, a 150- 
watt daylight bulb would be needed to 
furnish the same quantity of light. 


What Happens to Food 
In Home Freezer 


ISS LOREEN JACOBSON, 
home economics director for 
Wisconsin Power and Light Co., 


Madison, has passed along to custom- 
ers the following facts about home 
frozen food: 

1. Salt loses its zip during freezing 
and storing. 

2. Pepper tends to become strong 
and _ bitter. 

3. Quick breads tend to be better if 
frozen after, rather than before, bak- 
ing. 

4. Baked beans keep for months. 

5. Stews to be frozen should be 
cooked to the almost-done stage. li 
cooked too well done, they become 
mushy. 

6. Broiled or fried meats don’t freeze 
too well. 

7. Leftovers shouldn’t linger. 
them into the freezer at once. 

8. Mayonnaise will separate in the 
freezer. 

Y. Thaw cakes at room temperature, 
in their wrappings. If unwrapped be- 
fore thawing, the crust loses its crisp- 
ness. 

10. Cookies do very well in a freezer 
before or after baking. 

11. Cheese is one of the best spreacls 
to use in frozen sandwiches. 


Get 
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h aa A other Sparton dealer do eetio Nde along with you. . . you get the full benefit 
in your, communit 
If Xo aren’t a Sparton\ deaJ@rNbetter write Yeday and see if the exclusive Sparton fran- 
| chigggin| your commuygty’ isftill Open. 
1ERE’S THE FALL Lit NE-C 
len | ty 
da, \ 
rhe 
Full-page ads in Saturday Evening Post—Farm Journal— ‘ Full-page rotogravure ads in sites Semele sections of 21 
5 up Country Gentleman, consistently reaching over 8,900,000 METROPOLITAN GROUP newspapers, hitting nearly 8,200,000 
families in city and country markets a families in big-city areas 
t be \ 
POLE DO = rhe Pittsburgh THE ARIZONA _THE TRYON GRAPHic 
| sr ON Rnan THE HAZEN STAR | 
Soviet Demands Rule o, “~ fuss Demand Control of All 
ALSO, big 1,000-line ads in 26 leading metropolitan newspapers % Plus ads every other week in 2229 small-town papers, coast to x 
with a circulation of over 8,600,000 


coast, of WESTERN NEWSPAPER UNION, reaching 1,700,000 


SON, families per insertion in grass-roots areas 
for 
Co., 
home Sensational Values like this are featured... 
ezing | Sparton Model 1059 . . . gorgeous Sparton AM-FM radio-phonograph with fast, a4 
silent, automatic record-changer; 10-inch, permanent magnet speaker; built-in =~ —— i 
trong loop antenna for AM and internal power line antenna for FM. In cabinet of rich, 2S SS Sa 
jae matched mahogany veneers, it’s a challenging value that saves buyers up to $50.00 ‘a 
bak- over comparable radio-phonograph models. And you sell 
111.95 
ins. WEST OF ROCKIES ey 
re. lf 
ecome 
i community 
freeze ONE Sparton Dealer 
ur 
ce I Check these profit-increasing 
ared and dis- 
we decier in e Factory prepare’ | helps 
in the One exclusive deale tributed promotion 
| each community e Seasonal promotions 2 
ature, | © Direct factory-to-dealer e Uniform retail prices 
ed be- | shipment Sparton’s 
isp- ; Cabinets from Spa 
e low consumer own plant 
reezer e National advertising 
RADIO-TELEVISION’S RICHEST FRANCHISE 
preads THE SPARKS-WITHINGTON COMPANY * JACKSON, MICHIGAN 
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Ii Here's the refrigerator that has room for every- 


<. a thing. It has 11% square feet of shelf area 
\ | arranged for maximum utility . . . with plenty of 
; space for bot'les. Lower shelf is 24 inches above 
a 4 floor .. . no stooping to get at contents. 


Check these Selling Features: 

GLASSWOOL INSULATION .. . full 3 inches 
thick in sides and door with 4 inch thickness at 
top and bottom. 

PANELYTE ... the new modern plastic insula- 
tion forms inside of door and door frame. 

LOWEST OPERATING COST... results from 
good insulation and efficient refrigeration unit. 

DEPENDABLE TEMPERATURE CONTROL... 
is conveniently located on lower front panel. 

FROZEN FOOD ... storage compartment holds 
18 pounds frozen food. 

QUIET ... yes, absolutely quiet. % h.p. 
Hermetically Sealed Compressor with static 
cooled condenser. 


Sell the COMPLETE Marquette Line 


All Marquette Home, Farm and Commercial Freezers 
and the New Marquette Refrigerator are Designed to 
Attract . . . Priced to Sell and Engineered for 
Efficiency. The Freezer Line includes, Sixteen, Eight 
and Four cu. ft. Home Freezers, Sixteen and Eight 
cu. ft. Self-Serve Commercial Freezers, and Sixteen 
and Eight cu. ft. Self-Serve Beverage Coolers. Sell 
the Profitable Marquette Line . . . Write for details. 


= 


Write for Dealership Details 
MARQUETTE APPLIANCES, Inc. 


MINNEAPOLIS 14, MINNESOTA 


| MARQUETTE] 


\ 
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With the Home Economists 


display when they cannot be completed 
in the half hour’s time taken by the 
telecast. Broiler meals, however, can 
in many cases be started and sampled 
within the half hour period, and are 
really a delight to demonstrate. They 
are quick, easy, look lovely on display 
and are new to many women. Inci- 
dentally, the sampling of food became 
an important part of the format, after 
someone aired the suspicion that 


CONTINUED FROM PAGE 184 


dummy food was being used. 

“The ability of television to X-ray 
personalities and go right into the 
heart of equipment is of particular 
significance to the consumer,” Mrs. 
Beck added, “. . . it’s better than having 
a front-row seat at a cooking school 
when the camera takes you right into a 
range oven, a freezer or a refrigerator. 
Equipment speaks for itself in tele- 
vision.” 


Purdue Work-Simplification Lab 
Analyzes Dishwashing Habits 


HAT the housewife just isn’t do- 

ing her dishes right and is wasting 
valuable time was the opinion handed 
down by the work simplification labora- 
tory of Purdue University, Lafayette, 
Ind., after they made a study of 287 
average Indiana housewives and their 
ways of washing dishes and drying 
‘em. According to Miss Eva Goble, 
director of home economics at the uni- 
versity, women should reorganize the 
job. 

It was found that 41 percent of the 
women wash dishes in a pan, put them 
in another pan for rinsing, drying with 
a towel. Some 15 percent of those 
housewives queried used a pan in the 
sink, while 44 percent had 17 different 
variations of this method. All dishes 
and pans were dried by 86 per cent, 
one-third carried water; only 48 per- 
cent had water under pressure. 

Having a sink doesn’t insure the fast- 


est way of the wash and dry job, and 
the recommendation is to have the sink 
or pans and drainer all close together 
to eliminate excess motion. In rinsing, 
120 deg. F. water cleaned the dishes 
only once in four times, while a rinse 
of 192 deg. gave clean dishes 100 per- 
cent of the time. 

The best way to wash dishes, accord- 
ing to Miss Goble, is to wash them at 
the level of the water in the pan or sink, 
wash with a circular motion, keep the 
wash cloth in the right hand, and at the 
end of washing reach for the next 
piece with the cloth hand while the left 
hand deposits the clean dish in the 
drainer. Don’t cross hands in front of 
the body; in drying hold an end of the 
towel in each hand, keeping the hands 
close to the dishes and close together. 

And this, all in all, should prove a 
good argument for investing in an elec- 
tric dishwasher. —M. M.A. 


HOTPOINT TRAINING SCHOOL—Instructions in how to assemble “knocked- 
down” wall type aluminum cabinets are part of Use-Value training course given in Hot- 
point’s Institute. Course includes instruction in operation of kitchen and laundry appliances 
and the principles of kitchen planning. Schools are held monthly in Hotpoint’s laboratories 
in Chicago. Classes are open to demonstrators, sales people, home economists and equip- 
ment specialists. September session attendants were, left to right: Margaret Sanders, 
Graybar, Kansas City; Bette Gilmour, Barlow Bros., Waterbury, Conn.; Mary Hobkirk, 
Public Service Northern Ill., Glencoe, Ill.; Ritchie Smead, Arkansas Pr. & Light Co., Hot 
Springs; Mary B. Knight, Simon Distributing Corp., Washington D. C.; Mildred Smith, 
Arkansas Pr. & Lt., El Dorado, Ark.; Mrs. H. C. Moeckel, Waterbury, Conn.; Anne 
Henigan, Ark. Pr. & Lt., Pine Bluff, Ark.; lone Warren, Birmingham, Ala.; Neva Skoog, 
G-E Supply, Chicago; Mrs. Elmer Babcock, Babcock Electric, Peru, Ind.; Clara Usrey, Ark. 
Pr. & Lt., Harrison, Ark.; Mrs. A. L. Gilmour, Barlow Bros., Waterbury, Conn.; Elizabeth 
Penn, Ark. Pr. & Lt., Hot Springs; Mrs. Helen J. Watts, Watts Electric Co., Middlebury, 
Conn.; Mrs. James Barton, Babcock, Electric Co., Peru, Ind.; and R. P. Gubbins, manager, 
Hotpoint cabinet department. 
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When Your Prospect 
CAN’T 


BRING HER 
4 DOWN TO THE 
DOTTED LINE 


Don't lose good Duchess sales because you don't know — 
or don't tell — the good that is in the Duchess. Her famous 
Silent Ball Bearing Transmission, Triple Flex Aluminum 
Spiral Agitator, new type Lovell Pressure Cleanser and 
other mechanical features clinch visual appeal to make sales 
quickly. Three models meet any competitive offer — let 
you step up your profits. . . . If you don’t have the latest 
sales helps that prove the Duchess is better, write today. 
Then, use them for more sales. 


YOU CAN’T BUY 


A BETTER WASHER 
AT ANY PRICE 


WASHERS 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO | 
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Help 4 MILLION 


“Oil Heater Owners 


to 
AUTOMATIC Heating Convenience 


and Oil Savings! 


Automatic Control Accessories: 


Thermostat Comfort Kit 


Includes Thermostat, Conversion Top, Transformer, ac- 
cessories. Fits most heaters made since 1939 (all using 
A-P Model 240-DR, UR, YR Manual Controls.) 


OILIFTER 


Ends oil hauling by hand — “‘Lifts’’ oil automatically 
to ALL vaporizing oil burning appliances. 


Fuel Oil TRAP-IT 


Cleans fuel oil for better heat- ; 
ing. Traps water, gum, dirt, sludge. | 
Saves servicing expense. 


This TRAP-IT saves its cost many 
times over on ANY oil line. 


CASH IN NOW ... On New 
Sales and Profits . . . with A-P 
AUTOMATIC OIL CONTROL AC- 
CESSORIES. 


Write for complete MERCHANDISING AIDS .. . cata- 
logs, folders, ad mats, slide film booklet, and others. 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street © Milwaukee 10, Wisconsin 


{fp DEPENDABLE 02 


STANDARD ON: LEADING PPLIANG 
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Complete ensembles - sink, floor, wall cabinets 
Delivered now - no waiting, no delay 


Easy to sell and install 


and sales training 
Toe AMI yu | program 
| 


F > 
Good Housekee 


MIDWEST MFG. COMPANY - Galesburg, Illinois 
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CURRENT WOMEN’S MAGAZINE articles arranged on poster cards make colorful 
backgrounds for freezer demonstrations, and attract a great deal of attention, according 
to Virginia Pierson, Pennsylvania Power Co., New Castle, Penna., who is shown above 


demonstrating freezer packaging materials. 


PRISCILLA PORTERFIELD 


Priscilla Porterfield has joined the 
General Electric Consumers Institute 
as product representative for the com- 
pany’s refrigerators and home freezers, 
it has been announced by Lura Jim 

| Alkire, acting manager of the Institute. 

Miss Porterfield was home service 
director of the Western Massachusetts 
Electric Co., Pittsfield, Mass., for the 
past 17 years. 


| Anchor Distributing Co. 


Rosemary Dollison has been ap- 
pointed Home Service Director for 
the major appliance division of Anchor 
Distributing Co., 955 Liberty Ave., 
Pittsburgh, Pa., according to Harold 
W. Goldstein, president of Anchor. 

Prior to assuming her present posi- 
tion. Miss Dollison had been associated 
with the appliance industry in a similar 

| capacity. 

Her new responsibilities include the 
schedule of demonstrations of the new 
Apex Fold-A-Matic ironer, Apex 

| Dish-A-Matic dishwasher, and Tracy 


NOVEMBER 1, 


NEW JOBS DEPARTMENT 


Lifetime Stainless Steel Sinks for fran- 
chised dealers, schools, clubs, ete. 


Philco Div. 


Mrs. Carolyn N. Thomas, a gradu- 
ate of Carnegie Institute School of 
Home Economics, has been appointed 
home economist of the Philco Division 
of Anchor. 

At present, Mrs. Thomas is meeting 
with Philco dealers and the public in 


discussing the advantages of home 


freezing of foods. 


GLADYCE B. GEOFFROY 


B. C. Neece, vice president and 
general sales manager of Landers, 
Frary & Clark announced the appoint- 
ment of Gladyce B. Geoffroy as na- 
tional director of the Universal Labora- 
tory for Modern Living, at New Brit- 
ain, Conn. 

Miss Geoffroy, a former home serv- 
ice director in New England is a 
graduate of the University of Paris, 
France, and Cordon Bleu, and has 
taken special courses at Simmons Col- 
lege. She has her B.C. and M.A. de- 
grees. 


1948—ELECTRICAL MERCHANDISING 


EL 


\\ \ A 
\ 
\ 
| 
\ General Electric Co. Pe 
| \ Y. | 
| Landers, Frary & Clark 
| 


ADIO PICKS 


, FOR BEST TELEVISION 
PROJECTION! 


The Pilot Model TV-42 incorporates 
the PROTELGRAM projection system 
and 16” x 12” viewing screen in a con- 
\ sole cabinet measuring 39%”x28"x 22”. 


THE ULTIMATE CHOICE OF 
me TELEVISION MANUFACTURERS 


PILOT RADIO CORPORATION, one of America’s pioneers and a 
leader in the production of high quality radio receivers, has chosen 
| NORELCO PROTELGRAM to supply superior video projection 
) to PILOT sets... with a large distortion-free 16” x 12” picture, a 
) full 192 square inches. 
NORELCO PROTELGRAM reproduces picture tones in true 
black, gray and white . . . completely free from discoloration and Wy 

without glare or eyestrain. NORELCO PROTELGRAM large- 
screen projection permits normal viewing at less than 5 feet and 


upwards . . . the perfect medium for small or large group video 
| viewing. PILOT engineers selected NORELCO PROTELGRAM = The PROTELGRAM pro- 
andl because of its dependable large-screen, clear-view projection. jection system consists of a spe- 
ers, cially developed 2%” projec- 
int- Other NORELCO products include standard 10” direct- Sam tae: ten oth 
na- viewing tubes and special-purpose cathode-ray tubes 

focus and deflection coils, and 

ra PHILIP for many applications. : 
rit- COMPANY, INC. a 25-kv regulated high-voltage 
a IS PICTURE PERFECTION IN PROJECTION unit. Compactness and flexi- 
bility make possible large-pic- 
consolettes and table model 

IN CANADA: PHILIPS INDUSTRIES LTD., 1203 PHILIPS SQUARE, MONTREAL & EXPORT REPRESENTATIVE: PHILIPS EXPORT CORPORATION, 100 EAST 42ND STREET, NEW YORK 17,N. Y. television receivers. 
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For the complete 


UTOMATIC LAUNDRY 


Kohortshaw Electric Thermostats 


Sturdy, dependable Robertshaw Thermostats are operated by a 


mechanical, over-center, 


snap-action, make-and-break mechanism 


actuated by a hydraulic element with quick response to small tem- 
perature fluctuations. Action is instantaneous, positive, powerful 


and non-fatiguing. 


Built to withstand severe and continuous usage. Contacts and 


bridges are fine silver. 


Levers and supports are case hardened steel. 


Diaphragm is stainless steel, electrically welded. Body is pressed 


steel insulated with bakelite. 


Robertshaw Thermostats installed on Automatic Laundry Equip- 
ment tell your customers you use the very best. 


D-1—Double-pole, single-throw, direct 
acting for Automatic Laundry Ma- 
chines, Driers and Automatic Water 
Heaters (immersion and surface 
types). 

Also available in double and single 
pole models, reverse acting for run- 
ning and signalling when tempera- 
ture goes too high. 

H-15 — Compact thermostat for com- 


plete control of clothes driers requir- 
ing no mechanical timer. Double pole 
in the heating circuit and single pole 
on motor circuit. Combines operations 
previously done by several units. 
B-10—A compact, dependable, hy- 
draulic, single pole, slow, make-and- 
break Thermostat for small water 
heaters, driers and ironers. (Rating 
20A 125V or 15A 250V a.c.) 


Write for Full Information 


au 


In home and industry EVERYTHING’S UNDER CONTROL 


ow 


Controls ¥ Company 


ROBERTSHAW THERMOSTAT DIVISION 
YOUNGWOOD, PENNSYLVANIA 


Appliances in the Magazines 


WOMEN’S SERVICE GROUP 
Good Housekeeping 


The November issue of Good House- 
keeping has an article on the prepara- 
tion of Thanksgiving dinner which 
lists the equipment needed, and in- 
cludes an electric range, pressure 
cooker, electric mixer, and an auto- 
matic coffeemaker. The article is en- 
titled “Are You Equipped for Thanks- 
giving Dinner ?” 

People in the industry who are in- 
terested in laundry problems and 
especially in the right soaps to use, 
will find the report on modern soaps 
by Helen W. Kendall and Ruth R. 
Bien informative. Miss Kendall gives 
the how and when of modern soaps; 
Miss Bien the what and why. 

The Building Forum of Good 
Housek eeping has just released a book- 
let on adequate wiring entitled “Elec- 
trical Planning in the Home.” It sells 
for 35c a copy through the Bulletin 
Service, but home service directors in 
utilities may get single copies free on 
request to Good Housekeeping Insti- 


tute. 


Ladies Home Journal 


“How Far Will $250 Go in My 
Kitchen?” is the title of Gladys Taber’s 
October kitchen modernization article. 
It tells about a woman who fixed up a 
kitchen in a rented house. Result: 
money saved by eating more meals at 


me 


McCall's 


“Twenty Christmas Gifts for Your 
Kitchen” is the title of a four-color 
spread in the November issue ot 
McCall's, which lists and illustrates 
catalog fashion, twenty items, most of 
them electrical, that any homemaker 
would be delighted to receive as Christ- 
mas presents. 

Another four-color spread in the 
same issue by Elizabeth Sweeney 
shows how to iron with an ironing 
machine such difficult pieces as ruffled 
curtains, men’s shirts and blouses. 


Woman's Home Companion 


In the Companion Pictorial Section 
for November, there are five picture 
pages on the subject of Electr'c Liv- 
ing, which takes a family through a 
day in a house that is equipped with 
the staples in electrical appliances— 


range, refrigerator, freezer, iron, to 
mention a few. 
Elizabeth Beveridge’s contribution 


for November is entitled “Cook Now 
for Thanksgiving,” and features the 
electric range and the electric freezer 
with timely information on how to 
prepare and freeze a Thanksgiving 
well in advance of the day. 

“Fine Stitches, Fine Blouse” is an- 
other unit in the same issue which 
shows how a sewing machine can be 
used to do fine detailing on blouses 
to give them that expensive look. The 
article is by Betty Ganger. 


SHELTER GROUP 


American Home 


Dishwashers and electric ranges are 
featured in the five kitchens described 
in American Home's October issue. 
The articles, by Edith Ramsay, are 
entitled “This Month’s American 
Home Kitchens,” and “Kitchen of To- 
morrow.” 


NOVEMBER 1, 


A review of the latest methods ir 
dampening and ironing clothes in a 
comfortable sitting position, with flat 
irons and with ironing machines, is 
contained in Elizabeth Fuller’s article, 
“This is the Way We Iron Our 
Clothes.” 


Better Homes and Gardens 


James A. Ebert tells in the Novem- 
ber issue of Better Homes, how to re- 
finish floors at low cost—by renting 
three power tools and doing the job 
yourself—in “New Floors for Old.” 
The three tools needed, he says, are an 
edging machine to sand areas next to 
walls; a floor-sanding machine; and a 
polisher. 

“How-To for the Handy Man” is 
the title of another article in the same 
issue. It lists suggestions sent in by 
readers, including a handle for a table 
radio, and an electric cord holder 
made of rubber jar rings. 

“Does Your Doorbell Work?” is 
another how-to article by Raymond F 
Yates which describes how simple it is 
to restore the gong, buzzer or chime 
to working order. 


House & Garden 


A deluxe combination kitchen-living 
room is described in October House & 
Garden in the article “How to Keep a 
Kitchen In Its Place.” 

“How to Cut Your Heating Bills” 
is another article in the same issue 
which discusses various types of fuel 
and insulation to cut down fuel con- 
sumption. 


House Beautiful 


Television is featured in October 
House Beautiful with more than five 
pages by W. W. Ward, in an article 
called, “Is It Time to Buy Television?” 
Questions and answers a consumer 
should know before making a television 
purchase are given in the article, which 
is adequately illustrated with photo- 
graphs of top models of the various 
television manufacturers. 

“Four New Vacuum Cleaners Give 
Plus Service” is the title of Charlotte 
Eaton Conway’s article in the same 
issue. 


FARM GROUP 


Farm Journal 


In the October issue of Farm Jour- 
nal Ruth Gaffney reports the findings 
of a recent study made by that maga- 
zine on electrical cooking versus cook- 
ing with other types of fuel. “Flectric 
Cooking Saves Me” tells how a North 
Carolina farm woman who formerly 
used a wood stove saved 7 hours a 
week cooking with an electric range 


Household 


In the October Kitchen Questions 
Department of Household conducted 
by Marjorie Griffin Groll, many good 
suggestions appear concerning electri- 
cal appliances—especially refrigerat 

“Elizabeth Shaffer Looks At Was! 
ing Machines” in October, and define 
the various types available—aut 
matic, semiautomatic, spinner, wringer- 
washer and miniature washer 


Successful Farming 


Kitchen cabinetry is featured in 
October Successful Farming in an ar 
ticle entitled “12 Ideas for the Kitchen” 
by Francis Mallory. 
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The “Answers to Food Questions” 
epartment conducted by Dr. Donald 
i. Tressler, contains interesting freez- 

suggestions among other things. 


SPECIALIZED GROUP 


Parent's 


Parent's 8th Expandable Home is 
escribed by Maxine Livingston in the 
October issue, in “A Glance At The 
Past... A Look to the Future,” and 
“It's At Home in Any Community,” 
which shows a laundry utility room 
urrangement with ample wall space 
for full laundry equipment. 


What's New in Home Economics 


Washers, automatic and non-auto- 
matic, are featured in the Household 
Equipment section of IV’hat’s New for 
October. The first two pages discuss 
the various kinds of washing action 
ind convenience features found in auto- 
matic and non-automatic washers; 
“Teaching Units on Laundry Equip- 

ent” is the next article, and gives 
teaching phases at university level and 
it high school level. 

Another unit in the same issue is 
“Home Service Cooperation in Teach- 
ng Electric Roasters” which tells how 
home economists from Wisconsin Elec- 
tric Power Co., helped the home eco- 
nomics teachers at Milwaukee’s Lin- 

High School to give short roaster 
jemonstrations. 


Family Circle 


Gladys Miller, decorating editor for 
Family Circle, describes an all-electric 
kitchen-laundry complete with one of 
the latest refrigerator, 
freezer, automatic clothes washer and 
a thermostatically controlled clothes 
dryer, in her October “Design for Good 
Living.” 


ranges a 


. 


Forecast 


“Modern Equipment for Ironing” is 
one of the features in Forecast for 
October. It discusses ironing with flat 
irons, flatplate ironers, and with rotary 
ironing machines. 


The New York Times 


The October 3rd Sunday edition of 
The New York Times has a Special 
Home Section which contains 34 pages 
of material on home decoration and 
maintenance. It is edited by Mary 
Roche, Times home editor, and con- 
tains approximately eight pages on 
major electrical appliances and home 
lighting. The range, automatic washer, 
clothes dryer, vacuum cleaners, irons, 
ironing machines, water heaters and 
fluorescent lighting are thoroughly 
covered as is the subject of air heating 
and cooling, house insulation and other 
related subjects, in this comprehensive 
home decoration and maintenance 
guide for today’s homemakers. 


Appliance Firm Does 
70 Percent Night Biz 


According to the National Research 
Bureau, the Kelly Appliance Center, 
Portland, Ore., did 70 percent of its 
million dollar sales volume last year 
atter dark. Advantages claimed are 
husbands accompanying wives to store, 
a more relaxed mood, and better dem- 
onstration conditions than, during the 
busy daylight hours. Since 1944, when 
it started, the store has been open to 
to nine P, M. 
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is 2 great irons in one. A 


THE ORIGINAL FULLY AUTOMATIC STEAM IRON | 


I’m just one of millions of 
women who have fallen in 
love with the new Steam- st 
O-Matic! There’s never 


been an iron like it. 


Yes, millions of consumers will see the new Steam-O-Matic on 
the pages of Life, Good Housekeeping, Ladies’ Home Journal, 
Saturday Evening Post, Better Homes & Gardens, and other 
national magazines. They’ll learn the advantages of Steam-O- 
Matic ...and when they buy they’ll insist on the steam 
iron with the most exclusive features—Steam-O-Matic, 

of course. 


Largest Ironing Surface 

Steam-O-Matic does the 
work faster because it 
has the largest ironing 
surface of any steam 
iron. Compare. gy 


Fills in 10 Seconds 
A flick tilts the top back. 
Built-in funnel makes 
filling easy. No overflow. 
Top closes tight—dauto- 
matically. Nothing to 
unscrew! 


@ Superheated Steam 


An uninterrupted supply 
of superheated steam 
through concentrated 
steam vents. Steams at 
any angle. 


Steam-O-Matic Division 

RIVAL MANUFACTURING COMPANY 

Westport Road and Broadway Kansas City 2, Missouri 
*® 
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Truck Loading, Unloading 


Equipment Widely Used 


You Can Save 5 to 30 Minutes 
Per Delivery with “LIFT-GATES”. 


Thousands of retailers and manufacturers are loa 


HOW TO CUT DELIVERY COSTS 


LIF T-GATES' 


(A PROVED PRODUCT 


Handling garments on racks. 


and unloading trucks and trailers much faster and m 


easier with Anthony “LIFT GATES”, 
in cargo handling equipment. 


the very latest 
Your driver can handle heavy shipments with far less 


work. Merchandise is handled gently and safely—mini- me 


mizes damage claims. 


“LIFT GATES” avoid unnecessary delay, no g up 
area ways. Loading doors open a shorter time. 


confusion at the dock. 


Truck owners and customers alike, like this service 


because it costs them less. 


& 
~ 


“Dramatized” delivery. 


Write for free miniature demonstrator and literature 


ANTHONY 


\IFT GAT 


HYDRAULIC 
ANTHONY CO., Dept. 815, Streator, Ill. store delivery. 


Faster warehouse to 


NEW POSITIONS 


Speed Turnover 


WITH 


Chrome-plated, with removable base. 


For 110-120 volts, AC-OC. 


Your customers and prospects want the 
nationally advertised RACE 65 for dry- 
ing hair or hands, defrosting refriger- 
ators, drying nail polish — for any one 
of 65 uses. 


No Sales Through Jobbers 


The RACE 65 direct-to-retailer sales 
policy holds the retail price down and 
gives you unusual merchandising ad- 


vsval 2% 10.) 


NAME 


' 

1 ADDRESS 

CITY, STATE 

' 
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ELECTRIC HAIR DRYER 


*T. M. REG. U, S. PAT. OFF. 


vantages. Your customers get more for 
their money — a unit of exceptional 
quality at low price. RACE 65 puts 
you ahead in the “race for sales” and 
suggests good tie-ins with popular 
home wave outfits and other beauty 
aids. The big gift season is just ahead. 
To get set for record-breaking demand, 
clip and mail the coupon now. Im- 
mediate delivery. 


L MOTOR C2 


RACINE UNIVERSAL MOTOR CO. 
1637 GOOLD STREET, RACINE, WIS., DEPT. EM-5 


Check enclosed []. Money order enclosed []. C.O.D. []. Ship 


RACE 65 Electric Hair Dryers. (Minimum order is six — net price, 
$52.75, bosed on retail price of $14.95 each, less 40% discount and 


Credit references for future orders, which will be billed: 


Conlon-Moore Corp. 


M. A. TOUSSAINT 


WwW. H. JONES 


Monroe A. Toussaint has been ap- 
pointed Conlon Division assistant to 
the president, according to a recent 
announcement by Bernard J. Hank, 
president, Conlon-Moore Corp. A vet- 
eran of 20 years in the household 
washer and ironer manufacturing field, 
Mr. Toussaint most recently was gen- 
eral manager of the American Ironing 
Machine Division, Barlow & Seelig 
Mig. Co., Algonquin, Ill. and Ripon, 
Wis. He is also chairman of the sales 
and advertising committee, American 
Washer and Ironer Mirs. Assn. 

Winston H. Jones has been named 
director of sales, according to a recent 
announcement by Mr. Hank. He suc- 
ceeds Roy E. Andree, who has re- 
signed to represent various electrical 
home appliances and allied lines in the 
Middle West. Previously affiliated 
with the International Harvester sales 
department as well as being a manu- 
facturers’ agent, Mr. Jones had been 
assistant director of sales and adver- 
tising manager for six years. 


General Electric 


Raymond R. Rausch has been elected 
vice-president, General Electric Co., 
Schenectady, N. Y., according to a 
recent announcement by Charles E. 
Wilson, president. He will be°in 
charge of the company’s manufacturing 
policy, succeeding Elmer D. Spicer 
who recently retired after 24 years of 
service. Mr. Rausch has been associ- 
ated with the company’s manufactur- 
ing group since joining G-E in 1947, 
prior to which he had been affiliated 
with the Ford Motor Co. for many 
years. 

T. A. McDonald has been named 
manager of the newly created Market 
Services Division, Electronics Dept., 
according to a recent announcement by 
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E. H. Vogel, manager, marketing de- 
partment. Activities of the new divi- 
sion will include determination of size 
and location of markets and general 
business trends, and the accumulation 
of data to help in product planning, 
production scheduling and pricing. 

Previously, Mr. McDonald had been 
a member of the department's General 
Sales Division. 


Emerson Radio & Phonograph 
Corp. 


Harold Dietz has been appointed as- 
sistant sales promotion manager, Emer- 
son Radio & Phonograph Corp., New 
York, N. Y., according to a recent 
announcement by Phil Gillig. vice- 
president in charge of sales. 


Lear, Inc. 


W. P. LEAR 


R. M. MOCK 


At a recent meeting of the Board of 
Directors, Lear, Inc., Grand Rapids, 
Mich., William P. Lear was elected to 
the newly created post of chairman of 
the board. Richard M. Mock was 
elected president with the board also 
confirming Mr. Lear’s position as di- 
rector of research and development as 
well as chairman. 

For some time Mr. Mock has been 
executing the duties of president to 
allow Mr. Lear to devote his time and 
energies to technical development of 
aircraft radio, automatic flight control 
and wire recorder products. 

Mr. Lear had been president of the 
company since its inception nearly 
twenty years ago while Mr. Mock 
joined the company in 1940 and has 
been application engineer, chief engi- 
neer, sales manager and manager of 
the electrical mechanical division be- 
fore his appointment as executive 
vice-president. 
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Bendix Home Appliances, Inc. 


Fred D. Wilson has assumed his 
luties as assistant to the president, 
according to a recent announcement 
by Judson S. Sayre, president, Bendix 
Home Appliances, Inc., South Bend, 
Ind. Mr. Sayre stated that Mr. Wil- 
son’s wealth of experience in indus- 
trial management highly qualifies him 
for the new post. Mr. Wilson had 
previously been affiliated with RCA 
Victor Co. in a number of important 
executive posts. 


Landers, Frary & Clark 


Stanley G. Fisher has been appointed 
to the newly created position of sales 
manager, traffic appliances and elec- 
tric blankets, Landers, Frary & 
Clark, New Britain, Conn., makers 
of Universal household helps, accord- 
ing to a recent statement by E. J. 
Van Buskirk, vice-president. Mr. 
Fisher has been with the home office 
since 1945 and has specialized recently 
in sales work on the company’s electric 
blankets and batam ranges. 


Tele-tone Radio Corp. 


Walter Klauber has been named 
sales manager, Tele-tone Radio Corp., 
New York, N. Y., according to a 
recent announcement by Morton 
Schwartz, general sales manager. Long 
experienced in the radio field, Mr. 
Klauber formerly directed his own dis- 
tributor organization as well as cover- 
ing many distributor accounts for large 
radio manufacturers. He has _ been 
with the firm since last March. 


Avco Mfg. Corp. 


LARRY COEN 


Larry E. Coen has been named as- 
sistant general sales manager, Ameri- 
can Central Division, Aveo Mfg. Corp, 
Connersville, Ind., according to a re- 
cent announcement by C. Fred Hast- 
ings, general sales manager. A veteran 
of the major appliance business for 20 
years, Mr. Coen has been associated 
with the division for five years, previ- 
ous to which he had been with Ebco 
Mfg. Co. and Nash-Kelvinator. 


York Corp. 
Marshall G. Munce was recently 
elected vice-president, York Corp., 


York, Pa., according to an announce- 
ment by S. E. Lauer, president. Mr. 
Munce’s major task will be to repre- 
sent top management in assisting and 
Supporting the sales organization 
through trade relations and public re- 
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lations activities. He originally joined 
the firm in 1921, and has been active 
as coordinator between manufacturing, 
sales and engineering divisions. 


Allan B. DuMont 
Laboratories, Inc. 


RICARDO MUNIZ 


Ricardo Muniz has been named gen- 
eral manager, television receiver divi- 
sion, Allen B. DuMont Laboratories, 
Inc., Passaic and Clifton, N. J., ac- 
cording to a recent announcement by 
Leonard F. Cramer, vice-president. 
His appointment ties in with the com- 
pany’s expansion plans calling for 
doubled set production in the near 
future, it was stated. Previous affilia- 
tions for Mr. Muniz include Munston 
Mfg. Co., Espey Mfg. Co., Radio Navi- 
gation Instrument Co., and Interna- 
tional Business Machine Co., where he 
had extensive administrative and tech- 
nical experience. 


Borg-Warner Corp. 


H. L. SPENCER 


Harry L. Spencer has been appointed 
director of manufacturing of all five 
Norge plants, according to a recent 
announcement by Howard E. Blood, 
president, Norge division, Borg-War- 
ner Corp., Detroit, Mich. He succeeds 
J. Nall Candler, now assistant general 
manager of the division. 

Mr. Spencer rejoins Norge aiter 
five years as vice-president in charge 
of manufacturing for Bendix Home 
Appliances, Inc. He started with 
Norge in 1926, and was first manager 
of national service for the division. At 
the time he left, he was factory man- 
ager of the Muskegon Heights plant 
where all the division’s appliances are 
manufactured. He now will have 
charge of manufacturing in all the 
plants from his Detroit office. 

Mr. Candler has been with the 
Norge and Detroit Gear divisions of 
the company in divers engineering and 
manufacturing roles since 1940, 


cubic foot 


Model 2187 


cubic foot 
Model 197 


cubic foot 
Model 2127 


cubic foot 
Model 167 


You turn prospects into customers faster with the BEN-HUR 
Freezer franchise! You can offer every prospect COMPLETE- 
LINE-CHOICE...a BEN-HUR freezer that matches exactly the 
need of any family in your community —with 6, 9, 12.5, and 
18 cubic foot cabinets that hold from 300 to 900 Ibs. of 


frozen food. 


Each of the FOUR popular BEN-HUR Models takes the lead in 
modern styling, convenience features, food freezing and storage 
efficiency—and operating economy. Table-top designs, greater 
capacity in less floor space, special safety hardware, counter- 
balanced covers, “slamless” locks, hermetically sealed insula- 
tion, separate freezing compartments — these and many other 
features make BEN-HUR selling easier... And in the home 
they promise customer enthusiasm through longer years of 


food savings and better meals. 


Help EVERY y 


Slash the High Cost of Kating 


with a BEN-HUR Freezer... 


Compare them all. . 


.end you'll choose the COMPLETE Nationally 
| Advertised BEN-HUR Freezer Line. Write for details and powerful P 
4 Merchandising plans. 


BEN-HUR MFG. CO. 


Dept. EM, 634 East Keefe Avenue, Milwaukee 12, Wisconsin 


BEM 
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Dealers kn 

FARM and HOWE FREEZERS 

| | choice of 4 

e 
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% WARM COMFORT QUICKLY 


The FAN-GLO 
HEETAIRE with 
its TWO Neo-Glo 
elements produce 
hot infra-red rays 
instantly, The quiet 
fan forces heated 
air to the area ot 
use at once, 


* BOTH KINDS OF HEAT 


The first heater in 
the world to give 
both — the com- 
bination of hot, 
abundant,  scientifi- 
cally - reflected, in- 
fra-red rays plus 
fan-forced heated 
air. 


THREE HEATING SPEEDS 


The new portable 
FAN-GLO HEET- 
AIRE permits the 
use of three heat- 
ing speeds control- 
led by two conveni- 
ently located swit- 
ches. A_ portable 
heater exclusive 


* DESIGNED FOR SAFETY 


Even baby’s hands 
can touch the Cas- 
ing — there are no 
hot spots! Bulging 
guard assures com- 
plete safety. FAN- 
GLO HEETAIRE 
is Underwriters ap- 
proved. 


Cc OMMENDED 
PARENTS’ 


"Guaranteed by 


* LIGHT WEIGHT 


Convenient handle 
on top makes the 
compact FAN-GLO 
HEETAIRE easy 
to carry. Take it 
to where WARM 
COMFORT 
wanted. 


% BUILT for YEARS of SERVICE 


Both heating ele- 
ments suspended in 
floating mountings 
permit flexible ex- 
pansion and con- 
traction—and heat 
evenly — thereby 
increasing their 
long life. 


* TROUBLE FREE DESIGN 


Only the finest ma- 
terials — and a 
manufacturer 
whose priceless as- 
set is his integrity 
— can produce this 
trouble-free hand- 
somely finished 
FAN-GLO  HEET- 
AIRE, 


SELLING PLAN 


MORE PROFITS 
for you . . be- 
cause its backed by 
powerful merchan- 
dising and advertis- 
ing ammunition 
that’s loaded with 
“come and get it” 
sellsmanship! 


MAGALINE Good Housekeeping 
Nd 
45 
Write, wire or phone your supplier — he’s all set to 
help you make more sales — more . profits. 


EL 
MARK 


145 SENECA ST 
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LA SALLE 


LIGHTING PRODUCTS, INC. 


BUFFALO 3, N. Y. 


DISTRIBUTOR NEWS 


ALABAMA 


Remodeling work which was begun 
last December has been completed by 
the Steel City Supply Co., Inc., Bir- 
mingham, and the firm recently held 
open house for its dealers. The organi- 
zation is headed by Robert F. Hall, 
president and chairman of the board 
of directors; J. W. Hamilton, Jr., 
vice-president ; Lee D. Marbury, sales 
mancger, and A. C. Ogle, service 
manager. 


IDAHO 


J. I. Wright has been named opera- 
tions manager of the Afton-Lemp Co., 
distributors in Boise. He was formerly 
associated with the Public Service Co. 
of Colorado and more recently with 
the Rocky Mountain Electrical League 
in Denver, Colo. 


ILLINOIS 


For a dozen years or so, Lake Mich- 
igan has been at the front door of 
the H. U. Mann Co., Chicago dis- 
tributors. Now the former general 
sales manager for Premier vacuum 
cleaners has moved his firm to 1230 
W. Jackson Blvd. 

A newly formed company serving 
central and southern Illinois is Deca- 
tur Wholesalers, 445 N. Water St., 
Decatur. The principal partners are 
S. S. Cutler and Ben G. Miller, and 
they are specializing in traffic appli- 
ances, radio and housewares. 


LOUISIANA 


For purposes of previewing, United 
Distributors, Inc., 510 Poydras St., 
New Orleans, has held its first annual 
“Winter Merchandise Show and Sales 
Clinic”. According to Al Levin, vice- 
president, results were more than 
satisfactory. The show drew an au- 
dience of 600 dealers from Louisiana, 
Mississippi and Alabama. 


MASSACHUSETTS 


Ihe tenth anniversary of the open- 
ing of the Boston branch of General 
Electric Appliances, Inc., was cele- 
brated recently, along with C. M. Wil- 
son's appointment as branch manager, 
which occurred at the same time. The 
firm, which has headquarters at 700 
Commonwealth Ave. was the first 
company-owned electrical appliance 
distributorship in the country. 


Carolina Travelers 


MICHIGAN 


FRANK O. BLAKE 


Frank O. Blake, until recently mer- 
chandising and sales manager of J. N. 
Ceazan Co. Los Angeles and San 
Francisco, is moving east to take over 
as director of sales for Republic Sup- 
ply Corp., Detroit wholesalers. Be- 
tween wars, Mr. Blake spent most of 
his time in various connections with 
the Graybar Co. and in the operation 
of his own distributing companies, ac- 
cording to H. M. Ferguson, sales ex- 
ecutive of Republic. 


NEW JERSEY 


JAMES M. KERBEY 


James M. Kerbey has been named 
general manager of operations of 
Krich-Radisco, Inc., Newark distribu- 
tors. Previous to this appointment, 
he was senior partner in Kerbey, Cook 
and Lamson, industrial engineers of 
Philadelphia and of Manila, P. 1. 
Before that, he held several positions 


BECAUSE THEY FEEL merchandise “in person” is far more vivid than a verbal 
sales story, Ben D. Waller, president, and T. E. Thorsen, sales manager, Associated 
Distributors of Charlotte, Inc., have been using a trailer coach to carry merchandise for 
display purposes. Reports indicate much interest shown, and new dealers acquired. 
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DRIVER 

For Every 
Electrical 
Need! 


al 


BREAK-PROOF 
SHOCK-PROOF 
The bright, clear plastic han- 
dies are break and shock- 
proof. The Chrome Vanadium 
steel blades are oil tempered for 
service . . . and bright 


FIRE-SAFE 


Here's another feature radio 
servicemen, 

men and home workshop en- 
thusiasts will like . . . Vaco 
Amberyl* handles are 
safe! Only Amberyl* han 

dies carry the Underwriters’ 
Laboratories, Inc., Re-Ex- 
amination Service Marker 
(UL) deeply embossed in 
the dome end of each 
handle! 


5S screw drivers in 1! 
1/8”, 3/16", and 1/4” 
regular blades and No. 1 
and No. 2 Phillips blades 
snap into break-proof, 


5 nut drivers in 1! 
Inte le sockets 
fit into same Amberyl* 


plastic handle to ide 
1/4”, 5/16”, 11/32*, 
3/8” and 7/16” hex. 
wrenches. Super hard 
= rtable - 
ge, comfo' - grip 
handle is deep-fluted for 
Whole 


torque. 
y into 
Fully Guaranteed! 


EYE-CATCHING DISPLAY 


Put this display up in 
your shop or store and 
watch those drivers sell! 
People can’t resist the 


appearance of 
these fine hand tools. 
Board and shelf stock in- 
clude 110 mixed square 
and round regular and 
Phillips blades. 


More Than 250 Styles and Sizes! 
Send for the New 28- ney Vaco Catalog 


7 *Trade Mark Registered 


317 E. Ontario St., 
PROD Chicago Illinois 


with the Radio Corp. of America, | 


mainly in foreign service, and was 
loaned to the government for the post- 
war organization of the German elec- 


| tronics industry. 


PENNSYLVANIA 


George Hunt has been promoted to 


| radio service manager of Anchor Dis- | 
| tributing Co., 955 Liberty Ave., Pitts- 


burgh, according to Harold W. Gold- 
stein, Anchor president. Mr. Hunt 
has been with the firm for only a short 
time, as assistant service manager, be- 
fore which he was connected with the 
Hahn Furniture Co. for 15 years as 
service manager. 

Jack Spiller has been named adver- 
tising manager of Everybody’s Supply 
Co., Philadelphia traffic appliance and 


housewares distributor, according to | 
Samuel Fingrutd, head of the firm. | 


Mr. Spiller was formerly advertising 
manager for Trilling & Montague, an- 
other local distributor, and before that 
edited “The Merchandiser’, a home 
furnishings retailer’s newspaper. 


TENNESSEE 


Shobe, Inc., Memphis wholesaler, 
announces that Jack Miller has been 
appointed to cover the firm's territory 
as Easy specialist. Mr. Miller was a 
member of John W. Miller & Assoc., 
Inc. in New Orleans before joining 
the Shobe organization. 


TEXAS 


WALTER F. MORELAND 


Walter F. Moreland has been named 
general manager of the Raco Appli- 
ance Co., distributor with headquarters 
in Dallas and branch offices in San 
Antonio and Houston. Mr. Moreland 
was at one time sales promotion man- 
ager for the Southern Equipment Co., 
San Antonio, and is a former Midwest 
regional manager of the record divi- 
sion of RCA Victor, Chicago. 

The Beckett Electric Co. has be- 
come the Electrical Supply Corp., ac- 
cording to Glen C. Wasson, president. 
Mr. Wasson bought the concern in 
1944, after Thomas G. Beckett had 
run it for some 40 years. Headquar- 
ters are at the corner of McKinney 
Ave. and Griffin St. in Dallas. The 
management contemplates no changes 
in personnel, which stands as: P. H. 
Rawlinson, vice-president; J. D. Rob- 
inson, sales manager, and F. B. 
Wisinger, secretary-treasurer. 


VIRGINIA 


Joseph F. Korodin has been ap- 
pointed buyer and manager of Louis 
O. Bowman, Inc., Richmond distribu- 
tor, says T. S. Bayless, general sales 
manager. The firm held its eighth 
anniversary celebration recently, play- 
ing host to several hundred dealers 
who attended the first annual Rich- 
| mond Market Week. 
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MODEL 143A 
$59.95* 
Set of 8 
attachments, 
extra. 


MODEL 800 
CYLINDER TYPE 
With complete set 

of attachments 


$69.95* 


MODEL 60 
Revolving brush 
hond cleaner 
$27 .95* 
"Resale prices slightly 
more west of Rockies. 


MODEL 125 
Including 5 
attéchments 


$49-95* 


y 
will be bi « profitable for 


Cadillac dealers who tie in with 
this promotion: DISPLAY CAD- 
ILLAC CLEANERS IN CELLO- 


-PHANE CHRISTMAS ENVE- 


LOPES. These ‘‘glamorappings”’ 
cost little—pay off handsomely 
in extra profit. Tailor-made to 
fit neatly over Cadillac clean- 
ers, the cellophane envelopes 
delight gift hunters—make it 
easy to close the sale. Display- 


_manship, to n- 


This 

Santas (continually exposed to 
Cadillac national advertising) 
will be gift buying for home- 
makers on their lists. Cash in 


this built-up demand 


Cadillac. Stop 
traffic in your 
store with the new 
Cadillac “isle” 
display. Feature © 
Cadillac cleaners 
(all four of them) 


Brant 
CLEANER 


. gift wrapped in 


CLEMENTS MFG. CO. 


Dept. B, 6666 S. Narragansett Ave., Chicago 38, Ill. 


Since 1911, sold only through reliable dealers and distributors 


. 


Write your distributor for full information about the 
cellophane Christmas envelopes for Cadillac. Write Today. 
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Rival has done it again! The world’s largest manufac. 
turers of juicers bring you the Tilt-Top Juice-O-Mat—a new 
model of the mos icers. And this one is 
a “miracle-in-action” that helps work miracles in 
sales. Yes, this ne t-Top 0-Mat gives you 
features to sell that your customers have been 
waiting to buy. Once they see its amazing 
new action, you'll ring up sale after 
sale: this means Bigger Profits ... 
faster turnover! 
It's a beauty, too. Streamlined. 
Just what you've been looking 
for to build greater store 
traffic. So don't wait! Add the new Tilt-Top Juice-O-Mat to | 
your Rival line-up of sales and profit-makers NOW 


FOUND ONLY IN THE 


uice-O Mat 


Fe sinsit ACTION! CLEAR FRESH JUICE! 


A ball handie hits Patented Romvakone straner 
the top permits juicing — fluted edges anchor fruit 
wth a4 effort... even You get all the juice without 


the pressure of one finger 
does 


bitter rind 
no seeds 


| Other Famous 


| Juice-0-Mats saves: Time! 


ALL ENCLOSED! 


Prtcher fits snugly and biengs 

with the streamined con 

onds more to of the new TILT-TOP Juice. 
Omar 


6 oranges in minutes — 
Only tow se 
and clean 


$4.98 up | 


The TILT-TOP Juice-O-Mat will be seen more than 76 million times 
thus year by your customers — in Rival’s national advertising 


The EBCO Manufacturing Co. | 
401 W. Town St., Columbus 16, Ohio 


Rush details on all OASIS Electric Water Coolers! 


\ 
ELECTRIC WATER ONE STATE | 
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APPOINTMENTS 


WELCOMED GIFTS!) oistrisutor 


Admiral Corp. 


W. C. Johnson, general sales man- 
ager of Admiral Corp., announces the 
following new distributor appoint- 
ments : 


Arizona Hardware Co., 47 E. Jackson St., | 


Phoenix, Ariz. 


Lee Wholesale Co., 330-334 W. Sixth St., 


Kansas City, Mo. 


Altorfer Bros. Co. 


A distributor re-appointment has 
been made known by G. H. Franks, 
sales manager of Altorfer Bros. Co. 
It is: 

E. A. Wildermuth, Inc., 1102 Atlantic 
Ave., Brooklyn, N. Y. 


Apex Electrical Mfg. Co. 


Three new distributors have been 
named by the Apex Electrical Mfg. 
Co. : 


Dealers Supply Co., Rapid City, S. D. 
Elcon Products, Inc., Minneapolis, Minn. 
Commercial Appliance Co., Seattle, Wash. 


Barlow & Seelig Mfg. Co. 


A new distributor for Barlow & 
Seelig Mig. Co.'s Speed Queen wash- 
ers and ironers is: 

Colen-Gruhn Co., Inc., 387 Fourth Ave., 
New York, N. Y. 


Sentinel Radio Corp. 


According to E. G. May, sales man- 
ager of the Sentinel Radio Corp., a 
new distributor for the firm is: 


Wholesale Supply Co., Nashville, Tenn. 


Tele King Corp. 


Three new Tele King distributors, 
according to Benjamin H. Rice, sales 
manager, are 
Taran Distributing, Inc., 2820 N.W. 7th 
Ave., Miami, Fia. 

Gimbel Brothers, Inc., Baltimore, Md. 


Zenith Home Appliance Co., 360 Furman 
St., Brooklyn, N. Y. 


Tracy Mfg. Co. 


Four new distributor appointments | 


have been revealed by Marvin S. 


Bandoli, vice-president in charge of | 


sales, Tracy Mfg. Co. They are: 


Appliance Distributors, Inc., 942 N. 24th 
St., Omaha, Neb. 

Midwest-Timmermon Co., 114 Western 
Ave., Davenport, and 810 Tuttle St., Des 
Moines, lowa 

R. U. Lynch, Inc., 9 Federal St., Provid- 
ence, R. |. 

Northeastern Distributors, Inc., 588 Com- 
monwealth Ave., Boston, Mass. 


United States Television 
Mfg. Corp. 


Francis H. Hoge, Jr., vice-president 
in charge of sales, United States Tele- 
vision Mfg. Corp., makes known the 
following distributor appointments: 


Television Distributors of Indiana, Inc., 
129 W. 30th St., Indianapolis, Ind. 
Northern Ohio Appliances, Inc., 1609 E. 
21st St., Cleveland, Ohio 

Chas. S. Martin Distributing Co., Atlanta, 


Tennessee Television Corp., Nashville, 


Tenn. 
Shield Co., Inc., Fort Worth, Tex. 


NOVEMBER 


NEW! Your Lighted 
Christmas Tree 
in MOTION ... 


KASSON ELECTRIC 
CHRISTMAS TREE TURNER 


Revolves Adjustable 
3 Times to most 
a Minute! 


Ideal for your Christmas displays, 
the “Kasson” Electric Christmas Tree 
Turner is sturdy, with a dependable, 
self-starting A.C. motor. 

Write for complete ROTO-PROD- 
UCTS catalog and price list... 
Motion displays mean more business. 


And Introducing . . . 
Movement with LIGHTS 
—The new Model “712” 


* Model “712” 
ROTO-SHO 
turns 3 RPM 
while permitting 
novel, self-con- 
tained lighting 
effects, or op- 
eration of elec- 
trical devices— 

means of 


ELECTRIC TURNTABLES 


meter table. 
GENERAL DIE & STAMPING CO. 
Dept. 65, 267 Mott St. * New York 12, N. Y. 


ALERT APPLIANCE DEALERS 
PROTECT PROFITS WITH 


Mastercraft 


PADDED PROTECTIVE COVERS AND 
CARRYING HARNESS 

@ DELIVERS e"chondise to the home in 


the some perfect condition in 
which it leaves the showroom. 


@ INSURES ¥°" Profits on soles becouse 


it reduces returns and repoir 
work due to delivery damages. 

Pod around the applionce ond adjust the corry- 
ing harness. 
Made of heavy green pocketing twill 
inside and out. . . lined with Kersey 
(Jute fibre on burlap) and quilted to 
give maximum protection. Highest 
quality materials and workmanship 
give Mastercraft Pads a longer life. 
And—they're tnore economical in the 
long run... Dealers everywhere are 
using Mastercraft Padded Protective. 
covers for delivery of refrigerators, 
ranges, washing machines, isoners, 
radios, television sets, heaters, etc. 


Write for complete information! 


NDI ¥ 
with 


' BEARSE MANUFACTURING CO. 

3817 Cortland St. + Chicago 47, Illinois 

Gentlemen: 

Please send me price list on Mastercraft Pads. 

NAME 

ADDRESS 

city STATE 
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PROFIT LINE 
for Appliance Dealers 


Ruggedly built for long service 
. low in price .. . backed by an 
unmatched guarantee & service 


policy. 


THE NEW 1948 SOLID SMALL 
Full-size professional electric clipper. 


Easy to handle—light weight plastic 
case. The favorite in beauty shops 
for years. 


$9.75 List 


WAHL Silent 
Hair Dryer 
Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case . . 
light weight. $9. 75 List 
WAHL “Hand-E” 
Electric Vibrator 
Gives perfect mas- 
sage stroke — 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four 
applicators. 
$6. 


List 
GUARANTEE — We 
agree to repair or re- 
place free of charge, for 
one year, any WAHL 
product which does not 
give perfect satisfaction. 


WRITE TODAY TO 
Dept. E M 48 FOR 
DEAL INFOR- 
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ESTATE 
HAS IT/ 


THE View 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 


for pressure cocking 
and pressure canning! 


See page 32 


DEPARTMENT 
STORES 


J. L. Brandeis Names 
Rubin Merchandise Mgr. 


Meyer Rubin, former housewares 
buyer for Wieboldt Stores, Chicago, 
has been appointed divisional mer- 
chandise manager for J. L. Brandeis 
& Sons department store in Omaha, 
Neb., according to a recent announce- 
ment. He will be in charge of all 
home furnishings including major and 
small appliances. 


Plantowsky’s Appoints 
Littlefield Sales Mgr. 


Frank L. Littlefield has been named 
sales manager, appliance section, Plan- 
towsky’s, Galveston, Texas, according 
to a recent announcement by the firm. 
Associated with the appliance business 
in pre-war days, Mr. Littlefield will 
head the store’s expanded appliance 
operation. 


Guggenheimer Upped 
By Baltimore’s Hub 


The Hub, Baltimore, Md., has an- 
nounced the appointment of Charles 
M. Guggenheimer as buyer of major 
appliances. He succeeds Gerry Eser, 
who recently resigned. 


Future Ross Store Plans 
Adding Appliance Dept. 


E. C. Denton, president, Denton’s, 
Inc., owner of the John Ross Store, 
Middletown, Ohio, has announced the 
construction of a million dollar new 
building to be built in 1950. Included 
in the plans is an appliance department. 


Frank & Seder’s Names 
Austin Appliance Buyer 


R. P. Austin has been appointed 
buyer of major appliances, Frank & 
Seder’s, Pittsburgh, Pa., according to 
a recent announcement by the store. 
He succeeds Lloyd F. Byerly who re- 
cently resigned. 


E. Q. Cole Quits Lit’s 
To Enter Own Business 


Lit Bros., Philadelphia, Pa., has an- 
nounced the resignation of Ernest Q. 
Cole as buyer of major appliances, ac- 
cording to a recent announcement by 
Max Robb, general merchandise man- 
ager. Mr. Cole plans to go into his 
own business. 


Nixon Manages High 
Appliance Department 


Hoke S. Nixon has been appointed 
manager, appliance department, J. M. 
High Co., Atlanta, Ga., according to 
a recent announcement by Ray Irwin, 
merchandise manager. Mr. Nixon had 
been in W. T. Grant’s appliance sales 
dept. in Atlanta. 


Higbee Co. Introduces 
New Audio-Tele Center 


The change of location and opening 
of a new television and radio center 
was recently announced by The Higbee 
Co., Cleveland, Ohio, department store. 
Full-page local ad heralded the im- 
proved facilities. 
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HERE’S A 


line 


INCLUDING THE NEW 


PAK-A-WAY VERTICAL 


Pak-A-Way offers aggressive 
dealers a selling program 
that is geared to the fast in- 
creasing demand and accep- 
tance for home freezers. 


1, Strong promotion 

2. National advertising 

3. Competitively priced 

4. Liberal discounts 

5. Chest models—6, 12, 18 cu. ft. 
6. Upright model—11.5 cu. ft. 

7. Outstanding quality assured by 
Schaefer’s 20 years experience in 
design and manufacture of low 
temperature cabinets. 


PAK-A-WAY VERTICAL MODEL—11.5 cubic feet capacity. Four in- 
dividual food compartments hold over 400 pounds frozen food. 5” of 
sealed Fiberglas insulation, Bonderized steel construction. White 
baked Dulux enamel finish. 


ASK FOR information regarding dealer franchise for PAK-A-WAY 
HOME FREEZERS in your community. Cash in on $150,000,000 
estimated home freezer business this winter and next summer. Send 


the coupon today. 
SINCE 1929 MINNEAPOLIS 
@eeeees? 

SCHAEFER, INC. 
@ 801 Washington Ave. No. 

Minneapolis 1, Minn. 
@ Send me full particulars regarding PAK-A-WAY Home and Farm Freezers and name 
@ of nearest distributor. We are interested in a PAK-A-WAY deoler franchise. 
@ My name 
@ Firm 
@ Address 
@ City Zone State 
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EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 


The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 


This Popular HOUSEHOLD 
FLOOR MACHINE 


© Scrubs @ Dry Cleans @ Sands 
© Buffs Waxes @ Polishes 
© And Refinishes all types of floors. 


This beautiful, modern, light- 
weight, trouble-free, and easy to 
operate twin-brush machine will 
glide over any floor close to base- 
boards and under furniture .. . 
styled for beauty, en- 
gineered for perform- 
ance. 


A simple change to 
snap-on side handles 
and the General T-12 
will easily polish 
kitchen cabinets wood 
panels, flat furniture 
and your car. 


HOME FLOOR 
CONDITIONER 


We recommend our new streamlined model K-12 medium size single brush machine 
for both light and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T-12, 
K-12, and our Heavy Duty Industrial models in 14”, 16”, 18”, 22” brush 
diameters. 


GENERAL FLOORCRAFT, INC. 


333 Avenue of the Americas 
Dept. EM, New York 14, N. Y. 


ACRES OF CUSTOMERS > 


Model 56 


Decorator styled, 
ivory finished case, 
two notes for front 
door, one for rear. 
Complete with 
transformer and 
matching push- 
button 


List $7.50 


for chimes 


Liberty Chimes are priced to sell the 
small-home volume market, and nation- 
ally advertised in the right places to 
make your own sales effort pay off. 
Nine models, from $3.50 to $19.95. Lib- 
erty Chimes sound four- or two-note 
melody for front door, depending on the 
model, and a single note for the rear. 
All but the two lowest priced models 
come complete with transformer. 


MANUFACTURING COMPANY 


MINERVA, OHIO W rite for catalog. 
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LEAGUE 
ACTIVITIES 


| Sons, Inc., secretary; C. R. White, 
| Quaker Stretcher Co., treasurer. In 


Cords and 
Cord Sets 


Selected by 


J. L. Cartwright Heads 
Niagara Electric Club 


J. L. Cartwright has been elected 
president, Niagara District Electric 
Club, Hamilton, Ont., at the annual 
meeting held recently. He succeeds 
H. W. Chadwick. H. W. Kilgore was 
re-appointed secretary and J. H. Jack- 
son treasurer. 

It was reported that the membership 
was about 500 and growing steadily. 


leading manufacturers 


...why not by you! 


Atlanta Elec. Assn. 
Hears Talk By Kelly 


The Atlanta Electrical Assn. re- 
cently heard an address by Harry M. 
Kelly, general sales manager, appli- 
ance department, Frigidaire division, 
General Motors Corp., at a meeting 
held at the Henry Grady Hotel in 
Atlanta. Mr. Kelly told the associa- 
tion how to be successful in the appli- 
ance business, using a technical discus- 
sion aS a point of departure. 


A full line of 
Flexible Cords for the 
Repair and Service 
Industry, obtain- 
able through jobbers 

and distributors 


Penna. Electric Assn. 


Approved b 
Elects Doran Pres. 


Laboratories 


W. H. Doran was chosen to succeed 
George W. Ousler as president of the 
Pennsylvania Electric Association at 
the recent annual meeting in Pitts- 
burgh, according to an announcement. 
Association members heard a talk by 
Gwilym A. Price, president, Westing- 
Electric Corp., who predicted 
that in ten years, the United States 
will be able to generate 80 percent 
more power to turn the wheels of its 


CORNISH WIRE CO., tac. 
15 Park Row, New York 7. N.Y. 


house 


expanding industrial machine. This 
expansion, he said, is indicated in a 
nation-wide survey of the power in- | 


dustry. Experienced Sewing 


Machine Dealers 


Western Penna. League 
Holds Freezer Forum 


The General Appliance Bureau of 
the Electric League of Western Penn- 
sylvania held another dealer forum 
program recently’ devoted to the mer- 
chandising and sales of home freezers. 
The committee was expanded to in- 
clude appliance dealers who helped 
make the program more valuable. 

Earlier, the league had presented , 
Ellis L. Redden, director, advertising 
and sales promotion, Crosley Division, | 
Avco Mfg. Corp., who spoke on crea- 
tive selling. Mr. Redden addressed a 
lun¢heon meeting launching the 
league's fall and winter program. 
Both activities were held in Pitts- | 
burgh. 


FOR THE NEW NATIONALLY 
ADVERTISED “SEW-GEM" 

Rotary Electric Sewing Machine 
If you are looking for something new with 
big sales and profit potentials, it will pay you 


to investigate the newest of electric sewing 
machines. 


A hungry market is now waiting for this product. 
Territories are still open in many sections of the 
country and will be allotted on a first come first 
choice basis. 


Here is an excellent opportunity to get in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. All inquiries will be held in strict 


Erickson Elected Head | 
of Chicago Mart Assn. 


confidence. 
Vic Erickson, Sr., Welmaid Prod- 
ucts Inc., Chicago, Ill, has _ been | 
elected president, Housewares and Ap- 
pliance Assn., Merchandise Mart, Chi | 
cago, it was recently announced. Other | —— 


officers elected include: Wm. Meyer | 
W. F. Meyer & Sons, Inc., vice-presi 
dent; Arthur Meyer, W. F. Meyer & 


addition to the four officers, the new 
board of directors includes: Harvey 
Lederman, Mel Moses, Richard B. 
Vandy, and C. L. Bradford. 


MANUFACTURING CO. 
ROCK ISLAND, ILLINOIS 
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How to make 
your prospects 
say “YES!” 


By PERCY H. WHITING 


Managing Director, 
Dale Carnegie Institute 
260 pages, $3.00 

Just Out 


Check your present sales technique: 
against these proven do’s and don’t’s of 
profitable selling. Put these five tested 
rules to work TODAY—let them point 
the way to a top-selling future for you. 
Every page of this book is crammed with 
practical, ready-to-use ideas and infor- 
mation. Every chapter is packed with sure- 
fire selling practices that have worked for 
other salesmen—that can quickly be made 
to work for you. 


Here’s a handbook on salesmanship that's 
really different 


This book has one purpose—to help you 
sell MORE, easier. It developed out of 
the Dale Carnegie Institute’s need for a 
text book on selling that told, not what to 
do but HOW TO DO IT. This book not 
only lists the qualities you need to sell 
successfully, it shows you HOW TO DE- 
VELOP those qualities. It gives you only 
a few principles to apply to your selling 
activities—and, most important, it shows 
you HOW TO APPLY THEM, quickly, 
easily, profitably. 


Concrete, specific, it shows you: 

how to gain favorable attention 

how to arouse a prospect's interest 

how to build a sales talk 

how to test your sales talk 

how to “close” with a customer 

how to answer your prospect’s objections 
how to convince your prospect 

how to make the prospect wont to buy 


. and many others. Filled with case 
studies, examples, and anecdotes, the book 
shows you how some of the country’s most 
successful salesmen tested this proven 
formula—at a profit! 


10 DAYS’ FREE EXAMINATION 
SEND NO MONEY 


McGRAW-HILL BOOK CO., Inc., 330 W. 42 St., NYC 18 


Send me Whiting’s FIVE GREAT RULES OF SELL- 
ING for 10 days’ on In 10 days 
I will send $3.00, plus few cents . or return 


book postpaid.* 


EM-11-48 


* SAVE: We pay mailing costs if you send cash 
with order. Same return privilege. 
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Deepfreeze Purchases 
Frostair, Widens Line 


Announcement of the purchase of 
the Frostair Duplex refrigerator from 
the General Tire & Rubber Co. by 
Deepfreeze Division, Motor Products 
Corp., North Chicago, IIl., pioneer 


you carry 


appliances? 


| 
home freezer manufacturer, indicates a 


step toward the widening of the com- 
pany’s products. Guided by G. H. 
Smith, vice-president and general man- 
ager, the firm will soon have a com- 
plete line of domestic refrigerators and 
combination home freezers and refrig- 
erators, 


City Markets Sought 


It has always been the contention of 
such refrigeration authorities as Wil- 
liam T. Reace, vice-president of Com- 
monwealth Edison Co., Chicago, IIL, 
that the home freezer market drops 
off in the suburbs of the cities where 
apartments begin. According to Mr. 
Reace, there are outstanding oppor- 
tunities for the urban market with the 
new two-temperature box which prom- 
ises to make nearly every present city 
refrigerator obsolete. 

Existing Frostair distributors have 
been offered a continuing franchise on 
the Frostair refrigerator alone, and in 
those territories not covered by these 
distributors, their franchise will be 
opened immediately to Deepfreeze 


home freezer distributors. F. F. Dug- | 


gan, general sales manager, will be in 
charge of sales directly while R. V. 
Newbell, advertising manager, will 
handle advertising and sales promotion. 

Mr. Smith stated that “Our com- 
pany accepts the responsibility for 


sales, service and the manufacture of | 


Frostair refrigerators, and Deepfreeze 
field organizations are instructing their 
men on the sales policies and sales 
presentations on the Frostair refrig- 
erator”. Manufacture will be moved 
from Morrison, Ill. to North Chicago 
in view of the fact that the purchase 
included the tools, dies, patents and 
other assets of Frostair. 


Purchase A Logical One 


Members of the home freezer in- 
dustry, generally speaking, were not 
too surprised by the news. Many felt 
that a rubber company producing a 
product at $550, one considered by 
some to be too large, was not in a 
competitive position. The box, too, 
was unique in having two compressors. 
Home freezer engineers are speculat- 
ing whether or not this expensive setup 
will be continued, or whether the fu- 
ture unit will carry a single com- 
pressor with a bypass valve. 

The retirement of General Tire & 
Rubber Co. from the home freezer 
field represents a further curtailment 
of the approximately 200 manufactur- 
ers who commenced operations during 
the war. 

It is recalled that when Mr. Smith 
joined Deepfreeze, a complete rede- 
signing of the freezer unit followed. 
Industry guesses are that the same 
action will repeat itself with the 
Frostair units. 


| Audio Research Dealers 


Re-elect Pres. Birch 


Mrs. Roa Birch of Milwaukee, 
Wisc., has been re-elected president of 
the Visual Research Corp., at the semi- 
annual meeting recently held in Mil- 
waukee. The group is a national non- 
profit organization of audio-visual 
dealers. 
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Whether you carry them across the 
country or across the street, give 
them the safe, sure protection of 
Slingabouts—tailor-made protective 
packages for Crosley and. all 
leading makes of appliances. Heav- 
ily padded jacket of rugged canvas 
cushions appliance from shocks and 
jars. Thick layers of cotton padding 
with soft flannel lining safeguards 
mirror finishes from mars, dents and 
scratches. Sturdy hand sling lessens 
risk of injury to handlers, and en- 
ables packaged appliance to be 
maneuvered through narrow halls 
and doors without damage to 
customers’ property. Slingabouts can 
be slipped on and off quickly, elimi- 
nate messy 


unpacking, and cut 


delivery costs through repeated use. 


make 


State 


Check 
Appliance 


Refrigerators 
Radio 

Range 

Washer 

Other 

(please specify) 


e e © ACROSS YOUR COUNTER 


e ee INTO HER HOME 


V | T A L A T 0 R The magic machine that brings 


all the eagerly sought advantages of pulsating rotary massage — 
not in a beauty parlor but into her own home. Millions of women 
have seen the national advertising on VITALATOR. They'll come to 
you. Will you be prepared? Remember, the 1948 supply is limited. 
Retails at $15.00 


The A. C. GILBERT COMPANY, NEW HAVEN, CONN. 


Order your stock today! 
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ACER 


at your lec 


of hardware 
aad electrre stores. 


Every home needs these 


basic tools! 


4 Co. 
Manufecturing venue 
Speedway 1827. Sand Nols 


Toot 


Dealers— 
Order now for 
Christmas Sale 


“MASTER 
De Lure DRYER 


The dryer with a dual 
personality . . . used in 
a dozen ways! Precision- 
made to highest stand- 
ards! Delivers a stream 
of hot or cool air in 
seconds! 


®@ Lightweight aluminum 
construction! 

@ Handy toggle switches 
for warm, cold air! 

® Warms, cools, dries, 
defrosts, thaws, heats! — 

@ Used in the hand 
or on table. 


For Complete Infor- 
mation See Your Job- | 
ber or Write 


CABLE ADDRESS: CHICAGO 


MASTER fg. Co. 
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Manufacturers 


Jobbers 


Dealers 


@ Line Cord Sets 
@ Cube Tap Extension Cord Sets 
@ Vacuum Cleaner Cord Sets 


OUR SPECIALTY 
All Types of RESISTANCE CORDS for 
all purposes. 


» carry in stock for immediate delivery 
ny types of wire and cable in gauges 
to 2, in addition to various 
types of multi conductor cable for many 
uses. 


Our NEW cata is now avaliable 


COLUMBIA WIRE & agg CO. 


5736 ELSTON 
| CHICAGO 30, ILLINOIS 


Victory did not end the paper shortage. 
| Need for waste paper is as great as 
ever. 


Why? Because supplies must still be 
shipped in paper to our occupation 
forces and liberated countries. For the 
Pacific area these take double and 
triple wrapping to withstand long sea 
voyages and tropical climates. 


Meanwhile, demand for domestic 
packaging paper comes from scores of 
reconverted industries. Jobs and ship- 
ments of new goods depend on paper, 
the essential protection of almost every- 
thing made in our factories. 


| That's why you should designate one 
| place as your Salvage Corner. Collect 
all your waste paper there before you 
bundle and turn it in. If you're im 
doubt about how to get it packaged up, 


call your local newspaper or Salvage 
Committee. 
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MODEL 


Al R-FLO A-555 


AUTOMATIC SHUTTER 
WEATHER-SEALED 


FRONT VIEW--CLOSEO 


It Leads the Field 


In Features 


There is every reason why you should use 
AIR-FLO shutters on your jobs. New heavy 
reinforcement strip adds strength and long 
life to the louvers, assures quiet operation 
and perfect counterbalance, prevents rat- 
ling. Aluminum louvers open fully, per- 
mittin capacity fan operation. Deep 
shroud protects shutter from high winds. 
Tie-rod, brackets and bearings inside 
frame, not exposed to weather. Special 
finish resists corrosion. Many other fea- 
tures. Write for illustrated catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
DETROIT 16, MICHIGAN 


HOME NEEDS A 


HOME CLIP 


@ The Home Clip is a moder 
priced electric clipper for all the fam- 
= It - hair as good as barber 
Anyone can use the Home 
Gil wi good results. Pays for itself 
15 haircuts. Operates on 115-volt, 
Ac or DC current. Underwriters Lab- 
cratories approved. Guaranteed one 
year. Packed in attractive display box, 
the Home Clip is a ready sale—with 
good profit for you. 


If your jobber can't supply you, 
write to: 


BELLE CITY APPLIANCE CO. 
1745 Flett Avenue. 
Dept. EM-1, RACINE, WISCONSIN 


NAME . 
ADDRESS 
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Thermogray Means Quality Leadership 
in Electric Water Heaters 


Build Customer Satisfaction 
and Profit with Thermogray 


For 25 years the Thermogray Company, pioneers in the man- 
ufacture of Electric Water Heaters, has been developing the 
“know-how” that assures superior performance. Each Thermo- 
gray heater is built entirely in the home plant to assure 
quality control. For greater profits and increased customer 
satisfaction insist on Thermogray . . . the “pedigreed” name 
in electric water heaters. 


THERMOGRAY COMPANY 
JEFFERSON, IOWA 


WEST BEND 


STAINLESS STEEL MIXING BOWLS 


Here's the biggest attraction for the kitchen in 
years! There's nothing handier than these West 
Bend mixing bowls. They're stainless steel. and 
non-breakable. Made in two convenient sizes. De- 
signed to fit the electric mixer. Perfect for hand 
Stirring or beating, too. Heat ingredients or store 
food in refrigerator — ideal for every purpose. 
They clean like magic. 

Let us send you the name of your West Bend 
distributor TODAY. 


WEST BEND, 
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@ SEARCHLIGHT SECTION @ 


experienced man. 
tion. Must be a leader. 


vising of salesmen: 


SALES EXECUTIVE 
A Real Opportunity 


Please state date of birth, experience, 
earning record, positions held during last fifteen years, furnish- 
ing names of companies worked for. References must bear 
strictest scrutiny. Send recent photograph. Confidential. No 
inquiries will be made until after personal interview. Our 
organization knows of this advertisement. 


SW-6015, 


M 


This company, one of the largest in the industry, doing a 
national business, seeks the service of a high grade, capable, 
Salary and bonus commensurate with posi- 


Qualifications: Experienced in the hiring, training and super- 
planning and executing merchandising 
campaigns; the establishment of specialty appliance distrib- 
utors and dealers; experienced in heavy household appliance 
selling at all levels, distributors, jobbers, dealers and con- 
sumers, with proven record of operation and accomplishment 
on a large scale. Mechanical knowledge. 


record, education, 


EXECUTIVE 
SALES 
MANAGER 


An alert aggressive sales manager is de- 
sirous of a change. Associated with 
present concern for past 10 years. Hired, 
trained and supervised salesman. Plan- 
ned, executed sales-merchandising cam- 
paigns. Sold all levels Retail-Whole- 
sales Distributors, Chain and Department 
Stores. Expert knowledge modern merch- 
andising and sales promotion. Has 
handled Field Representatives for past 
20 years. Proved by large sales volume 
accomplishments. Back ground in Elec- 
trical Appliances and Housewares. 


SA-6617, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


ESTABLISHED MANUFACTURER'S 
LINES WANTED 


Cover New York and castern Pennsylvania, 
outside metropolitan New York and Phila- 
delphia. Plumbing & Heating, Hardware, 
Housewares, Appliances; Jobbers, Distribu- 
tors, Chains, Dept. Stores and volume Re- 
tail Accounts. 28 years experience—execu- 
tive, promotion and direct field contacts. 
Record stands rigid check. Travel 2 men, 
more as justified, also more territory. Sub- 
mit literature, prices & commission sched- 
ule. Write Box, etc 


R.A.-6906, Electr 
330 W. 42nd St 


al Merchandising 
, New York 18, N. Y. 


groove 


SALES PROMOTION MANAGER 


Somewhere 
of electrical appliances, major experi- 
ence in ELECTRIC RANGES—who can 


into 


appliance manufacturer offers creative 
promoter in thirties, staff position co 
ordinate advertising, training and pro 
motional programs for ranges. Train 
ing meeting, selling experience helpful. 
Some traveling. Give detailed experi- 


there is a merchandiser 


this opportunity. Major 


SALES MANAGER 


Well-known Midwestern manufacturer of 
aluminum cook-ware and pressure cookers 
will offer adequate salary-plus-incentive- 
deal to right man possessing these qualifi- 
cations: (1) successful record as sales 
manager, or assistant, in small appliance 
or cooking utensil business; (2) plenty of 
energy and enthusiasm; (3) willingness to 
travel quite extensively; (4) proven ability 
to hire, train and enthuse salesmen. Give 


EXPORT SALES OPPORTUNITY 
Well established export and impert organization, 
represented internationally, desires to represent 
exclusively manufacturer of radios and other 
appliances. 


Pay at New York 
“i Handle all export details 
Act as your export division 


IRAN AMERICAN TRADE CO. 
505 FIFTH AVE., NEW YORK 17, N. Y. 


Swiss patent for sale relating to a 
fully automatic electrical warming 
pan of latest design and tested and 
approved by the Swiss Federal Board 
for testing materials. Write Ernst 
Kuhni, Muristrasse 64, Bern (Switz- 
erland). 


ence and income. full details in first letter (conf.). Early 
320 No. Michigan A I 
S.W.-6876, Electrical Merchandising 
20 N. Michigan Ave., Chicago, Il. 
REPLIES ( Boz No.): Address to office nearcat you 
NEW YORK 330 Ly ,2nd St 18) AVAILABLE 
CHICAGO: 6&2 Michigan Ave 11 
SiN FRANCISCO: 68 Post Bt. (4) LINE OF CORD SETS 
& wiring devices to live salesman covering 
SELLING OPPORTUNITIES OFFERED either electrical, hardware or general mer- 
a chandise wholesalers. Give lines now carried, 
SALESMAN NEW York Distributor of na- background & territory covered 
tionally advertised e of alar clocks RW -6746, Electrical Merchandising 
wrist and pocket watches, cam s er 0 West 42nd St.. New York 18, N. Y. 
ing mar r 4 
partment lad stores Ve 
lin com ssior s. Write 
ext nd y des I 
Merchandising MR. 
E! I SIDI increase your sales by 
na the If so, inst 
slers Sale Department GALES STIMULETOR 
ariet = SUECIALIST and I'll show you how it is done 
ing NY¢ Ex 
Exclus ? i 20 years, I've built a National 
kir some of the biggest 
I yecla timulator program 
oe ; Now! I ar ny part f the 
R ATIVES A, I } Stat ma 100 people to 
fi let tale if over. Let me show you what I’ce done 
hat l n do for you 
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ROBERT ISAACSON 
432 Surf St. Chicago 14, Illinois 


WATER HEATER 
ELEMENT BARGAIN 


New immersion type, standard make 
water heater elements, constructed for 
both 2 bolt and 4 bolt connection. 230 
volt. 500, 600, 750 and 1250 watt ele- 
ments ready for immediate shipment in 
original packing. 


$2.00 each in lots of 50 
1.75 each for 50 to 99 
1.60 each for 100 or more 
Prices F. O. B. Shipping Point. 


FS-6601, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


SALES EXECUTIVE 


W'shes contact with mfg.-utility-dealer. 
Interested in progressive sales program. 
Experenced in utility dealer programs, 
sales promotions, etc. Employed at pres- 
ent. Married. Age 40. 
SA- 6682 Electrical Merchandising 
Nort } M chigan Ave., Chicago 11, III. 


MUST REDUCE INVENTORY 


Gas ranges, electric ranges, electric refrigera- 
tors, kerosene refrigerators, reach-in refrigera- 
tors, freezers, water coolers, kerosene stoves, 
radios, metal beds, fans, motors, small appli- 
ances. Will sacrifice for immediate disposal. 


FS-6892, Electr 
330 West 42nd St., 


cal Mer 
New York 18, N. ¥ 


NEW MANUFACTURERS’S 
REPRESENTATIVE AVAILABLE 
ng cultivated re ting wholesale 
buter Be«t ferences pl confidential 
RA-6663, Electrical Merchandising 
520 North Michigan Avenue, Chicago 11, I 


Don't forget the 


BOX NUMBER 


wi ans class “1 advertise- 
ts in tl zine de reget to put 
th box numt our envelope. It is our 
only means « lentifying the advertise- 
ment you are answering. 
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| THE @ APPLIANCES @ SPECIALTIES @ ACCESSORIES | 
@ EQUIPMENT @ TOOLS @ INSTRUCTION | 
ME RC HAN DI SI N G @ PARTS @ MATERIALS @ REPAIRS | 


FOR MORE SALES — FOR MORE PROFITS 


S U P P a E M E N T UNDISPLAYED RATE: DISPLAYED RATE: | 


$1 50 a line an insertion. Minimum $6.00. $15.70 per inch per insertion. Contract 

38  - Cet M ine small black face type.) Frac- rate on request (An advertising 

/ e ial line co unts as line. 10% Discount inch is measured vertically %” on 
30 ro ucts bd ervices if full advance payment is made for 4 one column. There are 4 columns- 
6 consecutive padres 48 inches to a page.) 
21 
12 
42 


Fer ony ond mutes WASHING MACHINES, O/L BURNERS, 


| 

12 j @ need is greater t an yesteryear. | 
|) | WASHING MACHINE PARTS | FRANTZ HAND POWER WRINGER | 

| 


1 Most complete stock in N. W. For use in homes, bathing beaches, auto 
32 Prompt Service MOTOR DRIVEN MACHINES laundries, factories, trailer camps, etc. 3 to! 
or easy operation under load. aluminum 
| Minnesota Appliance Parts Co. Eliminate chatter, re- frame with white Duco finish; swivel clamps i 
92 | 191 W. 7t+ St. St. Paul 2, Minn. duce noise. Lovejoy for attaching to any size or shape tubs; 2” | x 
Flexible Couplings white rubber rolls, with adjustable roll pres- | 
15 \ sure; automatic drain board. Lightweight; 
37 appearance; two year guarantee on 
ly. Write f 
THE FRANTZ MANUFACTURING CO. 
96 WASHING MACHINE PARTS 
LOVEJOY FLEXIBLE COUPLING CO 
90 Deveriptice folder ecaitabte CLEVELAND 5, OHIO 


5028 W. LAKE ST. CHICAGO 44, ILL. 


A Good 
7 OO WRITE FOR THIS 


3 CATALOG TODAY The NEW 
3 “YEATS APPLIANCE DOLLY” 
21 | ZENITH AUTOMATIC Aluminum f ill STEP GLIDES” 
uminum frame, caterpillar type “ ” for 
04 TAB TIMER CONTROLS climbing steps, straight slide on back for easy loading 
40 eee Remote Control Switches in delivery truck, curved cross members for round 
78 Automatic Time Switches weter henters off 
Automatic Reset Timers ai ppliances casier an 
85 Magnetic Contactors quicker because it is the ONLY APPLIANCE DOLLY 
00 Interval Timers WITH PATENTED RATCHET DEVICE TO TIGHTEN 
01 Process Timers THE HOLDING STRAP. Write for full information. 
17 Program Clocks 
08 Special Equipment YEATS APPLIANCE DOLLY SALES co. 
63 This Wh Buy S for Special Jobs. : 2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 
8 iS Where to Buy ZENITH ELECTRIC CO. 
150 W. Walton St. Chicago 10, Ill. _ 
36 \ tion supplements other THE T RUCK THAT 
76 RE Our 132-page RE 
d isi i hi Fas E FR EE a A N . H 
+ a vertising in this issue Save money by ordering all your supplies 
m on P 
57 
Quality, Service, Low Prices 
sas with these additional an- MIDWEST APPLIANCE PARTS CO. : 
2720-22 W. Division St. Chicago 22, Ill. 
95 nouncements of products 
= One of the FRANTZ PARTS JOBBERS a 
and services of special WRINGER ROLLS AND Y Practically Sells Itself 
97 WASHER PARTS FOR ALL y 
03 : : MAKES yY Allows More Profit per Sale 
99 interest in the sale and GENERAL WASHING MACHINE SERVICE ; 
58 758 South Ave. Rochester 7, N. Y. Y Installs Easily & Permanent- 
” servicing of electrical 7 CE TRUCKS bol 
1 a : EASLOAD APPLIAN UCKS balance 
3 8 , Heavy Duty WRINGER HEADS writers Laboratory. the entire weight of the load on big 
85 Pp lances an other mer- APEX asc BLACKSTONE MENT an ing 
GENERAL ELECTRIC MINES EQUIPMENT: COMPANY 
ircul —{ MINES 60% haulin . Double ratchet st 
67 chandising opportunities. APPLIANCE PARTS €0. 4212 ciarton ave. Louis 10, no. 
72 117 South Ave. Youngstown 3, Ohio for sturdiness and sliding load over 
17 M k h bi f h k steps. Rubber guards. 
00 ake a habit of checkin WRITE TODAY FOR FOLDER 
7 PERMANENT REPAIRS| | WASHER PARTS 
Made ALL PARTS FOR ALL MAKES 
60 hi _ Quickly, y 
03 this page, each issue. and Send for Monthly Specials 
‘ a Write for Catalog WASHER SALES & SERVICE CO. EQUIPMENT & SUPPLY CO. 
MEND- IT SLEEVE 15 FEDERAL ST. PITTSBURGH, PENNA. 1317 Willow St., Los Angeles 13, Cal. 
«see se 5606 Taft Ave., Oakland 
° YOUR LIFTING PROBLEMS 
WASHING MACHINE PARTS Lovell Wringer Rolls SOLVED WITH 
Classified Advertising Division Sonange Saveiee Made Up Rolls - Blank Rolls E ZEE- LIFT 
02 ELECTRICAL Draw String C standard heavy t retrigerater. “The secret of E-Z 
0? KLINKER BROS. a ing overs LIFT is in the proper 
02 ERCHANDISING Washer and Ironer Parts 
Aprobell - Apex - Conlon - Easy - $17. 
Vacuum Bags, all types Horton - Speed Queen - 1900 - Thor-E on the job. Check 
Mangle pads and covers, all types and sizes, 
separate and combination; Ironing board OHIO WASHER COMPANY 
— 1223 Superior Ave., Cleveland 14, Ohio NEAL PRODUCTS 
Cleveland, Ohio 
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The Cover... 


Plans for better living should 
include serious thought to bet- 
ter seeing in the home—espe- 
cially where there are school 
age children. The C.L.M. end 
table lamp shown in our cover 
gives adequate glareless light 
for seeing, studying and is a 
good example of the progress 
heing made in the promotion of 
Better Light—Better Sight. The 
50-100-150 watt bulb gives 20 
foot-candles of light on the read- 
ing plane, and the special Cer- 
tied reflector diffuses light 
upward as well as downward. 


Kodachrome by Dave Rosenfeld 


HAVE YOU HEARD 


WASHER BUILDER 


\ recent story in the Tampa Sunday 
Tribune tells of how a washing ma- 
chine built a house. Over a year ago, 
Mr. and Mrs. Harry Williams of 
Tampa, Fla., bought a little home but 
didn’t have any room for the new 
washer. The couple decided to build 
a shed for the machine, which con- 
struction eventually grew into a siz- 


able building because they kep t ad \ding 


storage facilities for many other things 
beside the washer. When the job was 
completed, the couple took a good 


look and suddenly realized that the 
storage shed was better than the place 
they were living in And so they 
moved . moved into the house the 


washer built 


VIDEO RECORD? 


Philadelphia's televisior outlet 
WPTZ recently received a letter from 
a resident of Thompson, Ohio, who 
claims he saw the station’s picture on 
his screen 383 miles away from point 
of origin. He described the program 
in his letter, and had his house guest 


sign as witness. Is this a record for 


television reception? 


DESIGN INFLUENCE 


The high birth rate is said to be 
causing a switch to simplicity in indus- 
trial design. according to a _ recent 
article by John L. Springer of the 
Associated Springer claims 
consumers are favoring simple prod 
ucts least likely to involve children in 
accidents. He also reports a trend 
toward family unity in appliances with 
all products in a line featuring the 


OPERATION PUSH BUTTON 


\ new locker plant being erected 
in Macon, Ga., has the novel feature 
ot pushing a button and having the 
locker swing to the door Thus, a 
customer need not enter the cold 
room. Owner Hal Justice puts the 
cost of the ant at SSOLOO) 
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TELEVISION PESTS 


Although television set production 
and buying rolls along at an unprece- 
dented pace, the goal of a video unit 
in every home is still a long way off. 
Accordingly, present set owners will 
have to put up with visiting television 
pests for some time yet. The following 
types of “pains in the neck” were re- 
cently listed by Hal Boyle of the Asso- 
ciated Press: 


(1) The “Dial Gypsy”—the pest who 


always wants something other than 
what's on screen, 
(2) The “Furniture Mover”—the chap 


who always moves the furniture all 

around so everyone can see better (he 

says), but who never puts it back. 

(3) The “Critic’—the person who 
istantly advises the set owner on 

how to improve the picture by more 

light, shadow, better focus etc 

(4) The “Gate Crasher’—the fellow 


who barges in with dressed-up guests 
just as you are about to go to bed. 
(5) The “Incurable Ham”’—the “art- 


always competes with the 
talent on the screen as funny boy. 
(6) The “Switch-Hitter”"—the expert 
who tries to see two games at once, 
usually missing the best parts of both. 
7) The “Standee’—the guy who 
won't sit down. He usually crosses 
screen at the climax of the drama 
you're watching 

(8) The “Chair Arm-Dweller” —the 
heavy boy who always perches on the 
edge of the weakest chair and is a sure 
bet to break same 

(9) The “Engineer”—the mechanical 
Joe who tries to rcbuild the set in the 
middle of a program. This type, al- 
though the toughe:t to deal with, 
rarely electrocutes mumself. He just 
wrecks the set 


ist” who 


POPULARITY PAYOFF 


\ new 1949 Emerson radio-phono- 
graph console was recently presented 
to Bobby Doerr, second baseman and 

iptain of the as the 
winning a_ baseball 
sponsored by the 


soston Red Sox, 

reward for his 

popularity contest 
inufacturer 
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Solving the Plumber Problem... By Howard J. Emerson 37 
In Los Angeles, dealers, distributors and utility are cooperating. 


WERTH, 
15 COYLE, 
MAULTSBY, Atlonta, 3 


The Distributor and the Home Freezer... By A.B. Windham 40 
George H. Lehleitner of New Orleans makes consumers freezer 
conscious. 

“Working” Appliances Pay His Overhead .................. 42 
Pete Dhont, Canandaigua, N. Y., set up his own laundry service. 
Sidelines Help Support Major Appliance Selling............ 44 
_— made a big store possible for C. W. Fyock, Klamath Falls, 

re. 

Demonstration of washers is a fine art, says Longwater’s, Savannah, 

He’s Beating Bottled Gas... .......... By Robert W. Armstrong 48 


Roy Nelson is making New Hampshire residents electric-conscious. 


. A Utility Breaks the Ice 
By William J. Hoffmann, Jr. 50 
Aggressive merchandising by the Rochester, N. Y., utility pays off. 


One Kitchen Sells Another 


Freezer Sales . . 


C. G. Staubitz of New Orleans has a package end a sales method. 
52 
Manufacturers’ literature should be used, says Gilbert Seay of 
Roanoke. 


Free Trial—Formula for Dryer Selling.....By Tom F. Blackburn 54 
Where to get the prospects and why the method is effective. 


You Can‘t Have Too Many Cooks in Range Selling... 57 
This Charleston, S. C., firm indoctrinates salesmen in cookery. 
From Service Crew to Sales Force. 58 

Repairmen sell for A. A. Appliance Co., Miami, Fla. 
His Home Is His Show 
M. L. Mann, Lawrenceville, Ill, uses his basement for pra 
Ideas... ! 64 
Electrical Appliance News—New Products 133 
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MID-MONTH 


THE EAST 
By Robert W. Armstrong 


EFORE Regulation W went into 
effect on September 20 and in the 
hweeks since, this column has assured 
mll and sundry that it wouldn’t—and 
hasn't —hurt the specialty appliance 
dealer. 

But other journalists weren't so 
anguine and it got to the point where 
] was afraid to pick up a paper. Day 
aiter day headlines like “W Slows 
Sales in Philadelphia” chipped away 
at my nervous insulation until I was as 
jittery as an early model automatic 
vasher. So I dug some more. 

Continuing investigations have re- 
vealed three things: (1) the regulation 
has slowed down sales of those firms 
iwhich depended on low down pay- 
ments and long terms; (2) there has 
been a general slow-down in appliance 
sales; (3) but the independent appli- 
ance dealers who have always found 
the bulk of their business in cash and 
30-day charge account sales, the deal- 
ers who make up the majority of EM’s 
subscribers, report that W has had 
little or no effect on their sales volume 


A Hardship to Whom? 


The regulation has been a hardship 
) merchants who compete through 
price and terms; it’s had the effect of 
forcing them to revise their advertis- 


ing. Now they've got to talk about the 
virtues of their merchandise—which 
nay be a good thing. Some of them, 
of course, can't get out of the rut and 
can see advertisements offering 
“05 weeks to pay,” or “only $20 down” 
na $100 item. 
| Many retailers have reported a slump 
Pn business, but virtually none of them 
Fttribute it to credit restrictions. 
Reasons for the slump vary. One 
mecaler blames it on the elections; an- 
ther thought the World Series had 
Pomething to do with it; a third said 
he industry was re-experiencing its 
Mormal seasonal changes; two or three 
Bttributed it to the recent wave of price 
Bncreases ; others just didn’t know. 


Individual Comments 


| One Washington dealer says, “Reg- 
Plation W hasn't had effect at all on 
Ms, although it has hurt the dollar- 
Hown-dollar-a-weck and the take-it- 
and try-it-for-three-weeks boys. 
yeusiness seems to have dropped off 
peu 10 percent from last month, bu* 

(Continued on next page) 
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Reports of Business from 
ELECTRICAL MERCHANDISING’s Regional Editors 


THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 


HE Federal Trade Commission, 

which went over the appliance 
business with a curry comb a few 
years ago, found that the average firm 
retailing appliances spent 2.53 percent 
of its take on advertising. But it has 
been no secret during the past three 
years that this dough has been swept 
into the profit kitty and not spent, in 
most cases. 

It may come as a shock to some to 
learn that the rest period is over and 
the big fellows are again advertising 
hammer and tongs. The Chicago 
Tribune, which straddles the Middle 
West like the Colossus of Rhodes, 
makes this interesting revelation on 
how the amount of retail space on 
housewares and appliances (principally 
appliances) has jumped. In Septem- 
ber, 1947, some 70,607 lines were run; 
for September, 1948, there were 
141,273 lines of space, a gain of 70,666 
—almost double. Retailers have awak- 
ened with a jerk to the fact that again 
they must go through all the motions 
in order to make sales. 

Still, there is no break in the market. 
Recently a dealer called a small manu- 
facturer and wanted to purchase two 
carloads of washers. He wanted them 
fer an anniversary sale. The catch 
was the fact that he wanted the manu- 
facturer to throw in table ironers with 
the deal so that he could sell the two 
for the price of one. That manufac- 
turer’s indignant “no” is still ringing 
in his ears. 


Minor Price Upheaval 


While a department store may be a 
show window for a manufacturer, it 
also possesses ability to foul up a 
market, one firm found last month. It 
all came about by selling a department 
store a discontinued model for a special 
sale. The maker discovered that peo- 
ple who run a department store’s appli- 
ance division don’t write the ads, and 
a picture of the latest model appeared 
with the cut price. This touched off 
an epidemic of price cutting by dealers 
within reach of the “show window,” 
and the last hasn’t been heard of it yet. 

Little things are arising to bedevil 
(Continued on next page) 


VEN the optimists were surprised 

at the way business picked up in 
the South during the past 30 days. 
Naturally, an increase was expected 
following a slight summer slump, but 
most dealers figured the fancy figures 
of last spring were something out of 
the world and wouldn’t happen again. 
However during October, Dallas esti- 
mated an increase of 18 percent in 
appliance sales over the 1947 mark. 
Birmingham predicted “the best Octo- 
ber on record”; Atlanta, Charlotte and 
Jacksonville were ahead of last year, 
and Louisville reported appliance sales 
almost as good as in April and May 
Paradoxically, several dealers de- 
clared that credit regulations had hurt 
them to some extent but these appeared 
to be in smaller areas and among 
dealers who had heavily accented credit 
terms. 

Television was the big noise. At- 
lanta got away to a flying start during 
the latter part of September and Sta- 
tion WSB-TV staged an auspicious 

(Continued on page 20) 
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THE FAR WEST 
by Clotilde Grunsky Taylor 


EVERAL ghosts of power short- 

ages still haunt the Pacific Coast 
area. From the Pacific Northwest 
comes the report that even with normal 
rainfall this winter, it may be neces- 
sary to ration the use of electricity. 
A dry winter would be disastrous. 
Though several new sources of power 
have been brought in to serve Cali- 
fornia, fear of a second drought such 
as was experienced last year has led 
to the retention of daylight saving 
through winter months. Southern 
Nevada says the shortage of power 
there will not be eased until 1951. 
Arizona, on the other hand, reports 
that Phoenix is off the shortage list 
hecause of new generating equipment. 


Tele Tower Gets Publicity 


Erection of the first television tower 
on top of the Mark Hopkins Hotel in 
San Francisco recently brought head- 
lines in local papers. Two other sta- 
tions, in Sutro Forest and on San 
Bruno Mt., are now in various stages 
of preparation, and will be functioning 
within the next few months. The in- 
dustry is now trying to decide whether 
to bring in the first station before 
Christmas, or to wait for the new year. 
Televising of the East-West football 

(Continued on page 20) 
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ird party. A third dealer offers up to 
a third of the retail price of the new 
box for a trade and has accepted about 
15 boxes this year on that basis. He 


THE EAST 


\ Ie 
also takes washers. “In another sea- 
son,” he declares, “we'll really be into 
trade-ins.” 
W hasn't caused it.” An A anges Even those dealers who are not now 
Va., merchant agrees, thit the ju accepting refrigerator trades rather 
in buy in his area is a resu't of th : 


uefully admit that they may have to 
before too long. The catalyst to any 
action, of course, is the 


caution that seems to overwhelm gov 


employees during election 


supply situa- 
tion on new boxes in any given area 
says he may 

itly” by W. But 
seems to slow big 


ules of $1500 or more. The local de- 


vse dealers who still have more 
customers than they can supply are not 
worrying about trades. Others, who 


ive to work to sell, are accepting 


partment stores, he says, are feeling the trade 

Yort (ne dealer says he isn’t taking many 
Popa wk area sources say, “No trades because “We find that a lot of 

‘ at 1.” ( n 1s t ws 7 

effect at al me add at “most ot old machines are in very bad shape 

our paper is short tert 0 to 60 davs.” 
' Ap rt term 30 to 60 day Nine out of ten of the boxes offered in 

cut a aler offers trade are no good. However, when the 

: id now of any one sale that has box is operative we take it.” 

been hurt by W.” In mid-Massachu- \ merchant who takes washers but 

settee of lefinite hucinese lull = 

t = t retrigerators says that he expects 

says a dealer who figures on a $l.- 


to have to accept the latter come 
OUU,000 gross this year, but 


ne pooh- spring. “Right now,” he says, “the 

poohs W as the cause. A Boston dis- lines we carry are still scarce. We 

tributor also finds business a little aren't getting enough to supply our 
slower, but can't find any reason customers.” i 

a Most trade-in-opposed of the dealers 

a Long Island merchant, says, “Ab- 

A spot check of various dealers re solutely no refrigerator trades until the 

veals there is some tendency to manufacturers give us a better discount 

an increase in retrigerator trade-ins on the new ones. We just can't afford 


One dealer has been taking trades since it on present mark-ups. Yesterday we 


May, and has collects about 250 oi had two customers who bought $400 
the old boxes for whic c ivs trom boxes and both wanted trades. For one 
$15 to $25. Another has been accepting of the customers we arranged to pick 
them all year, gives customers a t up the old box and junk it without 
$10 for them and turns them over t charge. The second customer will junk 


OUTPUT of the electric knife sharpener manufactured by Cory Corp., Chicago, Iil., 
recently surpassed the 150,000 mark as J. W. Alsdorf, president, marked the occasion 
by taking the record unit off the assembly line. Company claims product is only 
electric motor driven knife sharpener developed for home use, and reports initial 
general acceptance by trade and consumers. 


his own. We have had a lot of sales 
walk out because we won't take trades, 
but we don't have storage space for c'd 
ones and we can't afford to take them.” 


Sales Slide Off 


Although most informants report 
that sales have slowed down, none of 
them take it very seriously. Refrigera 
tors have been affected to some extent, 
but this is the normally slow season 
for them. One dealer who estimates his 
sales have slipped from a high of $3000 
or $4000 a week to $1500 or $2000 
still plans to go hunting this fall. 
“Hell,” he says, “it’s only temporary.” 

Down in the Washington area 
“everything is very slow,” says a loca! 
“You've got to have outside 
salesmen. People just don’t walk into 
store any more. Refrigerators 
have been off for 60 days and this 
month (October) has been the worst.” 
He sees some good in the slump, how- 
ever, because he predicts that the slow- 
down will drive out the merchants who 
still have 


dealer, 


ur 


sideline 
‘Appliances are going to go back to 
” is his forecast. He also 
says that dealers are failing at a faster 
rate than heretofore and cites as evi- 


appliances as a 


the dealers, 


lence an appliance chain that recently 
losed three of its stores and may close 
one or two more. Another Washington 
finds refrigerator sales still 
good, but says conventional washers 
“haven't sold for a long while.” He 


finds automatic washers in good shape, 


dealer 


but his fellow dealer thinks they've 
slumped. He reports, incidentally, that 
television buyers are getting choosy 
and won't take a 10” or 12” table model 
unless it includes FM. 


Massachusetts Spotty 


The Massachusetts sales picture is 
spotty. Refrigerators are a little slow 
in Boston, but booming in mid-state 
\utomatic washers have also slowed 
down in Beantown, but in Springfield 
a dealer reports that one salesman 
alone sold seven in less than two 
Conventional washer 
everywhere depend upon the brand. If 
you are lucky enough to have a coveted 
franchise they sell as fast as they come 
in. Some other makes, including big 
names, don’t move so well. Boston is, 
of course, the leading market in this 
area for television and it is reportedly 
recovering from a summer dip. Dish- 
washers, sinks and disposers seem to be 
moving well throughout the state. On 
the books for spring is a Boston freezer 
campaign which will be run coopera- 
tively by distributors, manufacturers, 
the utility, frozen food stores and pack- 


weeks. sales 


ers. The first phase of the promotion, 
sales training, will get under way in 
February and the campaign itself will 
hit the public in April with about 
$90,000 worth of advertising. 
Connecticut reports a slight decrease 
in refrigerator sales. “Deliveries are 


slow and the demand just isn’t there | 
anyway,” says one big dealer. “Those 
boxes that are in demand are the big 
$400 ones that have frozen food space” 
In Hartford automatic washers are 
“terrific—a landslide in the last & 
days—more than the eight months 
previous.” 
ing, through a 


chain letter reactior 


of one customer telling another. “By | 


September 1 this year I sold mor 
freezers than in all of 1947,” says ; 
dealer. 

Ranges are also good in the area 
one dealer reports orders for 108 unit 
in the $369-400 bracket. Sinks, dis! 
washers and 
pretty well. Radio is improving. 

“Refrigerator sales are slowing dow 
a little on account of the season,” say: 
a Philadelphia dealer, “but we are sel! 
ing practically all we get. The suppl 
is a bit less than it was a year ago. 

This same merchant reports auto- 
matic washers sales are only fair and 
highly competitive market 
Radio, he says, is “dead”, but televi- 
sion is “exciting.” 

In New York there is conflict. One 
dealer sells refrigerators easily. An- 
other has to push hard. One dealer 
blames poor sales on dealer by-passing 
by manufacturers who are selling di- 
rect to home builders. His actual 
volume is off 25 percent from last year 

Automatic washers are either “fine” 
or “fairly good”, depending on the 
dealer. Conventional washers are defi- 
nitely slower. 


cites a 


Here, Spot! 


Freezers are also improy. 


disposers are sellir 


» 


INSIDE 
chairs | 
Charles 


One dealer who is selling about six 
dryers a month, can't get enoug! 
ranges, is oversold 200 or 300 auto- 
matic washers, and is selling freezers 
at a clip faster than he can supply, 
plans a contest promotion. Just a sim- 
ple thing; he’s got a Dalmatian dog 
and is inviting the public to guess the 
number of spots on the canine hide 
Winners get washers, ironers, ranges 
and other appliances. He'll probably 
have the whole town running around 
on its hands and knees and barking 
betore he gets through. But I'll bet he 
keeps his volume high. 


THE MIDWEST 
(Continued) 


the industry. An advertisement offer- 
ing a late model $59.95 radio at $39.95 
brought a manufacturer’s man_ half 
across the state on the run. The stor: 
keeper pointed to a microscopic line of 
type under the item which carried 4 
new word, “preowned.” 

They are starting to nail things ' 

(Continued on page 20) 
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INSIDE the Charles S. Martin Distributing Co. lucky Atlantans sat in comfortable 
chairs to view the city’s first television broadcast over WSB-TV and had expert 
Charles Martin himself to demonstrate the sets. 


PROSPECTIVE department store customers thronged the plush display rooms of 
Davison-Paxon to become first-nighter standees. Three weeks after the first broadcast 
they were still coming back to watch. 


OUTSIDE the distributor showrooms a large sidewalk audience stood on tiptoe and 
craned its collective neck to get a glimpse of a large-screen set in the doorway. 
The size of the crowd showed considerable opening night interest. 


HOME-OWNERS who had bought out dealer stocks before WSB went on the air 
brought. in friends and neighbors for the station’s gala premiere. Sales, say dealers, 
are continuing at a high level. 


Television Reaches a New Market 


WSB-TV Goes on the Air in Atlanta. 


Multi- 


million dollar market seen as opening fanfare 


captures public interest; 2,500 sets now in use 


YT OT since the introduction of the 
4‘ crystal radio set had electronics 
so captured the mass imagination of 
the South. 

With the Atlanta Journal's gala 
premiere broadcast on September 29 


| rom its new station, WSB-TV, tele- 
| vision became a reality. Government 


and business bigwigs, including Gov- 
ernor M. E, Thompson, crowded the 
Station and appeared on the initial 
program. Littlewigs, the ultimate con- 
Sumers and the curious, thronged 
dealer and distributor display rooms, 
Crowded around home sets, peered 
Over one another’s shoulders to glimpse 
Operating sets in store windows. 

The pioneering Journal, which had 
opened its first radio broadcasting sta- 
tion in March, 1922, thus joining the 
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Detroit News, Kansas City Star and 
the Pittsburgh Post as the first sta- 
tion-owning newspapers, had another 
first to its credit: the first newspaper- 
owned television station in the South. 
To win the distinction of being the 
first to bring TV to Peachtree St., 
the Journal had invested over $500,000. 
Operating on channel eight, the sta- 
tion currently broadcasts daily from 
4 to 7 and 8 to 10 p.m. 


Empty Stock Rooms 


Even before transmitters for the 
new station went into operation deal- 
ers and distributors emptied their 
stock rooms. As of mid-October per- 
haps 2,500 sets were already in opera- 
tion and new sets were selling as fast 
as they came from manufacturers. 


15, 1948 


Merchants, however, were prepared 
for the opening night deluge: 

The Charles S. Martin Distributing 
Co. had several receivers operating in 
its display rooms, handled the over- 
flow crowds of the curious with a 
large-screen set. 

Walco Sporting Goods Co., which 
sold over 50 sets prior to the first 
broadcast, arranged its spacious dis- 
play room for a public demonstration 
and kept its sidewalk audience happy 
with sets in the show windows. This 
dealer has already converted his rec- 
ord-listening booths to television 
rooms, reports their privacy and se- 
clusion has helped salesmen and in- 
creased sales. Today the company is 
averaging more than 15 sets a week, 
finds the 10 and 12 inch screens most 
popular. 

Davison-Paxon, local department 
store, got sidewalk capacity audiences 
on opening night with big window 
displays. To keep sales rolling the 
store has published an attractive book- 
let explaining television and calling 
attention to the four lines it carries. 
Ed Lindgren, manager of the com- 


pany’s radio department, says, with 
typical department store reserve, that 
sales have been good, points to the 
crowds which throng the display room 
during afternoon broadcasts. 

Service firms are geared up to han- 
dle installation and maintenance. Ex- 
amples are Southern Television & 
Radio and the RCA Service Center. 

Even educational institutions are 
paddling vigorously down the televi- 
sion stream. Georgia Tech, for ex- 
ample, is offering a practical course 
in television for servicemen. 

Like other television centers, At- 
lanta sees a good market in taverns, 
expecially within a 50-mile radius. As 
of this writing Atlanta expected an- 
other station, WAGA-TV, to go on 
the air on channel five about Novem- 
ber 1, would eventually have a third, 
WCON-TV, on channel two. With 
some justification, southern dealers 
and distributors were looking forward 
to a multi-million dollar television 
market, were confident that it would 
expand with openings of new stations 
and the additional influence of national 
hookups. 
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SOMETHING TO HEAR: Playbacks of people’s voices and radio programs held SOMETHING TO SEE: Nothing drew the crowd like the transparent washer 
the audience at the Leo J. Meyberg Co. showing of Brush and Webster recorders. One comment: ‘At last | know how those things work. They‘re really good 


San Diego Goes to its 11th Annual Electrical Sh 
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SOMETHING TO SMELL: From yards away, San Diegans followed their noses SOMETHING TO EAT: Most effective freezer presentations were those that 


ego co 
to the Cory booth where grinders filled the air with the odor of fresh coffee. showed foods in transparent wrappers. Commercial cartons drew scant attention. 


hree mot 
The Sz 
Rhe Bure 


lealers a 


000 m 


week’s a 


SOMETHING NOVEL: A new angle brings the curious. Station KFMB-TV’s tele- SOMETHING TO TOUCH: Elaborate displays of table and portable radios lost P§ng of + 
casts in the booths of 20 television distributors proved a crowd-stopper. out to this simple shelf arrangement where people could play with models. [ommiss: 
ban to ; 
SOMETHING LIVE: Few failed to stop by the girl in bed listening to the radio SOMETHING WORKING: Demonstrations, as usual, attracted most of the 140,- }EYEent. 

through a “radio pillow.’ Once stopped, prospects received a demonstration. 000 visitors. Here the crowd watches the shirts go through an Ironrite licity st 
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OVE that show! 

San Diegans again proved that 
vey do love their annual electrical 
how when more than 140,000 men, 
men and children—over one-third 
i the county’s population—made their 
ay to the Federal Building in San 
jiego’s Balboa Park to attend the 
Ith annual Electrical and Home Ap- 
liance Show sponsored by the Bureau 
bf Radio & Electrical Appliances of 
Ban Diego County, during the six days 
rom Sept. 14 through 19. 

There was little doubt but that the 
kan Diego populace was appliance- 
uying minded. Several thousands of 
ollars in direct sales were rung up 
y the dealers who manned their dis- 
ributors’ booths. In addition, every 
participating dealer developed hot 
leads that would keep him and his sales 
taff busy for weeks. Investigation 
howed that the show was underway 
mly one day when dealers in every 
fection of the county reported sales 
made to people who had become inter- 
sted in the appliances during their 
visit to the show. An unofficial esti- 
mate on the probable volume of addi- 
ional appliance business created be- 
ause of the show figured a million dol- 
ars worth of extra volume for the San 
Niego county dealers during the next 
hree months. 

The San Diego Electrical & Home 
s\ppliance Show owes its success to 
the Bureau’s years of experience in 
#etting manufacturers, distributors, 
lealers and allied electrical groups to 
ooperate in the coordinated effort, the 
lanning, promotion and showmanship 
essential for a successful show—and 
it was a success in spite of a variety 
f handicaps that would have killed 
ny less-established community event. 
ptill plaguing the San Diego electrical 
ndustry was the lack of adequate 
milding space for displays, parking 
pace to accommodate even half the 
utos, and a centralized location that 
ras easily accessible. 


se that 
ention. 


More People, Less Build-up 


Although the 1948 show brought in 
000 more people than the previous 
ear, it was promoted with only one 
week’s advertising and publicity. Only 
me week before the scheduled open- 


os lost [ing of the electrical show the health 
nodels. ommissioner removed a polio epidemic 

an to assure the presentation of the 
» 140,- vent. As a result, only one pub- 
‘onrite lcity story and advertisement were 


btained in the important county 
eekly newspapers. However, the 
sureau put every possible effort into 
hat one week—36 full billboards 
opped up all over the county, supple- 
lented by 200 cards in street cars and 
uses, 100 directional posters, daily 
lewspaper publicity and advertising, 
nd spot announcements over the local 
adio stations. On the day before 
he show's opening, two newspapers 
arried 16-page special sections, and 
m the next day, a third paper carried 
SIX-page section. The front page of 
hese sections showed a display pro- 


Interest proves event is well established 
as a local institution. Resulting sales 
expected to reach $1,000,000 volume 


moting the show which was provided 
by the Bureau. The other 15 pages 
consisted of advertising by manufac- 
turers, local distributors and dealers, 
plus a wide variety of publicity stories 
about the products that would be dis- 
played at the show. 

Promotion continued throughout the 
six days. Station KUSN broadcast a 
30-minute program from the floor of 
the show each day. Station KFMB 
broadcast four audience participation 
shows during the week. Radio spots 
from each station continued through- 
out the week. 


Part of the People 


But, to the experienced observer, it 
was not the promotion and advertising 
alone that made the show a success. 
Rather, it was the unique position that 
the annual electrical show has come to 
have in the life of the people of San 
Diego County. It is obvious that the 
average San Diegan is a creature of 
habit—he attends church regularly, 
supports the Red Cross and the Com- 
munity Chest, frowns on the sailors 
and their girls, and takes his family 
to the electrical show every year. “I 
sure thought I was going to miss the 
show this year,” was a remark over- 
heard from a woman arriving late on 
the closing night. 

“Remember, honey, if I carry the 
baby, you collect all the pamphlets so 
we can read them at home later,” 
came from the husband of a family as 
they entered the building. 


No Charge For Admission 


Contributing to this success are two 
strong factors in the production of the 
San Diego Electrical and Home Appli- 
ance Show each year: it is produced by 
the people who participate, not for 
them by professional organizers and 
there is no admission charge to the 
public. The first factor enables the 
dealers, distributors, manufacturers 
and the utility that participate to take 
a personal interest and responsibility 
in the success of every detail, and to 
present the show to the public as some- 
thing “we” are doing. The second 
factor, lack of admission charge, con- 
tributes greatly to the reception that 
the public gives to the work of the 
local electrical people who produce the 
show. Not only does it increase at- 
tendance, but it also puts people at 
ease and greatly increases their inter- 
est in and their buying of appliances. 
They don’t go around trying to get 
their money’s worth. They don’t re- 
sent the approach of a salesman. They 
are less critical in their judgment of 
the facilities, the crowds, and the 
entertainment. 


Top Drawing Card 


As in so many electrical shows to- 
day, television was the biggest draw- 
ing card at San Diego. When there 
was no local television, certain high 
locations in San Diego got good recep- 
tion from the distant Los Angeles 
stations. The first San Diego station 
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an Diego Show Overcomes Space, 
ocation Handicaps to Draw 140,000 


will go on the air on the first of the 
year. Using equipment received air- 
express only three days before the 
show, KFMB-TV set up its cameras 
and amplifying equipment on the audi- 
torium floor, and piped the scenes to 
more than 20 television receivers in the 
booths of exhibitors. When the 
cameras were trained on the crowds, 
allowing them to see themselves on a 
projection-type home receiver screen 
located behind the cameras, the area 
was packed to capacity, blocking aisle 
traffic for 50 feet in every direction. 

The program for the San Diego 
show followed the pattern of last year 
with two stage shows each day, utiliz- 
ing both amateur and_ professional 
talent from the San Diego area. Two 
prize drawings each day, at which 
about a dozen small electrical appli- 
ances supplied by both the Bureau and 
exhibitors were given away, drew 
capacity attendance. 

Managing the llth Annual San 
Diego Electrical & Home Appliance 
Show was a committee consisting of 
O. G. Thompson, Bob Redfield, Gene 
Cramer, Lee Borstein, E. W. Meise, 
and Bill Durning, with the Bureau's 
secretary-manager, J. Clark Chamber- 
lain, in direct charge of the organiza- 
tion and operation of the show. 


Appliance Salesmen Earn 
Best Department Store Pay 


Salesmen who sell major electrical 
appliances such as refrigerators, stoves 
and washers, earn the best pay in the 
country’s department stores, according 
to a survey by the Bureau of Labor 
Statistics. The study showed that in 
ten cities, the appliance salesmen get 
the highest weekly earnings although 
in five cities furniture and bedding 
salesmen did better. Denver was the 
only city showing a report of earnings 
by appliance salesladies, who average 
$40.53 a week as compared with $94.40 
for salesmen in electrical appliances. 

The following statistics indicate the 
earnings for an average week by full- 
time electrical appliance salesmen, 
compared by cities and exclusive of 
any premium pay for overtime, but in- 
cluding commissions where they are 
applicable : 


New Yerk ..... .. $172.33 
Pittsburgh ....... King ... 128.79 
Chicago ........ 114.18 
Atlanta 111.88 
Dallas 109.30 
Seattle ... 106.68 
Philadephia ... 104.37 
Portland, Ore. ... .. 104.04 
.. 100.84 
New Orleans ... 99.05 
Boston ; 96.15 
Weshinvton, D. C 94.57 
Denver (Men) ... 94.40 
Oakland ........ 93.59 
Providence 
D-nver (Women) : 40.53 


Video Hits ‘Frisco 


EARLY DECEMBER OPENING is scheduled for KSFO’s television station KPIX in 
San Francisco, Cal. Examining a planeload of television camera equipment just 


arrived from RCA, Camden, N. J., are: 


(left to right) A. E. Towne, KSFO-KPIX 


director of engineering; R. J. Newman, RCA Sales Engineer; George T. Cussens, 
executive vice-president, Flying Tiger Line Inc.; E. A. Whitehead, chairman, electronics 


committee, Chamber of Commerce. 


Tele Station KPIX Will Open in San Francisco 


Television hits San Francisco this 
month when radio station KSFO in- 
troduces its new video outlet KPIX to 
the city and Bay area. Facilities have 
been constructed on top of the famous 
Mark Hopkins Hotel with studios 
located in the adjoining KSFO 
building. 

The steel antenna for the station 

was flown from RCA, Camden, N. J., 


and will be situated approximately 700 
feet above the level of the bay. It is 
a five-bay, bat wing type that will ex- 
tend 95 feet above the top of the 
hotel. 

Construction of the transmitter and 
installation of the equipment is pro- 
gressing on schedule, according to 
Philip G. Lasky, general manager, 


KSFO-KPIX. 
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Now Hotpoint Mass Produces This Great New 
Improved Appliance, Priced Right for Volume Sales 


IDENCE points to unprecedented demand for 
| Cann electric dishwashers in the immediate 
future—the same kind of universal demand that sky- 
rocketed refrigerator sales in the 30's. Hotpoint dealers 
hold the key to open this vast, new and virtually 
untapped market—the sensational new 1949 Hotpoint 
Automatic Electric Dishwasher! 


12 Great New Features! 
Crowning achievement of 20 years’ experience by the 
pioneer of automatic dishwashing, this new Hotpoint 
offers 12 great advancements in addition to front 


opening, electric drying and exclusive top-spray action. 
Hotpoint has the greatest capacity of any dishwasher 
—room for almost five dozen pieces plus silver! 


Huge, Modern Plant! 
Hotpoint Automatic Dishwashers are now in mass 
production at Hotpoint’s huge, ultra-modern Mil- 
waukee factory. Priced right for volume sales, they 
assure Hotpoint dealers from coast to coast year ‘round 
opportunities to profit in the “Magic Market” of almost 
unlimited dishwasher sales! 


Hotpoint Inc. (A General Electric Affiliate) 5600 W. Taylor St., Chicago 44, Ill. 


“Magic Market” 
of Automatic Dishwasher Sales 


j 


VA 


1940 1941 1946 1947 1948 1949 


The day of the dishwasher is here! This chart of the 
industry's sales shows graphically how dishwasher accept- 
ance is soaring. It's truly a “Magic Market” unfolding 
for alert dealers everywhere—and especially for 
Hotpoint Dealers who feature the dishwasher with the 


greatest acceptance of them all. 
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Increasing Sales vs. High Costs 
Discussed at League Conference 


Bartlett stresses need for consumer education; 


Roberts presents sales points for freezers; 


Chamberlain elected president of association 


electrical 


TT HI 


with the necessity of selling its 


industry is faced 


products and services at continually 
creasing prices, a direct reversal of 
e process which has brought in- 
of electricity and appli- 
ances in the past. This was the 
sounded by J. S. Bartlett, 
t ial manager, Potomac Electric 
Power Co., Washington, D. C., in his 
address of welcome at the Thirteenth 
Annual Conference of the Interna- 
tional Association of Electric Leagues 
in the nation’s capital recently 

Mr. Bartlett spoke mainly in terms 
of the utility industry, which is con- 
stantly concerned with increasing kilo- 
Other 
branches of the industry are, of course, 
directly affected as well, since the only 
way t 


watt hour consumption 


stimulate increased consump- 
vy selling more energy-consum- 
ing devices—mainly appliances. The 
big spur to greater use of current 
through the years has been the steady 
decline in its cost. Now, Mr. Bartlett 
emphasized, “The utility industry for 
the first time in many, many years is 
being faced with the necessity of in- 
creasing rates 


tion is t 


Many companies have 
already applied for or have been 
granted Practically all 
companies will ultimately face this 
problem.” Besides, he added, some of 
them will have to go back for fur- 
ther increases as operating costs mount, 
and as support for their tremendous 
expansion programs becomes neces- 


increases. 


sary 

Reduction in appliance prices as 
production and use increased was the 
pride of the industry pre-war, Mr 
Bartlett continued. But the post-war 
trend is bringing prices which would 
have been considered exorbitant a few 
years ago 


Public Must Be Educated 


Effective education of the public i 


going to be necessary, said Mr. Bart 
lett, for two reasons (1) In order 
to prevent justified criticism, and 
2) to prevent a reduction in the rat: 

increase in sales of products and 


Higher prices appear to be 


S. E. STRUNK: His gavel goes to... 
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here to stay. Such factors as the de- 
pletion of our resources in high grade 
iron ore and coal, the likelihood that 
the mining and processing of coal will 
not increase in efficiency, the dropping 
off of our copper and lumber supply, 
and the chaices that wages will stay 
high, indicate that the era of high 
prices is here for good. Generally 
speaking, electric utility rates have not 
had to be increased; but rising oper- 
ating costs have changed the situation, 
and the effect on consumers remains to 
be seen. 

To show the effect of prices on the 
results of the industry’s promotional 
efforts, Mr. Bartlett pointed out that 
lamp bulb prices have dropped tre- 
mendously, yet the total annual indus- 
try sale of lamps per capita was only 
$2.72 in 1947. While prices were 
dropping, the industry was spending 
hundreds of thousands of dollars in 
the promotion of better light. As an- 
other example, twenty years ago the 
average annual revenue per kw.-hr. 
for domestic service was approximately 
In 1947 this average was 
a little above three cents, a decrease 
of 56 percent. During that period, 
kw.-hr. consumption per domestic cus- 
tomer mounted from 446 to 1438, an 
increase of 225 percent. But the aver- 
age annual revenue to the utility per 
domestic customer increased only 48 
percent. “No one knows,” concluded 
Mr. Bartlett, “how much the kilowatt 
hour consumption would in- 
creased if there had been no reduction 
in rates, but I think it is very generally 
assumed that the increase in consump- 
tion would have been materially re- 
tarded.” 


seven cents 


Factors in Freezer Selling 


At another session of the conference, 
Howard R. Roberts, general sales 
manager of the Whiting Corp., dis- 
cussed “The Inseparable Twins— 
Home Freezers: Merchandise, Re- 
search and Survey; Sales Promotion 
and Advertising.” In 1937 freezers 
were being given practically no pro- 
motion, and the saying “There’s no 
market for freezers” was common 


J. C. CHAMBERLAIN, new IAEL head. 


J. S. BARTLETT: The effect of rising 
prices on consumers remains to be seen. 


Acceptance has grown during the in- 
tervening years to the point where, 
according to Mr. Roberts, Whiting is 
planning to feed 140,000 people at 
frozen food dinners during the next 
year, and one out of every 14 will buy. 
The gross profit will pay for the 
parties. Mr. Roberts brought out the 
fact that demonstrations of one kind 
or another account for 85 percent of 
sales. It is one of the peculiarities of 
the market that the freezer is best 
sold as an intangible, on the basis of 
convenience and service, rather than as 
an appliance. However, it is also 
true, stated Mr. Roberts, that a 15 
percent saving on the food budget can 
be guaranteed the user. The appliance 
will pay for itself in four or five years. 
One thing to remember is that the 
freezer should be hooked onto a 
separate circuit. An incidental fact 
brought out by Mr. Roberts sheds 
light on the locker rental situation: a 
food locker plant will make more 
profit on one freezer sale than on 15 
years of locker rental 

A general picture of the purposes 
and aims of the International Associa- 
tion of Electrical Leagues was pre- 
sented by Stanley E. Strunk, retiring 
president of the association. He 
showed how leagues have pioneered in 
acceptance of appliances, but stressed 
that there is still a job for the future. 
What lies ahead is “a telling job, a 
selling job that must be done... 
Repetition of the electrical story is 
necessary.” Some phases of the asso- 
ciatiorfs job, according to Mr. Strunk, 
are: emphasizing of the interdepend- 
ence of the various branches of the 
industry, the promotion of complete 
electric wiring, and arousing in young 
people an interest in the electrical field. 


What Adequate Wiring Can Do 


A graphic picture of the importance 
of adequate wiring was presented by 
C. H. Christine, secretary-manager of 
the St. Louis Electrical Board of 
Trade. In “I Can’t Afford It—Can 
You?” he presented a local promotion 
fer selling certified wiring direct to 
the public. The method used is to 
show the effects of inadequate wiring ; 
the presentation involves the use of 
actual demonstration equipment which 
provides practical examples of the 
right and wrong way to use appliances. 
A running commentary on the proper 
use of electrical equipment accom- 
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panies the illustration by the use g 
specific appliances, and a ¢ ‘Noguidl 
familiar tone is employed throughgg 

A. H. Kessler, executive secretan 
North Central Electrical Industria 
Minneapolis, Minn., spoke on “Som 
Aspects of Rural Electrification 
Minnesota,” giving a general piety, 
of the history and accomplishments g 
the REA in that area. 


Other Speakers 


Other speakers and their subje 
were: “Business Looks at Congres 
by Donald A. Young, legislative 
ordinator, Chamber of Commerce 
the U. S.; “Adequate Wiring Mare) 
On,” by T. J. Newcomb, chairm 
executive committee, National Ag 
quate Wiring Bureau, and sales may 
ger, electric appliance division, Wed 
inghouse Electric Corp. ; “More Poy 
to America,” by F. W. McChesn 
industrial divisions apparatus depag 
ment, General Electric Co.; “Ap 
arce Retailing Three Years After { 
War.” by A. P. McNamee, managg 
apniiance department, McCall's Mag 
zine: “Tombstones and Touchstoneg 
by A. W. Peterson, western managg 
utility division, Hotpoint, Inc.; “Ele 
tric Shows and Exhibits for the Pu 
lic and the Trade,” by J. Clark Chaq 
ber!ain, P. L. Heath, W. J. Quinna 
A. H. Kessler; “How the Elect 
Playhouse Operates,” by W. G. Hill 
minaging director, Electric Instity 
of Washington; and “The Fede 
Trade Commission and You,” 
George P. Lamb, partner, Kitelle 
Lamb, Washington, D. C. 

One of the highlights of the co 
ference was the election of J. Cla 
Chamberlain, secretary-manager, B 
reau of Radio & Electrical Appliane 
San Diego County, as new preside 
of the association. 

Other elections: A. H. Kessler | 
came vice-president; H. P. Wilson{ 
Tri-Cities was named treasurer; 3 
O. C. Small was, as usual, electe 
secretary. 

The program committee for the coq 
ference was headed by A. H. Kess! 
manager, North Central Electrical | 
dustries, as chairman, and_ includ 
J. J. Dore, managing director, N 
braska-Iowa Electrical Council; W. | 
Hills, managing director, Electric In 
stitute of Washington; A. L. Maillar 
managing director, Electric League 
Indianapolis; J. Clark Chamberlain 
and S. E. Strunk, secretary («4 
officio), Electrical League of Clev 
land. 


Westinghouse August New 
Orders Near $126 Million 


New orders booked by Westinghou 
Electric Corp., Pittsburgh, Pa., durt 
August rose to a post-war high 
$125,924,357, according to a recent a 
nouncement by Gwilym A. Price, pres 
dent. Government orders constituted 
substantial part of this figure. Previot 
peacetime high had been $109,713)! 
chalked up in January, 1948. Mr. Pn 
observed that “orders Westinghou 


received last month alone would hav 


made up almost six months’ business 
the boom year of 1929. They were 4 
least 50 percent higher than the com 
pany’s bookings in either of the enti 
depression years of 1932 or 1933.” 3 
commented that higher labor and m 
terial costs have lowered the marf 
of profit in relation to net sales bill 

Unfilled orders at the end of Aug! 
were $732,705,333, a new peace-ti! 
high, compared with $685,340,339 
December 31, 1947 and $723,511,195 
August 31, 1947. 


LEC’ 


* 
q 
4 
a 
4 
\ 
\ 
i 
\ 
| 
3 


the use 
Colloquigl 
thr: /ughoy 
‘CT etary 
Industrig 
on 
fication 
Tal 
'Shments ¢ 


ir subjer 
C mnegres 
islative 
mmerce 
ig March 
chairm 
ional Ag 
sales man 
ion, We 
fore Pr 


*, Manage 
all's Magi 
uchstonest 
n manage 
nc.; “El 
the Py 
lark Chan 
Quinna 
1e Elect 
G. Hi 
ic Instity 
he Fede 
You,” 
Kitelle 


f the coq 
J. Ca 
nager, B 
Appliane 
preside 


Kessler | 
Wilson 
isurer; 2 
ual, elects 


‘or the coq 
H. Kess! 

ectrical | 
include 
‘ector, N 
neil; W. | 
‘lectric Ir 

.. Maillagi 
League 

amberlain 
etary (a 


of 


New 
ion 


estinghou 
Pa., duri 
ar high @ 
recent 4 
rice, pres 
ynstituted 
e. Previot 
$109,713, 10 
. Mr. Pri 
estinghous 
would 
business 
ey were 
n the com 
f the ent! 
1933.” B 


yr and m 


| COMMERCIAL CREDIT CORPORATION 


pam A Subsidiary of Commercial Credit Company, Baltimore 
rr MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED: STATES AND CANADA : 
MERCHANDISING—NOVEMBER 15, 1948 PAGE 


A 


k 
4 
the marg 
sales bi i 


| 


MASTER OF CEREMONIES at the IEA conference banquet wos E. L. Dee, man- 
ager, General Electric Lamp Department, Salt Lake City. Seated from left to right: 
S. B. Cooper, Graybar Electric Co., general chairman; Ray Turnbull, commercial vice- 


president, General Electric Co., San Francisco. 


Appliance Picture Studied 
At Annual IEA Conference 


Industry leaders discuss power supply, public rela- 
tions, appliance selling, adequate wiring and tele- 
vision at two-day league meeting in Salt Lake City 


HE appliance business should 

know what the score is around 
Salt Lake City. It was given an in- 
side view of the whole situation by a 
well-selected group of speakers at the 
annual conference of the Intermoun- 
tain Electrical Assn., held at Newhouse 
Hotel, Salt Lake City, Friday and 
Saturday, Sept. 24-25. 

This promotional league of the west- 
ern slope of the Rockies, embracing 
Utah and eastern Idaho, drew about 
180 dealers, contractors, wholesalers 
and distributors, manufacturers’ agents, 
and utility people. Howard W. Price, 
assistant general manager, Salt Lake 
Hardware Co., its president, greeted 
them as owners of businesses and ex- 
ecutives gathered to develop the profit- 
able opportunities for all in the busi- 
ness, 


Sufficient Power 


The power supply situation was told 
frankly by George M. Gadsby, presi- 
dent and general manager, Utah 
Power & Light Co., under the title 
“You—We—And Us.” Pre-war, said 
Mr. Gadsby, dollar-wise dealers sold 


dollar for dollar with the utility on 


service Since the war the dealer pro- 
portion has grown. For every dollar 
in electric service the utility sells, $1.03 
in appliances are sold, and by the end 


of 1948 it should be $1.10, or gross 
sales for the year of $12,000,000 Sy 
1953 he predicted a $20,000,000 annual 
market for appliances and farm equip- 
ment based on present rate of revenue 
trends of the utility. With a $70,000,- 
000 construction program under way 
he assured the dealers there would be 
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ample power for the appliances and 
wiring that they sell. He also assured 
them that they didn’t need public power 
to get all this electricity, for the com- 
pany was going ahead with this re- 
sponsibility. 

Marion Nelson, president, Gillham 
Advertising Agency, Inc., discussed the 
public relations and advertising aspects 
of the job ahead. No high priced coun- 
sel is necessary to tell dealers they 
need good public relations; he gave 
constructive hints on courtesy, thought- 
ful acknowledgements of customers’ 
business and advertising ideas. 


Training Salesmen 


“Selection and Training of Sales- 
men,” was the subject of W. I. 
3uchanan, Pacific regional manager, 
Frigidaire Division, General Motors 
Corp. He enumerated tests a dealer 
should make of his own business to 
ascertain how many salesmen he needs 
and how many can support themselves 
from the market possibilities in his 
business. He then urged recruiting of 
salesmen through contacts with his 
existing organization, through business 
associates and friends, and similar 
channels rather than mere newspaper 
advertisements. For training he ad- 
vocated that if a dealer himself was a 
good salesman he should take the per- 
sonal responsibility to train new men. 

What adequate wiring means in the 
way of a market for the dealer, was 
told the group by Elbert Kramer, man- 
ager of appliance sales promotion, 
Westinghouse Supply Co., Los Angeles. 
\fter reviewing the National Adequate 
Wiring Bureau program he broke it 


down to dollars and cents for Utah. He 
showed that in a certified home the 
dealer’s opportunity for appliance sales 
was $281 higher than for the average 
wired home, and that for each certified 
home the industry gained $401. Then 
he applied these to the number of 
homes built in the past year in the area 
and the number certified and urged 
more emphasis by all segments of the 
industry on the certification of more 
homes. 


Customers and Employees 


Ray Turnbull, former president of 
Hotpoint, now commercial vice-presi- 
dent of General Electric Co., San Fran- 
cisco, was the banquet speaker. He 
said every business has three kinds of 
customers—a product customer who 
buys the materials and services; risk 
customers who invest money in the 
business ; and job customers who invest 
their working hours in the business it- 
self. He ended with a plea to owners 
of busineses to appreciate and treat 
right the young people they are attract- 
ing into their businesses. “Help them 
to maintain their ideals and encourage 
them to cultivate their ideas,” said Mr. 
Turnbull, reminding the group that one 
man in every nine in the United States 
owed his job to some of the ideas of 
Thomas Edison. 

The Saturday session began with a 
review of some of the industrial growth 
of Utah, presented by Gus Backman, 
secretary, Salt Lake City Chamber of 
Commerce. With the location of the 
steel industry, the recent discovery of 
oil, the location of gypsum and phos- 
phate deposits in the area, Mr. Back- 
man predicted the Utah region would 
become one of the industrial centers 
of America. 


Dealer Suggestions 


Some of the down-to-earth practical 
aspects of appliance sales were told by 
J. J. Martineau, appliance sales man- 
ager, Graybar Electric Co. Mr. Mar- 
tineau concentrated on some of the 
simpler things a dealer could do to im- 
prove his business. Among these were 
effective advertising and promotion, 
display ideas, demonstrations that could 
be held in the store. 

Horace B. Lee, regional manager, 
Philco Corp., ended the conference by 
discussing some of the changes that 
television brings to a community. Salt 
Lake City has television, one of the 
few western cities so far to have it. 
However, he admitted the quality of 
programs left much to be desired and 
there was some disappointment among 


DEALER INTEREST in training sales- 
men was emphasized by W. |. Buchanan, 
Pacific regional manager, Frigidaire Divi- 
sion, General Motors Corp., San Fran- 
cisco, ct the !EA Conference. 
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ASSOCIATION PRESIDENT Howard ¥ 
Price welcomed the 180 industry pe 
ple gathered at Newhouse Hotel, So 
Lake City, for the two-day IEA conference 


dealers and the public over the result 
However, said Mr. Lee, the promise; 
very bright. Programs will improe 
and with more sets in the hands 
the public television will receive t 
support it needs from advertisers : 
make the changes, he predicted. 


Video Forecast 


Mr. Lee was sanguine in the predic 
tions of what television would do: 
change living habits. He said it tend: 
to make people stay at home mox 
Recent surveys showed that televisia 
was preferred over even the forme 
favorite radio programs. From an at; 
vertiser’s standpoint the sponsor iden} 
tification over television is muc 
greater than over radio or in magi 
zine advertising, he said. The moving 
picture producing industry, said Mr 
Lee, was coming into the picture, ani 
while exhibitors might suffer, thi 
trend promised better program mate- 
rial in the future. 

What an association can't do an 
what it can, was told to the group }y 
William A. Cyr, associate editor 
Electrical West, as part of the all 
around business interest program of th¢ 
conference. 

General conference chairman wa 
S. B. Cooper, Graybar Electric Co 
In charge of the program was J. F 
McAllister, residential sales manager 
Utah Power & Light Co. Many of tht 
other details of the conference wert 
under the management of Carlos W 
Stone, manager of the association, a 
sisted by numerous committees. Thre 
dealers presided at the three sessions 
FE. M. Royle, Royle’s Radio & Aj 
pliance Co., Salt Lake City, at th 
first; Rudy Van Kampen, Van Kam) 
en & Sons, Ogden, Utah, the second 
and Eldon G. McKell, manager, Cor: 
solidated Hardware Co., Provo, Uta 
the third. E. L. Dee, manager, Gem 
eral Electric Lamp Department, Sa 
Lake City, was master of ceremonie 
at the banquet. 


Hoover Vacuum Sales 
Eclipse 8 Million Mark 


The Hoover Co., North Cant 
Ohio, recently sold its 8,000,001st ne 
vacuum cleaner, according to an @ 
nouncement by Wm. W. Steele, vic 
president, sales. The company, ® 
celebrating its 40th anniversary, turne 
out its first unit in 1908. The recor 
breaking cleaner is now kept in t 
company display cabinets with mode 
of the company’s first cleaners. 
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HE Federal Communications Com- 
mission recently issued an order 
ezing all new applications for 


Mevision stations, which temporarily 


bt a halt to 307 pending requests for 
enses, The action is unofficially esti- 
ated to last from six to nine months 
hich will allow the commission time 
discuss the channel problem with in- 
istry representatives and radio engi- 
ers before reaching a decision on the 
vision of present television opera- 
pns. The FCC action would make it 
pear that the new industry has 


‘iown beyond the limitations of the 


Scheduled Meetings 
ATL. FARM ELECTRIFICATION 
CONF. 


ongress Hotel, Chicago, Ill. 
iovember 17-19 


AMERICAN FAIR TRADE 
COUNCIL 
nnual Meeting 
aldorf-Astoria Hotel, 


New York, N. Y. 
November 18 


NATL. ASSN. OF REFRIGERA- 
TION CONTRACTORS 

Annual Convention 

Hotel Sherman, Chicago, Ill. 

November 18-19 

NATL. ELECTRICAL CONTRAC- 

TORS ASSN. 

Annual Meeting 

Roney Plaza Hotel, Miami, Fla. 

Nov. 30-Dec. 3 

CHICAGO JANUARY MARKETS 

Mechandise and Furniture Marts, 


CC Freezes Applications 
or Technical Video Study 


Will consult tele representatives and 
engineers to solve channel problems; 
TV industry agog over outcome 


portion of the spectrum currently al- 
lowed it. Responsible sources feel that 
the next move will probably be a re- 
allocation of certain frequencies within 
the 12 channels now in use in the very 
high frequency part of the band with 
fewer stations resulting. An FCC-in- 
dustry engineering conference is slated 
for early November to consider the 
situation. 


Chairman Coy Explains 


FCC chairman Wayne Coy told re- 
porters at a press conference that the 
present problem is how to utilize best 
the present channels in use and deter- 
mine the proper distance between sta- 
tions to minimize interference. Most 
of the present telecasting stations were 
built on the basis of 100 miles as the 
limit of the area reached by the wave 


lengths. However, some people now 
feel that 300 miles is a more accurate 
gauge with many having opinions be- 
tween these two marks. Chairman Coy 
admitted that attention will be given 
to the further investigation of the ultra 
high frequency range which will 
eventually affect the use of present 
video sets now in use. He emphasized, 
however, that the chief purpose of the 
halt order was to provide the necessary 
time for a technical study of the VHF 
range. He observed that the commis- 
sion would obviously not be freezing 
new stations to study the VHF service 
if it intended to end that service in the 
near future. However, if the investiga- 
tion shows the upper band is ready for 
use, Chairman Coy stated that there 
would be both UHF and VHF com- 
mercial television. 


FCC Would Have To Explain 


Should the latter course result from 
the study, the commission would be 
ckliged to answer Congress and 400,- 
000 owners of home sets that might 
become out of date. The industry 
recently advised the FCC that pos- 
sible converters for present receivers 
were a subject of widely diversified 
opinions with the attendant cost rang- 
ing all the way from $10 to $100. 
Yet there was general agreement that 
the upper band is possible for tele- 
vision. The Joint Technical Advisory 
Committee consisting of radio engi- 
neers and manufacturers has told the 


RMA Fall Conference Approves 
Industry Mobilization Plan 


Discusses UHF, foreign sales; 
sees ‘48 sales topping ‘47 


Adoption of a mobilization plan for 
the radio and electronics industry by 
the government and the development of 
television received prime consideration 
for aggressive action during the re- 
cent three day fall conference held by 
the Radio Mfrs. Assn. at the Hotel 
Roosevelt in New York City. The 


ing equipment. It was emphasized that 
the establishment of American video 
transmitting standards abroad must be 
consummated now or manufacturers 
will be shut out of the future world 
market. 

Other matters considered by the 
conference included challenging the 
Pennsylvania state tax on taverns us- 
ing video, the Silver Anniversary con- 
vention and joint industry dinner in 
May 1949, a membership drive among 


commission that the six months’ period 
for experimentation would be a healthy 
thing for the business. It was upon 
this recommendation that the FCC 
based its order. 


VHF-UHF Tie-in 


Chairman Coy explained that if the 
upper band became available to com- 
mercial video in the near future, it 
would be possible to allow more sep- 
aration in VHF stations since there 
would be other frequencies available. 
However, if UHF is not utilized, only 
as many allocations as possible can 
be made in the VHF range. 

Outstanding grants and other tele- 
vision authorizations issued before the 
order are specifically exempt, it was 
said. Applications for the modifica- 
cation of present licenses will be 
judged on an individual basis de- 
pendent on how much they might be 
affected by the alteration of standards. 

The FCC decision has caused con- 
siderable thought and discussion as to 
the outcome of the situation. For 
example, if the FCC decides to leave 
commercial television stations in the 
present VHF 12 channels, there will be 
a crowding of stations. If interfer- 
ence reduction is considered a “must”, 
then there will be fewer stations. If 
the FCC decides to use the UHF part 
of the band, the industry must save 
some 400,000 sets from becoming ob- 
solete as a result of the move by some 
means of conversion. 


non-member parts and transmitting 
equipment manufacturers, the Town 
Meetings, and progress in the revision 
of the National Electrical Code as 
applied to television equipment. 

The conference was told that al- 
though production of radio sets will 
sink 25 percent in 1948, television sales 
will lift the manufacturers’ dollar 
volume over that of last year. The 
manufacturers estimate an output of 
15,000,000 radio sets this year as com- 
pared with 20,000,000 manufactured in 
1947. However, the 750,000 higher- 
priced television units turned out in 
1948 as against 160,000 a year ago, 
have manufacturers expecting a greater 
income than the $750,000,000 volume 
of 1947, 


any of the Me proposed mobilization plan, recently 
ence wert a e presented to the Munitions Board by 
Carlos the industry mobilization committee, 
lation, 2-BNATL. MATERIALS HANDLING was unanimously approved by the 1948 Appliance Dollar 
ees. Thret SHOW parts division executive committee and 
e sessions If American Society of Mechanical Engi- section chairmen as well as by the —— a 
lio & Api neers and Material Handling Institute board of directors. Authorization for driers and electric bed 
ty, at ti Convention Hall, Philadelphia, Po. the appointment of a subcommittee tc ee 
‘an Kampf Jonuary 10-14 study parts manufacturers’ problems in 
NATL. HOUSEWARES & MAJOR | 
» X APPLIANCE EXHIBIT After a general discussion on the 
ovo, Uta Not! H recent FCC hearing concerning the 
ager, Get: Mivs. proposed expansion of television onto 
Navy Pier, Chicago, Ill. 
ment, 529 nue 13-20 (not — the UHF band, the board of directors 
ceremomie authorized President Balcom to ap- 
INTERNATIONAL HEATING & point a committee to confer with FCC 
VENTILATING EXPOSITION chairman Wayne Coy on the matter 
American Society of Heating & Venti- as well as offer the aid of the asso- 
lating Engineers ciation in expediting a decision. It was 
International Amphitheatre, observed that up to now the FCC 
Chicago, III. hearings have considered the problem 
January 24-28 chiefly from the technical and engi- 
THIRD ANNUAL FLORIDA neering angles and that it might be 
h Cant ELECTRICAL EXPOSITION helpful to the commission to hear the - Cea 
,001st Tampa, Fla. views of industry management. 
to an 3° February 1-12 Several European countries are al- 
reele, vice ready engaged in aggressive promo- tubes 
pany, 0 1949 HOME SHOW OF ST. LOUIS tion of their respective television 
ry, turnelfif Home Builders Assn. of Greater St. standards and equipment. Therefore, SEVEN MONTH ANALYSIS by the West Penn Power Co. gives the breakdown 
“he recor _ Louis = , the conference heard that it was essen- on appliance buying this year. Washers show a plus 3.5 percent change from last 
ept in th Kie! Auditorium, St. Louis, Mo. tial for the American industry to lay year for a dollar volume boost of $852,432; refrigerators advanced 3.4 percent 
th model ) February 12-20 the groundwork now for future exports for an additional $1,567,320; ranges are up 2.6 percent for an increase of $604,500. 
TS. ; of television, transmitting and receiv- 
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RIG 


1. ON THE FORWARD STROKE, 


the AUTOMATIC COMB-VALVE gently 
grabs threads, lint, and hairs that 
other vacuum cleaners miss! In 
addition, it parts the nap—thus 
loosening dirt embedded in the 
pile of the rug, so it is more read- 
ily removed by the powerful cy- 
clonic suction! 


IT WORKS! 


2. ON THE BACK STROKE, 


the AUTOMATIC COMB-VALVE swings 
forward and upward, bringing 
lint, threads, and hair to its high- 
pressure chamber...concentrates 
terrific suction power through its 
comb-like slots ... thus cleaning 
itself 


TIN 


3. READY FOR NEXT STROKE! 


DOES 


Amazing New AUTOMATIC COMB-VALVE 
\ makes the big difference! 


SEE HOW 


The Lewyt No. 80’s AUTOMATIC 
COMB-VALVE is clean . . . embedded 
dirt has been removed from the 
pile of the rug ... surface lint 
threads, and hair have disap- 
peared into the Lewyt ... it’s like 
magic! 


(Rhymes with ‘do it’) 


VACUUM CLEANER 


GIVE YOUR CUSTOMERS THIS ASTOUNDING DEMONSTRATION! 
It's the Greatest Advance in Home-Cleaning Efficiency in 45 Years! 


NOVEMBER 15, 1948—ELECTRICAL pesca! 
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CUT DOWN YOUR INVENTORY! 


Now — for the first time in 45 years, one vacuum cleaner proves it can do the work of two—both 4 : 
the upright for rugs, and the tank-type for above-the-floor cleaning! Now — Lewyt actually cleans | 
rugs better than a famous upright with motor-driven brush —better than 4 big-name cleaners 
tested! Official Reports* of world-renowned United States Testing Co. reveal Lewyt’s revolu- 
tionary and exclusive new 


Now—Lewyt, and Lewyt alone, does every suction-cleaning job © Guts 18% ” 55% more embedded dirt... 
‘ _ in the house as no other vacuum cleaner ever has before! : A : 
| Add all this to dramatic new features like NO DUST BAG TO + SORE ap aR re 

EMPTY...IT’S QUIET—NO ROAR...TRIPLE FILTER DUST CONTROL ® Yet with 13% to 58% less carpet wear! 
... CYCLONIC SUCTION ...LIGHTER, EASIER TO USE...SPACE 
SAVING STORAGE! 

Back the whole operation up with the MOST AGGRESSIVE 
ADVERTISING CAMPAIGN, and the ONLY COMPLETE MERCHAN- 
DISING PROGRAM in the entire industry — and you can’t help but 
know why LEwyT is the fastest growing name in the appliance 
field today! 


STROKE! 


UTOMATIC 
embedded 
from the 
‘face lint 
ve disap- 
it's like 


WHY SHOULD YOU STOCK BOTH TANK AND UPRIGHT CLEANERS NOW? 
WHY SHOULD ANY WOMAN BUY BOTH TANK AND UPRIGHT CLEANERS NOW? 


| Get in touch with your Lewyt distributor. 

He’ll show you the official Test Reports. 
He'll give you the Lewyt success stories 
that’ll even curl an old-timer’s hair! Call 


‘do it’) 


him in today! 
act R TOR 
) N LEWYT CORPORATION *U. S. Testing Co., Inc. Reports 
Ors: Vacuum Cleaner, Division, 76 Broadway, Brooklyn 11, New York #787301-2-3-4, June 14-16, 1948 
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BENDIX Ironers 


Bendix Home Appliances Inc., 
South Bend, Ind. 


Models: Bendix standard model J and 
portable model L home ironers. 
Selling Features: Standard model | 
built along conventional lines; free- 
moving, 2-speed roll; fingertip or knee 
controls used to operate chromium 
plated steel shoe which has 2 inde- 
pendently heated and thermostatically 
controlled Nichrome elements 1350 
watts: cover serves as shelf for ironed 
articles. 


Portable model L weighs only 34 


lbs.; thermostatically controlled ele- 
ment produces temperatures up to 450 
degs. F.; 1200 watts; operated by hand 
control lever; foot press control leaves 
both hands free to guide clothes during 
pressing operation. 

Electrical Merchandising, November 
15, 1948 


DORBY Infra-Red Cooker 


Dorby Co., Merchandise Mart, 
22 W. North Bank Dr., Chicago, 8, Ill. 


Device: Dort ed cooker. 


Selling Features: Broils, fries and 
bakes by direct heating food rather 


inifa-t 


than the pot or pan which holds it— 
ays from 2 500-watt fra-red lamps 

e above and one below food contact 
food without resistance or interference 
from clear heat-resistant glass dish; 
food is cooked without heating dish or 
air in and around cooker, minimizing 
possibility of burning or scorching food 
through contact with heated utensils 


and heated air; infra-red lamps, de- 


PAGE 14 


signed and manutactured by G-E, are 
rated at 5000 cooking hours, and are 
constructed of heat-resistant clear Py- 
rex glass; preserves natural flavor; 
retains health values; saves time; no 
metal pots or pans to scour; will cook 
in cellophane, reducing washing dishes; 
no need to turn food over—cooks top 
and bottom uniformly; no preheating, 
no need to defrost frozen food: no 
cooking odors and will cook to suit in- 
dividual taste—rare, medium or well. 
Cooker is 15 in. high, 12 in. wide, 
weighs 13 lbs.; white baked enamel 
finish; entire unit of heavy gauge 
steel; operates on 110-120 volt a.c. or 
d.c. 
Electrical Merchandising, November 
15, 1948 
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CONLON Washer 


Conlon Div., Conlon-Moore Corp., 
Chicago, Ill. 

Model: No. 24 medium-priced washer. 
Selling Features: Equipped with ad- 
justable safety balloon-roll wringer; 
17-gal. self-draining tub; Hydro-Dy- 
namic washing action; lifetime lubri- 
cation. 

Electrical Merchandising, November 
15, 1948 


IRONRITE Cabinette 


lronrite lroner Co., 
332 Cass Ave., Mt. Clemens, Mich. 


Device: Model 88, console type ironer 
in a cabinet of wood furniture which 
will fit in dining room, living room, 
hallway or bedroom. 

Selling Features: Designed for homes 
where kitchen space is limited; avail- 
able in 2 finis! 1es—brown mahogany or 
honey blonde; ironer is the same size 
and operates same as the model 85 
Ironrite with cabinet and legs of im- 
ported and domestic hardwoods. 
Electrical Merchandising, November 
15, 1948 


SUNBEAM Mixmaster 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago, 50, Ill. 


Device: Improved Sunbeam Mixmas- 
ter. 

Selling Features: New automatic juice 
extractor has a screened strainer that 
fits into bottom of glass juicer bowl— 
it automatically joggles back and forth 
when juicing an orange and shakes 
juice out of pulp, eliminating old 
strainer basket; “automatic bowl-speed 
control” automatically keeps beater- 
speed and bowl-speed uniform by sim- 
ply pressing a nylon button at lower 
end—button contacts inside bottom 
surface of bowl, mixing bowl never 
needs to be turned by hand, even when 
beating eggs. 

Electrical Merchandising, November 
15, 1948 


WALTON Humidifiers 


Walton Laboratories Inc., 
1186 Grove St., Irvington, N. J. 


Models: 2 new cabinet models; a 
bronze and a pottery table model. 

Selling Features: Walton single cab- 
inet model has a evaporating capacity 
of 5 gal. a day; consumes equivalent to 
25 watt bulb of electricity ; humidity is 
automatically controlled by humidistat; 
a.c. 60 cycles, 110-120 volt motors; in- 
sulated steel cabinet of grained walnut 
finish, 26 in. high, 15% in. square. 


NOVEMBER 15, 


¥ 


Walton duplex cabinet has 9 gal. 
evaporating capacity per day; con- 
sumes equivalent to 50 watt bulb of 
electricity; a.c. motor; output can be 
regulated from 1% to 3 pts. per hr. 
by snap of switch; walnut finished, in- 
sulated steel cabinet; 26 in. high, 23 in. 
wide, 15 in. deep. 

Walnut bronze table model evapo- 
rates approximately 1% pts. per hr.; 
2 gal. Capacity; a.c. motor; Container 
16 in. diam., 9 in. high; container and 
dome of heavy gauge copper, finished 
in statuary bronze. Same model avail- 
able as highboy model on a stand. 

Pottery table model has 1% gal. 
capacity, evaporates approximately 1 
pt. per hr.; pottery bowl available in 
pastel blue or green; container diam. 
15 in., 9 in. high; d.c. motor available 
on all models except pottery model. 
Electrical Merchandising, November 
15, 1948 


G-E Clocks 
General Electric Co., Bridgeport, Conn. 


Models: Informer, and Heralder alarm 
clocks. 

Selling Features: Iniormer has soft 
bell alarm; slim ivory plastic case; 
approximately 5 in. wide, 4% in. high, 
3 in. deep; antique ivory-colored dial 
with mahogany brown characters, lu- 
minous hour dots; hour and minute 
hands; self-starting, sealed-in-oil mech- 
anism. 

Electrical Merchandising, 
15, 1948 


November 


ROYAL Xmas Tree 
Royal Electric Co., Inc. 
Pawtucket, R. !. 
Device: 22 in. high flame-resistant 
visca tree with 11 bubbling lamps avai'- 
able in green or white; molded base. 


Electrical Merchandising, November 
15, 1948 
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BRIGHT STAR 


PREFOCUSED 


SPOTLIGHTS and SEARCHLIGHTS 


NEW ALL THE WAY THROUGH! 


© Highly polished chrome plated © Shock absorber protects lamp. 
finish on heavy gauge seam- 


less drawn brass tube. © iver ant 


highly polished reflector 
© Attractive, non-slip ribbed provides maximum light. 


tube design. ®@ 3-way switch for continuous, 


® Double thick lens for heavy intermittent and lock-off 
service. positions. 


New Pilfer- Proof Display ! 


This sales-compelling unit dis- a y) aay) RIGHT STA 
plays a complete assortment 


of the new #2500 Pre- Threaded Spare bulb | Swivel 
tube. compartment.| ring hanger. 
focused Chrome Spotlights 
and Searchlights. BRIGHT STAR BATTERY CO. - CLIFTON, NEW JERSEY 


CHICAGO * HOUSTON * SAN FRANCISCO 
FLASHLIGHTS * FLASHLIGHT BATTERIES + PHOTOFLASH BATTERIES * RADIO BATTERIES + IGNITION AND MODEL BATTERIES + INDUSTRIAL FLASHLIGHTS AND BATTERIES 
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OLYMPIC Table Teleset 


Olympic Radio & Television, Inc., 34-01 
38th Avenue, Long Island City, N. Y. 


Model Star-Brit TV-922 lable 
eleset 

Sellin Fé ures 54 sq in 

can he 1 in lighted room; 22 

tubes straight a frame-lock 

image control; 12 channels; 4 in. x 6 


elliptical Alnico 5 speaker; FM 
uudio systen compact mahogany 
wide, 123 in. high, 


hinet 
inet 


198 in. deep; Model TV-922 B it 
lond oak abinet, 203 in. wice ; 13 
high; 198 in. deep 
ectrical Merchandising: November 


SENTINEL Portable Telesets 
Sentinel Radio Corp., 2100 Dempster St., 
Evanston, Ill. 

Device 


Selling 


Nos. 400 and 400T V television. 
Features: Eye level vision; 
antenna; clear sight and 
sound; four knob control of channel, 
brightness, on-off volume and con- 
trast; imitation grain leather case 
equipped with luggage type carrying 
handle; 7 in. tube; 26 sq. in. picture; 18 


portable 


tubes; 5 rectifiers. 
Electrical Merchandising: November 
15, 1948 


STEWART-WARNER Table Teleset 


Stewart-Warner Corp., 1826 Diversey 
Pkwy., Chicago, Ill. 


Model: AVT-1 “The Washington” 
table television receiver. 

Selling Features: Direct view; op- 
tional custom-built, style-matched 
base; “Wonder Window” for larger 
picture area than former 10 in. tube 
models; new tuning ease by channel 
selector; Companion to “The Monti- 
cello” for AM or “Adam” with AM- 
FM chassis, both with a standard or 
two-speed record changer. 


Electrical Merchandising: November 
15, 1948 
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ELECTRICAL APPLIANCE NEWS 


RADIO AND TELEVISION 


DUMONT Television Consoles 
Allan B. DuMont Laboratories, Inc., 
515 Madison Ave., New York 22, N. Y. 
Device: Models RA-103 “Sutton” and 

“Meadowbrook” console televisions. 
Selling Features: All 12 channels on 


74 x 10 in. screen, 72 sq. in. direct view 
picture; FM; inputuner and tuning 
eye for accurate tuning; 10-in. per- 


t magnet speaker; 25 tubes plus 
rectifiers “Sutton” model con- 
structed in functional modern design 
in blond hardwood—282 in. wide, 38 


mane! 


in. high, 203 in. deep; “Meadowbrook” 
constructed in 18th century English 
design with mahogany finish—27 in. 
wide ; 393 in. high, 20} in. deep. 
Electrical Merchandising: November 
15, 1948. 


OLYMPIC Combination Television 
Console 


Olympic Radio & Television, Inc., 34-01 
38th Avenue, Long Island City, N. Y. 


Model: Star-Brite TV-928 5-Way 
Combination — radio-television-phono 
console. 

Selling Features: Magic-Mirroscope 
folding screen, 54 sq. in. picture; ad- 
justable to eye level, flicker-free, non- 
glare; 12 television channels; a.c.; 
frame-lock image control; AM-FM 
radio; automatic record changer in 
pull-out drawer; 32 tubes including 


rectifiers and picture tube; compact 
18th century period console cabinet; 
genuine Honduras Mahogany with 
crotch panels; record storage space; 
35} in. wide, 34% in. high, 174 in. deep; 
Model TV-928 LP has new dual- 
speed type record changer playing 
both standard and long playing records. 
Electrical Merchandising: November 
15, 1948. 


OLYMPIC Television Duplicator 


Olympic Radio & Television, Inc., 34-01 
38th Avenue, Long Island City, N. Y. 


Device: Model R.T.U.-3 Duplicator. 
Selling Features: connected to any 
standard television set, unit reproduces 
image on main set automatically; no 
controls, tuning or adjustments; 
easily installed without need of antenna. 
Up to 12 duplicators can be connected 
to one master set; 54 sq. in. picture; 
straight AC circuit; 11 tubes includ- 
ing picture tube; mahogany cabinet: 
14 in. wide, 19} in. high, 204 in. deep. 
Electrical Merchandising: November 
15, 1948. 


STEWART-WARNER Tele. Consoles 


Stewart-Warner Corp., 1826 Diversey 
Pkwy., Chicago, Ill. 


Devices: Television Models AVC-1 
“The New Yorker” and AVC-2 “The 
Wakefield”. 

Selling Features: “Photo Mirror” 
screen mounted on underside of lid 
reflects image without distortion; mag- 
nifying lens may be used between 10 
in. tube and mirror; tuning ease by 
channel selector control; “New 
Yorker” is modern console design as 
companion combination to “Man- 
hattan” AM-FM set with standard or 
two speed changer; “Wakefield” is 
companion to “Mount Vernon” AM- 
FM and is available in period furni- 
ture. 

Electrical Merchandising: November 
15, 1948. 


NOVEMBER 15, 


U.S. 
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U. S. Television Mfg. Corp., 3 W. 61 St., 
New York 23, N.Y. 


Device: All purpose console combina- 
tion. 


Selling Features: Zetka flat-faced 15- 


in. tube; ion trap preventing stain; 
local channels received without extra 
equipment; 31 tubes plus 4 rectifiers; 
crystal detector; AM-FM; Webster 
automatic phono; plays 10-in. and 12- 
in. records; available in mahogany and 
bleached mahogany finish; 393-in. 
high, 384-in. wide, 244-in. deep. 
Electrical Merchandising: November 
15, 1948. 


TELE-TONE Television Set 


Tele-tone Radio & Television, 540 W. 
58th St., New York 19, N.Y. 


Device: AC-DC table television re- 
ceiver. 

Selling Features: Operates on a.c.-d.c. ; 
electrical circuits built into set for 
one complete unit identical in appear- 
ance and function with any regular 
one-current a.c. model in its class; no 
special attachments needed ; mahogany 
cabinet designed to harmonize with 
average home decor; 7 in. screen; 
front controls. 

Electrical Merchandising: November 
15, 1948. 


WAVELL Television Magnifier 


Woavell Corp., Broad & Chestnut Streets, 
Philadelphia, 7 Pa. 


Device: Flat, non-liquid Tele-Scope 


magnifier. 

Selling Features: Available in three 
sizes: 9 x 12, 8 x 10 in. for 7 in. sets: 
12 x 16 in. for 10 in. sets; with or 
without super-image defining filter; 
framed in either walnut or mahogany 
to match woods used by most set man- 
ufacturers; flat, plastic, non-liquid 
lens for clarity, wide angle vision, 
lack of distortion, overall power of 
magnification; prefocused ; enlarges 10 
in. set 3 to 4 times size up to 172 
sq. in.; easily installed; mounting 
bracket for fingertip adjustment; 
weighs about 3 Ibs. 

Electrical Merchandising: November 
15, 1948. 
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PROFESSIONAL (RUBY) MODEL 


HEAT LAMP 


Transmits maximum infra-red rays... 
holds back the ‘‘visible’’ licht. De- 
signed specially for treating sinus and 
nasal congestion and for applying local 


heat for muscular aches and pains. 


EASY TO DISPLAY— 
A Natural For Winter Months 


Complete appliance is assembled in 
the “Demonstration Package.’ All 
important uses are illustrated on the 


carton...it sells while it tells. 


A clever little clip is concealed in 
the base. The lamp stands or hangs 
anywhere. The handiest heat appliance 
made, it turns in 
any direction with 
a twist of the wrist. 
Uses both AC and 
DC. U. L. listed. 


To: 


PENETRAY CORP. 
TOLEDO 5, OHIO 
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STEWART-WARNER Radio Phonos 


Stewart-Warner Corp., 1826 Diversey 
Pkwy., Chicago, Ill. 


Models: B92CR1 “The Mount Ver- 
non”, B92ZCR3 “The Manhattan” and 
B92CR19 “The Adam”. 

Selling Features: Each model has & 
tubes plus rectifier; two 8 in. perma 
nent magnet dynamic speakers with 
two built-in aerials; AM-FM; “Mount 
Vernon”, in period mahogany and has 
optional single or two speed record 


changer; “Manhattan” modern ma- 
hogany, has delux intermix record 
changer with automatic shutoff in 
standard or two _ speed version: 
“Adam” period mahogany, features 
standard or two type record changer 
Electrical Merchandising: November 
15, 1948. 


GENERAL ELECTRIC Portable Radio 


General Electric Corp., Electronics Park, 
Syracuse, N.Y. 


Model No. 160 Portable. 

Selling Features: Built-in antenna; 
5 in. Alnico 5 dynapower speaker; 
5 tubes; plays 12-15 hours when stor- 
age battery fully charged; can re- 
charge by plugging into ordinary a.c. 
house current; built-in indicator shows 
need for charging; In areas beyond 
power company lines, can charge from 
6 volt auto battery by special charg- 
ing cable; 2 volt rechargeable storage 
battery and built-in charger; weighs 
about 17 Ibs.; streamlined maroon 
plastic cabinet with brass speaker 
grille. 

Electrical Merchandising: 
15, 1948. 


1948 


November 


America’s Newest Washer 


Because of increased production facilities, a limited 
number of dealers can now be added to the White Way* 
electric washer organization. 


The White Way is the product of the Conlon Brothers 
Manufacturing Company which specializes in the build- 


ing of washing machines exclusively. *T. M. Reg. U. S. Pat. Off. 


TES INVIT' 


CONLON BROS. MFG. CO. 
Builders of Fine Washing Machines, Exclusively 
4512-18 W. Fillmore @ Chicago 24, Illinois 
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Statistical Summary 
of 1948 Appliance Sales 


COFFEE MAKERS, POTS & 
URNS— Metal & Glass 


(NEMA Member Sales, Not Industry) 


Units 

Aug. 1948 69,625 
Aug. 1947 143,208 
8 Mos. 1948 415,194 
8 Mos. 1947 936,947 
% Change versus 1947: 

Aug. 1948.. ~51.38% 
8 Mos. 1948 —55.69% 


Note.—1948 figures, since April, repre- 
sent one less manufacturer than 1947. 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


Aug. 1948...... 34,448 
July 1948 49,538 
June 1948 44,917 
May 1948 35,047 
Apr. 1948 37,703 
Mar. 1948 44,906 
Feb. 1948 33,529 
Jan. 1948 37,311 
8 Mos. 1948........ 317,399 


Note.—1947 comparable figures unavail- 
able. 


HEATERS, Convector & Radiant 
(NEMA Member Sales, Not Industry) 


83,963 
Aug. 1947.. 54,234 
8 Mos. 1948. 380,888 
8 Mos. 1947. 531,602 
Ye Change versus 1947: 

Aug. 1948. +54.82% 
8 Mos. 1948. . —28.35% 


HEATING PADS 
(NEMA Member Sales, Not Industry) 


Aug. 1948 43,267 
Aug. 1947 23,695 
8 Mos. 1948 282,419 
8 Mos. 1947. 447,984 
J Change versus 1947: 

Aug. 1948. + 82.60% 
8 Mos. 1948 — 36.96% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


Aug. 1948. 27,963 
Aug. 1947 47,261 
8 Mos. 1948 258,243 
8 Mos. 1947 439,963 
% Change versus 1947: 

Aug. 1948. —40.83% 
8 Mos. 1948. . . —41.30% 
IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


Aug. 1948.. 35,203 
Aug. 1947 47,577 
8 Mos. 1948 332,451 
8 Mos. 1947 357,797 
Yo Change versus 1947: 

Aug. 1948... ~26.01% 
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IRONS 

(NEMA Member Sales, Not Industry) 
Units 

Aug. 1948.. 439,764 

Aug. 1947 331,234 

8 Mos. 1948. . 2,825,960 

8 Mos. 1947. 4,073,470 

% Change versus 1947: 

Aug. 1948. 4+32.77% 

8 Mos. 1948 — 30.63% 


RADIO RECEIVERS, ALL TYPES 
(Radio Manufacturers’ Assn.) 


Aug. 1948. 934,997 
Aug. 1947 1,265,835 
8 Mos. 1948 9,363,854 
8 Mos. 1947.. 11,031,935 
Yo Change versus 1947: 

Aug. 1948. —26.14% 
8 Mos. 1948. —15.12% 
TELEVISION RECEIVERS 

(Radio Manufacturers’ Assn.) 

64,953 
Aug. 1947...... 12,283 
399,938 
8 Mos. 1947........ 68,679 
Jo Change versus 1947: 

Aus. 1948............. +428.80% 
FM-AM RECEIVERS 

(Radio Manufacturers’ Assn.) 

110,879 
Aug. 1947. 72,014 
8 Mos. 1948. 881,180 
8 Mos. 1947...... 588,226 
Jo Change versus 1947: 

Aug. 1948..... +53.97% 
8 Mos. 1948 +49 80% 


Freezer Fiesta 


AM RECEIVERS 


(Including Automobile & Battery Re- 
ceivers)}—Radio Manufacturers’ Assn. 


Units 

759,165 
1,181,538 
8 Mos. 1948. . . 8,082,736 
8 Mos. 1947.. 10,375,030 
% Change versus 1947: 

8 Mos. 1947 —22.09% 


RANGES ELECTRIC 
(NEMA Member Sales, Not Industry) 


119,460 
Aug. 1947. 69,131 
8 Mos. 1948... 875,128 
8 Mos. 1947...... 622,185 
YJ Change versus 1947: 
Aug. 1948...... +72.80% 
8 Mos. 1948...... +40.65% 
REFRIGERATORS 
(NEMA Member Sales, Not Industry) 
Units 
Aug. 1947.. 213,901 
8 Mos. 1948...... . 2,682,052 
Jo Change versus 1947: 
+37.11% 
+36.23% 
ROASTERS 
(NEMA Member Sales, Not Industry) 
48,671 
Aug. 1947............. 16,860 
8 Mos. 1948. 381,314 
8 Mos. 1947.. 223,912 
Jo Change versus 1947: 
Aug. 1948. $188.68% 
8 Mos. 1948... +70.30% 


HOW TO PREPARE foods for freezing is demonstrated by home economists Henrietta 
Quilling and Arlene Peterson at one of eight consumer freezer clinics recently held in 
Minneapolis and St. Paul, Minn. The clinics were part of the “Home Freezer Sales 
Fiesta” jointly sponsored by dealers, distributors, Northern States Power Co. and 
North Central Electrical Industries. Object was to build acceptance for freezers in 


Twin City area. 
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Champagne Radio 


EFFERVESCENT with smiles is Lawrence 
Welk, orchestra leader, as he offers the 
first item produced by his radio manv- 
facturing firm. Called the “Champagne 
Radio”, the bottle contains a five tube 
AC-DC radio with dial on the cork and 
a four inch speaker in the base. 


TOASTERS 

(NEMA Member Sales, Not Industry) 
280,549 
168,879 
2,274,885 
1,576,724 
J Change versus 1947: 

+66.13% 
+44,28% 


VACUUM CLEANERS, FLOOR 


(Industry Estimate by Vacuum Cleaner 
Manufacturers’ Assn.) 


237,194 
2,270,124 
J Change versus 1947: 

—-4.95% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


111,337 
Aug. 1947. 119,956 
8 Mos. 1948 914,761 
8 Mos. 1947 476,262 
% Change versus 1947: 

-1.19% 


WASHING MACHINES, 
STANDARD—Electric & Gas 
Engine 

(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


Aug. 1948............. 362,169 
279,229 
2,315,694 
% Change versus 1947: 

+29.10% 
+27.31% 


WATER HEATERS, ELECTRIC— 
Storage Type 


(NEMA Member Sales, Not Industry) 


63,678 
Aug. 1947............. 64,001 
493,397 
% Change versus 1947: 

—.50% 
—6.47% 
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237,194 
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DISING 


Sylvania Electric Products Inc. 


>). W. Gunn has been appointed as- 
sistant to the general sales manager, 
radio tube division, Sylvania Electric 
Products Inc., it was recently an- 
nounced by C. W. Shaw, general sales 
manager. Affiliated with the firm since 
1931, Mr. Gunn was formerly a special 

resentative for the equipment tube 
sales department. 


Landers, Frary & Clark 


R. N. CAMPBELL 


R. N. Campbell has been appointed 
vice-president in charge of manufac- 
turing operations, Landers, Frary & 
Clark, New Britain, Conn., according 
to a recent statement by Richard L. 
White, president. He succeeds L. A. 
Brown who recently resigned from the 
post. Mr. White also announced that 
Charles Cook would manage the com- 
pany’s main plant and assist Mr. 
Campbell. 

The new vice-president has had 
more than 22 years of experience in 
the manufacturing field, most of which 
was with the Carrier Corp., Syracuse, 
| 


General Electric Co. 


James F. Stark has been named sales 
manager, sunlamp and heater section, 
automatic blanket and sunlamp divi- 
sion, General Electric Co., Bridgeport, 
Conn., according to a recent statement 
by D. C. Spooner, Jr., division man- 
ager. He will be responsible for the 
sales of heating pads, sunlamps, heat 
lamps, portable heaters and foot warm- 
ers. A company employee since 1937, 
Mr. Stark was most recently local 
manager of appliance sales for the firm 
in Omaha. 

William F. Mattes, Jr. has been 
named chain store sales specialist for 
the New York sales district in the 
company’s Lamp Department. He has 
been with the firm since 1926. 

John T. Thompson has been named 
sales manager, replacement tubes, Tube 
Division, according to a recent an- 
nouncement by J. M. Lang, division 
manager. He will be in charge of the 
promotion and sale of electronic tubes 
to more than 500 distributors through- 
out the country. 


Glolite Corp. 


Ray M. Mountain has been named 
sales manager, Glolite Corp., Chicago, 
lll, according to a recent announce- 
ment by Harry Sundheim, president. 
He had previously been sales manager 
of Jewel Products, Inc. and Signalite 
Fuse Co., Bloomfield, N. J. He will 
operate from the company’s home 
office in Chicago. 
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NEW POSITIONS 


Magnavox Co. 


David S. Carto has been appointed 
sales manager, Illustravox Division, 
Magnavox Co., Fort Wayne, Ind., 
according to a recent announcement 
by Frank Freimann, executive vice- 
president. Mr. Carto had been dis- 
trict sales manager for the division 
since the war, previous to which he 
was affiliated with the Horton Mig. 
Co. and the Fort Wayne Works of 
the International Harvester Co. 


Domestic Sewing Machine Co. 


E. R. FRELING 


William H. Koehler has been ap- 
pointed national service manager, 
Domestic Sewing Machine Co., Cleve- 
land, Ohio, according to a recent an- 
nouncement by Dodge Barnum, presi- 
dent. He will aid the company’s 
dealers and distributors in developing 
and improving their sewing machine 
parts and service functions. In addi- 
tion, Mr. Koehler will be responsible 
for the general service school training 
programs. 

Mr. Charles H. Dodd will succeed 
Mr. Koehler as manager of the Great 
Lakes district. Previously he had had 
his own heating company as well as 
having been associated with several 
heating equipment manufacturers. 


North Central District Manager 


Eugene R. Freling has been chosen 
manager, north-central district, Do- 
mestic Sewing Machine Co., Inc., 
according to a recent announcement 
by C. A. Lange, sales manager. 
Previously, he had been associated 
with Schwander Appliance Co., St. 
Louis, Mo. and Electro Steam Iron 
Co., also of St. Louis. 


15, 1948 


Westinghouse Electric Corp. 


Wilbur C. Peterson has been named 
supervisor, refrigeration advertising, 
Electric Appliance Division, Westing- 
house Electric Corp., Mansfield, Ohio, 
it was recently announced by Roger 
Bolin, advertising manager. Mr. Peter- 
son had been a newspaper man for 21 
years. He will be in charge of prepar- 
ing advertising and related materials 
for refrigerators in conjunction with 
the advertising agency. 


Graybar Electric Co. 


L. G. FIELDS 


R. B. SAYRE 


L. G. Fields has been named district 
manager for Graybar Electric Co., Inc., 
New York, N. Y., in the Richmond, 
Va., area, it was recently announced. 
A veteran of 24 years with the com- 
pany as selector, salesman, branch and 
district manager, Mr. Fields succeeds 
J. H. Pearson, Jr., who is retiring. 

At the same time, it was stated that 
R. B. Sayre will take over Mr. Fields’ 
district in Jacksonville, Fla. Associated 
with the firm 27 years, Mr. Sayre 
started in 1921 with the position of 
warehouseman and has been salesman, 
Outside Construction Dept. manager, 
and Memphis district manager until 
his recent appointment. 


Allen B. DuMont Laboratories, 
Inc. 


Henry R. Geyelin, Jr. has been 
named advertising and sales promotion 
manager, television receiver division, 
Allen B. DuMont Laboratories, Inc., 
according to a recent announcement by 
Ernest A. Marx, general manager, 
receiver sales. 


Philco Corp. 


Leslie J. Woods has been elected 
vice-president, industrial division, 
Philco Corp., Philadelphia, Pa., accord- 
ing to a recent announcement by James 
H. Carmine, vice-president, distribu- 
tion. The functions of the industrial 
division includes the development and 
sale of automobile radios. Mr. Woods 
originally joined the firm in 1925. 


Motor Products Corp. 


C. T. REDDING 


C. T. Redding has been promoted to 
sales manager, eastern region, Deep- 
freeze division, Motor Products Corp., 
North Chicago, IIll., according to a 
recent announcement by F. F. Duggan, 
general sales manager. Mr. Redding 
had previously been Philadelphia dis- 
trict sales manager. He originally be- 
came affiliated with the firm in 1945 
as sales representative for industrial 
chilling equipment after which he was 
manager of the Chicago sales district. 
Mr. Redding will have offices in New 
York City. 


Lightolier, Inc. 


Theodore Berk was recently elected 
vice-president and director, Lightolier, 
Inc., New York, N. Y. He joined the 
company 26 years ago as stock boy and 
was promoted through a dozen posi- 
tions to his present post of merchan- 
dise manager, lighting fixture division. 


Borg-Warner Corp. 


H. L. Clary, director of sales, Norge 
division, Borg-Warner Corp., Detroit, 
Mich., has announced a number of ad- 
ditions to and changes in the division's 
sales staff. M. B. Robb and J. Edward 
Wyatt, Jr. have been appointed home 
heater and contract sales managers 
respectively. Mr. Robb was formerly 
sales manager of Evans Products Co. 
while Mr. Wyatt is an ex-executive 
vice-president of Dearborn Stove Co. 

Four district representatives have 
been added to the enlarged field staff. 
They are: J. M. Dierkes, eastern ter- 
ritory; W. E. Laswell, southern ter- 
ritory; B. H. Melton, midwest terri- 
tory; H. J. Hare, western territory. 


Advertising Appointment 


John D. Schuman has been ap- 
pointed advertising production man- 
ager, Norge Division, Borg-Warner 
Corp., Detroit, Mich., according to a 
recent announcement by H. L. Clary, 
sales director. The move was brought 
about by the reorganization of the divi- 
sion’s advertising department which 
includes the appointment of F. H. 
Toler, H. G. Hillyer, and H. J. Stouf- 
fer, Jr. as product promotion man- 
agers, Mr. Clary stated. 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PAGES 1 AND 2) 


THE MIDWEST 


(Continued) 


the floor, als« One dealer has a 
kitchen set on which the enamel is 
chipped badly. “This damage didn’t 
cur in the factory, or in shipping— 
I did it myself with my little hatchet,” 
“It’s good for all kinds of 


advertising, and we'll never sell it.” 


he said 


Layaways are the order of the hour 
“I've just put $5 on a new radio—or 
a new overcoat,” is what you hear on 
all sides. It is as simple as that: pay 
until you get 20 percent, then we de 
liver to you. Windows are full of 
signs plugging the layaway idea 

Opening of new television stations 
in Chicago boomed retail business last 
month. The town got additional mer 
chandise and the World Series games 
and football-helped. Result of the 
extra program choice is going to be 
better and sharper pictures, says a 
distributor. Biggest holdback on TV 
sales is the high price of shoes and 
beef steak 

A Chicago manufacturer ran a sur- 
vey and discovered that one out of 
four TV owners uses a magnifying 
lens; the television audience is large. 
In the homes of 47 owners, some 661 
people had watched broadcasts. 

Now it can be told that one of the 
brightest merchandising ideas of the 
year was an accident. The plan of 
splitting the TV set, the FM-AM and 
the record player into matching units 
which could be bought separately was 
an accident. The manufacturer was 
held back on TV manufacturing. He 
had no idea, either, that the housewife 
would toss the old man, his ash- 
dropping friends and their IV set 
into the den off the rugs, and keep the 
radio in the parlor 

Windows throughout the Middle 
West are blossoming this fall with 
space heaters, which are _ reaching 
their peak right now. With so many 


Dream Girl 


CHOSEN “Miss Dream House Girl” of 
1948, Miss Phyllis Bergquist inspects a 
Lewyt vacuum cleaner at the New York 
City’s model home built in conjunction 
with the motion picture, “Mr. Blandings 


Builds His Dream House”. The contest 
wos sponsored by the New York Heart 
Assn. with the completely equipped home, 
including vacuum cleaner, being turned 
over to the winner of a “jingle contest” 
about the house. 
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families in cramped quarters, the 
space heater is the answer to a chilly 
family’s prayer, and it has taken only 
an assurance that oil is to be had to 
get them sold. Oil supply is frequently 
tied in with tanks and the burner. 

Item that marks end of era: radios 
have ceased coming through with tubes 
missing or wunsoldered connections. 
When they won't play now, it is an 
honest accident. 


THE SOUTH 


(Continued ) 


opening which brought many a hurrah 
from the uninitiated. A subsequent 
check in the Atlanta area indicates 
that almost 4,000 sets have been sold 
there and indications are few that the 
demand has slacked up. Some subur- 
ban dealers even griped that they 
couldn't get enough of the right kind 
of telesets to sell. Others sounded a 
warning that programs were going to 
have to improve considerably if the sale 
of video equipment was to keep up. 
Special editions of the Atlanta Journal 
and the Atlanta Constitution helped 
to keep the interest high, and at last 
reports, a new station was expected to 
go into operation on Dec. 23. 

As predicted here last month, other 
southern cities were pretty envious 
and were getting on the ball to keep 
up with the Georgians. Memphis 
went on a spending spree and started 
final construction on the TV trans- 
mitter for WMCT, the NBC outlet 
there. The battle cry in Memphis 
was “Television before Christmas!” 
WMPS, affiliate of ABC, also has 
filed with the FCC but may have to 
wait a while until that august body 
makes up its mind about unfreezing 
new permits 

Houston, never far behind in any- 
thing, was on the bandwagon and 
banging the drum with a lusty stroke 
Albert Lee's station, KLEE-TV had 
signed up with CBS and was yelling 
for action. Mr. Lee claims his station 
will be the first to make a profit in its 
first year of operation. Perhaps he’s 
right but the only trouble here seems 
to be that the station probably will 
have to wait for the co-axial cable and 
it may be 1950 before it is completed. 
Nevertheless, with typical Texas en- 
thusiasm, dealers were demonstrating 
and selling sets with a will. Stations 
in San Antonio and Fort Worth also 
had filed applications and were fidget- 
ing on the hot seat. 


Other Cities Work Quietly 


Birmingham and New Orleans went 
about their television preparations 
quietly. Something may be expected 
from these centers at almost any min- 
ute. Up in Richmond, video was 
firmly established and sets were still 
selling to the public at a fairly brisk 
rate. The gripe was loud and unfunny 
about reception, however. Seems that 
newer and better transmitting equip- 
ment is needed. 

Outside the television field, appli- 
ances of almost all kinds were moving 
along fine. In the Carolinas and Vir- 
ginia, tobacco crop prospects had plan- 
ters’ hopes at high pitch and dealers 
itched with anticipation of a big busi- 
ness for November and December. In 
Mississippi, Georgia and Alabama, the 


cotton markets paid off handsomely 
and a full share of the farmer's in- 
come went into new electrical appli- 
ances for the rural sections. The 
utilities, both public and private, oper- 
ated with expanded service and demon- 
stration personnel, and the retailer was 
getting excellent help in his selling 
efforts. 

Among the individual appliances, 
water heaters had climbed back into 
the picture as a best seller. The Knox- 
ville Utilities Board reported a jump in 
sales, as did the Chattanooga Electric 
Power Board and the Nashville Elec- 
tric Service. Cold weather appliances 
such as electric blankets and foot 
warmers got a hypo as the leaves be- 
gan to fall and nights turned slightly 
chilly. Heaters began to move again 
and down in Florida, wholesalers got 
ready to respond to an upsurge in the 
demand for space heaters. Home 
freezers fell below the selling mark 
of the past three months but still were 
going at a fast clip. 


Advertising Spurts Washers 


Both automatic and _ conventional 
washers were best sellers, ranking 
right up next to refrigerators and 
ranges. Both dealers and wholesalers 
in almost every southern state agreed 
that advertising had been the major 
factor in booming washer sales and 
were praising Allah for the heavy 
moolah spent by manufacturers in 
promoting such equipment. Contests, 
demonstrations, towel give-aways and 
other inducements to buy were paying 
off in almost every instance. 

Still around to mar the face of busi- 
ness were the pimples of plumbing and 
the black-heads of black market.- In- 
stallation costs still pointedly hurt the 
sale of dishwashers and disposal units, 
but few dealers could do anything 
about it. One retailer in Birmingham, 
sore at plumbing charges, swore he 
was going to quit selling any appliance 
which required plumbing installation, 
since the charges for this work fre- 
quently amounted to as much as or 
more than the cost of the appliance 
itself. Another dealer in Atlanta was 
mulling over the idea of a quiet cam- 
paign to stir up the public against 
racketeers in the plumbing business. 
Maybe he’s got something there. 

The gray market was still gray but 
showed signs of fading. One big 
wholesaler in Charlotte declared that 
“a hands off policy seems to be work- 
ing pretty well. I think the gray 
market is killing itself off and up 
this way, we're trying to give it enough 
rope.” 


THE FAR WEST 
(Continued) 


game on New Year’s Day is already 
contracted for. Though its moun- 
tainous terrain is admittedly difficult, 
the San Francisco territory will have 
the advantage from the start of hav- 
ing several stations with signals com- 
ing from different directions, so that 
there is more than one chance of 
catching a signal. 

A recent talk by a local jobber with 
Los Angeles experience emphasized 
the mixed feeling with which dis- 
tributors face the San Francisco mar- 
ket. This is one of the last of the 
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larger metropolitan areas to be seryeg 
with television and hence starts ag q 
highly competitive market. In mog 
of the other areas one distributor has 
had the market to himself for a fey 
months and did not have to divide 
the somewhat doubtful returns of the 
beginning period. Moreover, fights 
football games and other newsworthy 
events have become wary of giving 
permission for television broadcasts 
and are asking extremely large returns 
from the start. One thing the experi. 
ence is expected to do is to bring the 
distributors together, if only because 
they will have to cooperate to put on 
afternoon television programs if ther 
are to be any available for dealer 
demonstrations. On the favorable side 
also, this distributor expects that ther: 
may be as many as from 6,000 to 7,00) 
sets in operation in the bay area after 
six months of operation and a possib! 
12,000 by the end of 1949. 

Antenna trouble was experienced for 
a time in San Diego, where the City 
Planning Commission objected to the 
danger and the unsightliness of certair 
types of television installations. The 
insisted on reviewing each applicatior 
with consequent delay and difficulty ir 
the sale of sets. A compromise has 
now been reached under which certai! 
approved types of antennas may be ir 
stalled by securing a permit from the 
building department of the City at a 
cost of $2.50. Where unusual features 
are called for, the Planning Commis 
sion still rules on each individual case 

Reports of successful rebroadcasting 
of television signals from an aerial 
station has revived hopes of the Inter- 
mountain back country that it may 
have a television service of some sort 
at a much earlier period than was pre- 
viously thought possible. 


Big Sets Sell Best 


Because of the increasing sale of 
television sets, Los Angeles warns of 
a possible shortage in this area, in 
spite of stepped up manufacturers’ 
schedules and larger deliveries. In this 
territory, the pattern has been for the 
customer to start off by purchasing as 
cheap a set as available (around 
$169.50), returning later to exchange 
it far a better set ($300 or more) in 
order to achieve more satisfactory re- 
ception. The set selling at about 
$399.50 is expected to be the big seller 
in the next few months. 

A survey conducted by a food com- 
pany in the West brought out the 
increasing importance of the small 
town in the purchasing picture. 
Whereas this manufacturer had al- 
lotted only four percent of his product 
to communities of this class, the smal! 
town actually accounted for better than 
35 percent of the company’s sales 
The smaller store also had an ex- 
tremely loyal following. This same 
study revealed an increasing tendency 
on the part of the public to purchase 
new brands and products, with some 
of the old favorites dying out. 

An interesting Pacific Coast selling 
angle was recently pointed out by the 
B. C. Electric of Vancouver, British 
Columbia. Not only has the propor- 
tion of individuals 65 years or older 
increased in the general population 
from 3 percent to about 7.5 percent, 
but many older people come out to the 
Coast at retirement age because of its 
milder climate. This suggests that 
more advertising in this area can 
profitably be directed toward the older 
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Theatre Promotion 


PRIZE AWARDS of table radio sets 
were given to lucky winners by gorgeous 
page girls at the recent “Winner Take 
All” show which ran for over three weeks 
at the Strand Theatre, New York City. 
Tele-tone Radio Corp., New York, N. Y. 
was active in the promotion with a lobby 
display of their prize sets. 


ndividual, with special emphasis on 
winter comforts. 

The recent award of $2.50 per hour 

electricians of the Oakland area 
has been reflected as predicted in re- 
quests for other increases in Cali- 
fornia. Plumbers are to advance to a 
$2.50 hourly wage scale in December 
and January. Watch for an increase 

the already high installation costs 
{ major appliances in this territory. 

\ customer recently pointed out 
what apparently is a prevailing system 

this area, under which a plumber 
will not perform his share of the 
. rk in installing an electric water 
jheater until an electrician is present 
The customer in this case paid for the 
jwaiting period and then later for the 
time the plumber wasted while waiting 
ior the electrician to finish his job. 
Speaking of wages, the Seattle Asso- 
jciation of Electrical Dealers has been 
pregotiating with the local union to es- 
tablish a wage scale for radio service 
men. The union asked $1.80 to $2 per 
yhour for a shop manager, $1.65 to 
P!.90 for a radio technician and $3.50 
or a television technician, a new 
iclassification. 


| No Ships, No Sales 


Strikes in oil and maritime fields 
phich have been making headlines on 
the Coast have apparently not affected 
the sale of electrical appliances except 
n extremely local areas, but they have 
bs ught havoc in Hawaii and Alaska, 
vhere the almost complete tie-up of 
Ships in Pacific Coast ports has cut 
flown on deliveries of all products. At 
the time of writing there is no imme- 
liate prospect of a settlement. 
Trade-ins are beginning to be re- 
ported from all sections of the West, 
particularly on refrigerators, some 
ees, and many radios, the actual 
Hgures varying from one to 25 percent 
pi all sales. 
>pokane dealers recently reported to 
their association in favor of a “safe 
Rppliance ordinance.” They also favor 
B small license fee for appliance re- 
ailers. About one third of the mem- 
bership of this association is in the 
rocess of dropping some of its present 
ines of major appliances. About half 
! those doing this are switching to 
Pther lines. Another equal number of 
falers are adding new lines, so the 
bum seems to come out about the same 
n the end. 


IDISING 


ECTRICAL 


“W"" Changed To Allow 
10 Day Home Trial 


The Federal Reserve Board recent!, 
altered Regulation “W” to permit honx 
demonstrations for appliances and ra 
dios without making any down pay- 
ment for 10 days. The delivery, 
however, must be made with the under- 
standing. that the trial, approval or 
demonstration is bona fide. The new 
ruling stems from a desire to over- 
come certain technical difficulties en- 
countered by dealers who work on the 
installment plan. 

The amendment to Regulation “W” 
is as follows: 

“Amendment No. 1 to Regulation W, 
effective Nov. 1, 1948, section 6(G) 
of Regulation W is amended to read 
as follows: 

“(G) Delivery in anticipation of 
installment sale. Except as provided 
in the following paragraph, in case a 
listed article is delivered in anticipa- 
tion of an installment sale of that 
article or a similar article (such as a 
delivery ‘on approval’, ‘on trial’, or as 
a ‘demonstrator’), the registrant shall 
require, at or before the time of such 
delivery, a deposit equal to the down 
payment that would be required on 
such an installment sale. 


Article Must Be Listed 


“In order to qualify as an exception 
to the preceding paragraph, the article 
must be an article listed in Group B, 
the delivery must be exclusively for 
the purpose of a bona fide trial, ap- 
proval or demonstration, and the regis- 
trant must, within 10 days after such 
delivery, obtain the down payment 
referred to in the preceding paragraph 
on the return of the article. 

“Every such case shall be evidenced 
by a written agreement signed by the 
respective parties, of which a copy 
shall be given the prospective pur- 
chaser at or before the delivery of the 
article, and such written agreement 
shall clearly and prominently state 
that : 

(1) “The delivery is exclusively for 
the purpose of a bona fide trial, ap- 
proval, or demonstration, and (2) the 
prospective purchaser will make the 
required down payment (the amount 
of which shall be stated in the agree- 
ment) within 10 days after delivery 
of the article for trial, approval, or 
demonstration or will return or release 
the article within such 10-day period. 

“In calculating the maximum ma- 
turity in connection with transactions 
under either of the two preceding para- 
graphs, the date of delivery of the 
article sold shall be considered the 
date of the sale.” 


“Round Table” Plans 
Electric Living Workshop 


\ workshop for electrical living, 
built around electrical appliances and 
the careers they offer to women in 
the industry, has been planned as the 
1949 Educational Program of the 
Electrical Women’s Round Table of 
N. Y. for its 1949 educational program, 
according to Ruth Gaffney, chairman 
of the organization for the 1948-49 
season, 


Four Forums 


The workship will be divided into 
four forums and will be conducted by 
leading women in the industry. Pro- 
gram chairmen include Dr. Martha 
Johnson, manager, Foods and Appli- 
ance Testing Laboratories, General 
Electric, who will conduct the re- 
frigerator and freezer forum; Mrs. 
Julia Kiene, manager, Home Eco- 
nomics Institute, Westinghouse Corp., 
who will conduct the electric cookery 
unit; Eloise Davison, New York 
Herald Tribune Institute, and Mar- 
garet Davidson, Ladies Home Journal, 
who will collaborate on laundry equip- 
ment: Grace Deibig, Westinghouse, 
heading up the Radio and Television 
forum 


Two Sessions Each Time 


Starting January 23, the workshop 
will be held the last Wednesday of 
each month through April 25th. Each 
forum will be divided into two ses- 
sions: from 9:30 a.m. to 5 p.m.; and 
from 7:30 p.m. to 9:30 p.m. at. the 
General Electric Co. auditorium, 570 
Lexington Ave., New York City 

It will be open to all persons con- 
nected with the appliance industry in 
promotion, advertising, merchandising 
and manufacturing phases as well as 
students and teachers of home eco- 
nomics in the New York area 


Three Purposes 


The workshop has a threefold pur 
pose: (1) to enlarge horizons of 
women now engaged in the electrical 
goods fields; (2) to present women 
about to enter the field with some basic 
information the opportunities and re- 
sponsibilities of the promotional, ad- 
vertising, merchandising and manu- 
facturing phases; and (3) to stimu- 
late those engaged in teaching home 
economics in colleges and homemak- 
ing in high schools, colleges, vocational 
schools and technical institutes to 
pointing out some of the recent de- 
velopments in electrical equipment as 
well as with the technique for pre 
senting these items to the consumer. 

The Educational Committee this 
year is headed up by Grace Deibig, 
Westinghouse Corp. 
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Los Angeles has been promoting 
water heaters in a continuing drive 
scheduled to run from Sept. 7 to Nov. 
15. Sales are reported to have swung 
upward in satisfactory response to 
efforts of utilities, distributors, re- 
tailers and the local radio and appli- 
ance Association. Included in the pro- 
gram is preliminary training of dealers 
and salesmen and extensive advertis- 
ing. The earlier range and water 
heater promotion by the Southern 
California Edison Co. in its territory 
was highly successful in both fields. 

FM radio seems to be settling into 
its place in the selling picture. Few 
sets are sold which do no include the 
FM feature, even though the customer 
may not be interested in FM at the 
time of sale. Whether or not he later 
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develops into a fan depends on the type 
of programs locally available—a se- 
lection which is constantly improving. 
Dealers, whose stores are frequently 
located in noisy reception areas, are 
finding FM demonstrations often 
clearer and more satisfactory than 
AM. There are also still areas in the 
wide open spaces of the West where 
\M reception is almost impossible 
because of static which interferes with 
distant reception. FM signals fare 
much better in most cases. 

Deliveries are still somewhat slow 
on refrigerators, but the Pacific Coast 
is looking forward to the winter 
months when sales fall off in other 
sections of the country, while keeping 
up here. They hope for a larger share 
of the allotments during this time. 


WHAT 
“CIRCLINE” FIXTURE 


offers you recessed 
bulb holders? 


HOMECRAFT 


The 
Patented 
Homecraft 


The Usual 
Method of 
Mounting 
Three important things are accomplished by 
recessing the three bulb holders: 


1. Bulb held closer to the reflecting surface. 

2. Fixture more compact—greater eye appeal. 

3. Two point ballast suspension eliminates 
buzzing and keeps ballast cooler. 


See vour distributor or write for catalog sheet 


HOMECHAFT 
Electwuie 


1208 S. Kedzie Ave., Chicago 23, Ill. 


~ 
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Youngstown Kitchens Div. 
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SEARCHLIGHT 
SECTION 


(Classified Advertising) 


MANUFACTURERS 
REPRESENTATIVE 


By a well known manufacturer with established 
distributor and dealer organization. Products 
manufactured are oil space heaters and water 
heaters, coal and wood ranges, and dual fuel 
coal and electric ranges. Commission compen- 
sation—earnings in 5 figures. Man selected 
must have time available to enter into saies 
promotion activities and work with distribu- 
tors salesmen in the field as needed. Give 
qualifications complete and number of lines 
handled. 


RW-6943, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


SALESMEN 


Well known National Manufacturer has excellent 
openings on attractive salary basis for several more 
experienced sales and promotional men, contacting 
distributors and dealers on top-notch home venti- 
lating unit. Needed at once for extra territories. 


SW-6988, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, lll. 
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HAVE YOU HEARD... 


OUTFIELD TO ANTENNA 


The lu n of the baseball sea 
may ea pportunity tor son 
ta i i istime to get 
at ll-« 1 but not f 
H i ielde rt 
t I The day after his 
su essful att tt 
\ \ 1 Series from the Cleve 
land Indians, Tommy announced that 
had invested in a New York tel 
\ y, and had already signed 
rai Of us te w teammates as 
agents in their localities Included 
the set-up are Mike McCormick, Cali- 
tormia Phil Masi, Chicago: Sibby 
Sisti, Buffal Earl Torgeson, Boston 
One lone Pittsburgh Pirate, Frankie 
Gustine H es’ video plans 
Yes, he re esent e firm i 
Pittsburgh 


VIVE LA WASHER 


\ minor sensation has been caused 
among the housewives of the ruined 
French port of St 


Nazaire by the 


f a typical household washing 
machine from the United States. In- 
stalled in the local Quaker recreation 
; washer is rapidly gaining 
nanimous approval as the younger, 
more imaginative women prove to the 
ition that family washing 

» done in one hour instead of 
a whole day. Deeply proud of their 


uundering prowess, most of the 


D'Alene, 
During a recent excavation in the 
illey behind the Washington Wate: 
building, ten lamps were 

g up trom a depth of about te: 
teet under the cement walk. 
records set the date the alley was 
paved around 1910, which means the 
bulbs had been buried for a minimum 
ot 38 years. The lamps were tested 
and found to be 100 percent OK 
General Electric lamp experts identi 
fied them as the carbon filament type 
produced by the company in 1905 for 
electric signs. Most people know of 
the guy who hides his light under a 
bushel, but who is this chap who hid 
his “lights” under the ground? 


Idaho, these day 5 


Local 


VALUABLE SPONGE 


The Ontario Research Foundation 
in Canada has announced that a better 
juality appliance product at lower cost 
will be available through eventual use 
i sponge iron in the steel instead of 
crap. The employment of the sponge 
iron in commercial manufacturing is 
expected by the end of the year with 
the price about one third the cost ot 
scrap. 


ROUGHHOUSE PAYOFF 


A strike is a strike, but evidently 
here are a iew limitations on what 
you can and can’t do down in Lexing- 
ton, Ky. Three persons recently ac- 
cepted judgments in court on appeals 
from sentences resulting from a strike 
at the General Electric Lamp Works 
last spring. A local organizer for the 
C.1.0.—United Electric Workers ac- 
cepted a 50-day sentence for kicking 
a G-E official while two of his con- 
freres received $100 fines for inter- 
fering with a news photographer. All 
three had received fines and jail sen- 
tences in a lower court. It might be 
that there are too many wrestling 
matches being watched on television 
these nights. 


WHAT, NO ELECTRICITY? 


Washington dealers, please take no- 
tice. Ice boxes for the 96 members of 
the U. S. Senate to provide refrigera- 
tion for minor lunch items of Senators’ 
secretaries, clerks, and stenographers, 
were recently moved into the Senate 
Office Building in Washington. David 
Lynn, Capitol architect, was respon- 
sible for the units which cost $12,600 
through competitive bidding. Washing- 
ton dealers are reminded that this is 
an election year. Electric refrigerators 
could have been on that ticket. 


CANINE HELPER 


Five years ago when she lost her 
sight at the age of 40, Norine Mc- 
Nichols, electric equipment saleslady 
admits she lost some of her courage. 
She was afraid she might lose her 
job, too. However, with her seeing 
eye dog, “Queenie”, Miss McNichols 
has traveled 80,000 miles back and 
forth across the country since that 
time and is doing an excellent job for 
the chain she represents. 


WEST CORNER . . 


_ 
> 
“LOOK OUT FOR THAT TABLE. . . GO EASY BY THE RADIO. . . DON’T FORGET THE 


. DON’T KNOCK THAT VASE OVER... .” 
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VIDEO BLUES? 


Recent reports indicate that tele. 
vision fans often get a depresse:, cop 
fused and blue feeling after sitting j, 
semi-darkness watching the screen for 
a few hours. Apparently, this cond}. 
tion is caused by the absence oi light 
However, Polyplastex United, Ine 
New York City, claims it has a soly. 
tion to this phobia in a lamp known a 
Videolite which has been created ; 
conjunction with Lampcraft Studios 
The unit functions as a decoratiy 
table model, has dual-purpose lighting 
and is available in a range of color & 
and sizes which decorators are ex. & 
pected to use in creating a new, mel 
low dramatic atmosphere in the home 
according to the firm. They say there’ 
no reason to have the TV blues. 


MISSION OKINAWA 


Okinawa is a name that  reca 
bitter fighting and violence durin 
World War II for most people, | 
to the Philco Corp. it has additions 
meaning. The inauguration of a sp 
cial refrigeration mechanics’ training 
program in the air installation areas o! 
Kadena and Naha Air Force bases 
was recently announced by Head 
quarters of the First Air Divisi 
This means that Philco is supervising 
courses in a series of quonset huts 
well as reconditioning all refrigeratio: 
units on the island. Besides the over 


hauling, repairing and maintenance 
these units, the Philco men are stri 
ing to provide.the army with a c 
tinuous supply of skilled labor to carr 
on these services. That's the pictur: 
Okinawa—1948. 


ROYAL SALESMAN 


Royalty has gone in for selling 
appliances. Witness the fact tha 
Prince Alexander of Yugoslavia 
working for Major E. Beddingto 
3ehrens, president of an appliance firn 
at Bristol, England. The prince, wi 
uses the name “Mr. Alexander,” is 3 
member of the Yugoslav royal fami) 
exiled in England, and formally ousted 
when Premier Marshal Tito pr 
claimed a republic in 1945. He is 2 
cousin of King Peter and nephew 0: 
the Duchess of Kent. 

The prince, hired two years ago, 
said to be doing a good job of selling 
washing machines, and his commen! 
to reporters was, “Good future u 
them. After all, I have to earn m; 
living, and this is an up and coming 
industry.” Wonder if he uses “Burke's 
Peerage” for a prospect list. 


RAISING ROCK 


Nature has grown rock or quart 
crystals in many localities throughow' 
untold geological ages. While thes 
crystals were once interesting only 4 
spectacular museum exhibits or 4 
fabricated objects of art, they rt 
cently have become very important 
It has been discovered that they hav 
the property of stabilizing the oscilla 
tion frequency of radio circuits. How 
ever, the supply, which comes chiefly 
from Brazil, has been diminishing 
This has resulted in increased inter 
est in trying to manufacture the cry* 


tals artifically, Danforth Hale of th 
Brush Development Co., Clevelant 
Ohio, recently described the proces 
at the International Union of Crysta 
lography held at Harvard University 
He stated that experiments were matt 
in steel vessels at many thousan(s 
pounds pressure per square inch # 
temperature of over 500° F. 
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LAMP MYSTERY 
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N DISIN 


talks RETAIL language 


all the way! 


Yes, Mr. Retailer, we're talking PRESTELINE to electric 
range buyers this fall the same way YOU TALK in your 
merchandising—and in YOUR STORE. We're talking 
FACTS—with hard-selling RETAIL WORDS. And we're 
using this successful RETAIL SELLING LANGUAGE 
in every Presteline magazine ad—in every Presteline 
newspaper ad—in Presteline’s Big FALL ADVERTIS- 
ING PROGRAM! 


1. Millions of messages in BIG SPACE, in key city 
NEWSPAPERS—this fall! 


2. Millions of MAGAZINE MESSAGES—this fall! 
3. PLUS Bigger Local Dealer Cooperation! 
4. And the BIGGEST Retail Merchandising 


Program in our history! 


And this ENTIRE FALL CAMPAIGN is tied together 
with RETAIL SELLING LANGUAGE ALL THE WAY. 


Nobody knows better than you do, Mr. Retailer, that 
“People in a mood to BUY want FACTS.” This fall, 
Presteline gives every range prospect ready to buy 
—Facts and More Facts on Presteline’s 23 FEATURES— 
many of them EXCLUSIVE! 
And it's all backed up by Presteline’s SENSATIONAL 
Comparison Chart that PROVES in black and white: 
Presteline OFFERS MORE! And Presteline’s features are 
“featured” in every Presteline Promotion Piece: Window 
Trim; Store Material; X-Ray Demonstrator; Salesmen’s 
Selling Chart; and more. 


Do you talk RETAIL language? If so, talk it over 
with your Presteline Distributor NOW! TODAY! 


GEORGE T. STEVENS & ASSOCIATES, 666 LAKE SHORE DRIVE, CHICAGO 
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Kitchen displays go up in a jiffy 
with Youngstown Flexible Display 


Another promotion EXCLUSIVE for Youngstown dealers! 


Now you can assemble handsome, professional-look- 
ing Youngstown Kitchen displays that sell... in half 
the time, with half the effort, at half the cost. 


This sturdy Youngstown display background was 
developed especially for Youngstown Kitchens. It’s 
sectional, flerible ... sets up to any size Youngstown 


display along one, two, or three walls in a matter of 


minutes. Makeshift display backgrounds are done for. 


No tools required. Wall cabinets hook on side panels, 
base cabinets and Kitchenaiders stand free. Sections 
are easily moved, handled any place you want a 
Youngstown Kitchen display ... in the store or travel- 
ing exhibits. In short, here’s a flexible display back- 
ground that is flexible. Order today from your distrib- 
utor. Available to Youngstown Kitchen dealers only. 


Promotion does it! 


Youngstown Kitchens are writing one of the all-time 
success stories in the household-equipment field. 
Youngstown exclusive promotion helps are ready to 
help you go to town in the big, rich, mass kitchen 
market. Youngstown plastic Min-A-Kitchens are 
one. The Youngstown Story, the Youngstown Kitchen 
Measuring Rule are others . . . not to mention scores 
of ad mats, displays, radio announcements and 
mailing pieces. They're prepared by experts and 
backed up with the largest advertising campaign 
ever run for any kitchen! There are a few franchises 
still available to dealers who are ready to follow 
the proved Mullins plan. If you would like to handle 
the “sweetest line on the floor} please write. 


BY MULLINS 


MULLINS MANUFACTURING CORPORATION e WARREN, OHIO 


World’s largest makers of steel kitchens 
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